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In Hall of Fame... 
Burnett Tells N.Y. 
of Michigan Ave. 
Appleknockers 


‘Sassy’ Adman Hits 
‘Interplanetary Inc.,’ 


‘Apostle of Unoriginality’ 


New York, April 13—A Copy- 
writers Hall of Fame was set up 
officially last night, and Leo Bur- 
nett, chairman of Leo Burnett Co., 

: Chicago, was in- 
s stalled as its 
first resident. 
The occasion 
was the first 
annual Gold 
|) Key banquet of 
) the Advertising 

Writers of New 
York, with over 
200 attending. 

Besides hon- 
oring the Chi- 
cagoan, the New 
York group also 
presented its Gold Key awards 
(typewriter keys, that is) and mer- 
it certificates to writers of the win- 
ning ads in the club’s competition 
held last month (AA, March 13). 

Mr. Burnett, admittedly “a little 
sassier than usual—after all, I 
don’t get a pass into the copy 
man’s hall of fame every day—” 
brought the New Yorkers “news of 
how we appleknockers do things 
out there among the hay ricks and 
silos of Michigan Ave.” 

In so doing, he also tossed some 
rotten apples at how things are 
done on Madison Ave. 


Leo Burnett 


s “Out on Michigan Ave., where 
the tall corn grows,” he said, folks 
haven’t started dividing agencies 
up—‘“as Interplanetary Inc. (or 
whatever that is) has done, with 
separate letterheads” or as other 
agencies are doing by creating 
“many-agencies-under-one-roof 
loosely bound together by some 
manner of plans boards, which 
may check the work at long inter- 
vals, and sometimes I have sus- 
pected, primarily in retrospect.” 

At his agency, Mr. Burnett said, 
“we have a handful of creative 
executives—a parcel of opinion- 
ated malcontents—through whom 

(Continued -on Page 143) 


THE NATIONAL NEWSPAPER OF MARKETING 


DUBONNET DEBUT—A still from the 


_ ing launched by Schenley Import Co. Each of those glasses carries 
the Schenley motif, ggnter of the broadcast code-defying controversy 
(see story on Page 150). 


BBDO May Lose Newly 
Added Account; JWT May 
Face Champion Conflict 


Detroit, April 14—Ford Motor 
Co.’s purchase for $28,000,000 of 
‘the Autolite trade name and distri- 
bution rights could lead to the 


De ior. 
new Dubonnet wine campaign be- | $8,000,000 worth of advertising ac- 
counts and involve two or three 


79% Hike Asked for 


Locally Oriented, Well 
Researched Campaigns. in 
12 Nations Urged in Plan 


WASHINGTON, April 12—Com- 
merce Secretary Luther Hodges 
revealed today that the blueprint 
for the government’s proposed 
tourism program visualizes pro- 
motional offices in six key coun- 
tries, supported by six roving pro- 
motional officers, and a $2,500,000 
ad drive in 12 selected countries. 

The program, developed on or- 
ders from President John F. Ken- 
nedy, will be used to wipe out a 
billion dollar “tourism gap.” Its 
sponsors think the number of for- 
eign visitors to the U.S. can be 
increased from 500,000 (exclud- 
ing Canadians) in 1960 to more 
than 1,000,000 by 1964. 


s The targeted plan is based on 
recognition that “tourism has be- 
come one of the most competitive 
business enterprises in world com- 
merce.” Approaching the task “as 
a business problem,” it emphasizes 
that the drive could result in an 
embarrassing failure unless the 
U.S. selects its markets carefully, 
| researches them exhaustively, and 
|}uses sales and advertising ap- 
| proaches which appeal to the peo- 
|ple the U.S. wants to reach. 
| United Kingdom, Germany, 
| France, Australia, Japan and eith- 
er Venezuela or Brazil were iden- 
| tified as the most promising sites 


lst Quarter Magazine Revenues Off1% 
From ‘60 High; Monthlies Show Gain 


Pages Dip 10%; Dollar 

Total is $190,330,230 

for Quarter, PIB Finds 

New York, April 11—Maga- 
zines had a tough time during the 


first three months of 1961, when 
they declined 10% in pages and 


1% in revenue, according to fig-| 


other years” except 1960, which 
was “the biggest year in maga- 
zine history.” 

In the first quarter of 1966 
magazines reported $191,629,370 in 
|revenues and 18,296 pages. In the 
|initial three months of this year 
revenues were at $190,330,230 and 
| pages at 16,541. 
| Fashion books, monthlies and 


ures compiled by the Publishers | women’s magazines were the only 


Information Bureau. 


category to show increases in dol- 


U.S. Reveals Adman’s Program for 
$2,500,000 Tourism Ad Drive Abroad 


2nd Class Mail, 40% _ 
Boost for 3rd Class 


WASHINGTON, April 14—The Ken- 
nedy administration today set 
wheels in motion for an unprece- 
dented postal rate increase which 
would involve an immediate 79% 
hike in newspaper and magazine 
mailing costs and a 40% boost in 
bulk third class. 

The bill forwarded to Congress 
by Postmaster General J. Edward 
Day this noon contemplated $741,- 
000,000 in new revenue. Together 
with $90,000,000 which Mr. Day ex- 
pects to raise through administra- 
|tive increases in special services 
and parcel post, it is supposed to 
| close the $831,000,000 gap between 
postal revenues and operating 


for fulltime travel offices. The ad 
drive would be allocated to United 
Kingdom, Germany, France, Vene- 
zuela, Japan, Australia, Brazil, 
Colombia, Italy, Holland, Belgium 
and Switzerland. 


s Traveling representatives would 
provide additional sales coverage 
in United Kingdom and Germany, 
and would cover Holland, Belgium, 
Spain, Portugal, much of South 
America, Mexico and Central 
| America, Switzerland, Italy and 
| Austria. If the six initial offices 
| prove productive, other offices 
/would be opened later. Italy, | °Sts- a 

‘Scandinavia, Mexico and Brazil The administration told Congress 
would be among the likely loca- |it would like to have the new 


(Continued on Page 149) (Continued on Page 141) 


World Advertising Gains on U.S. 


Advertising is growing so much faster in other nations than 
in the U. S. that it will equal U. S. volume in ten years, if pres- 
ent growth rates continue, ADVERTISING AGE reports in a special 
section starting on Page 81. 

Ten years ago foreign nations’ advertising was one-fourth or 
one-third of U. S. advertising. Last year it rose to half, AA re- 
veals in a review of the world ad scene. As the international ad 
tempo mounts, AA reports on foreign sales and advertising of 
ten leading U. S. companies abroad; 20 top advertisers in inter- 
national media; the global) advertising of the world’s tenth larg- 
est advertiser; operations of a top British agency; and up-to- 
the-minute ad picture in such nations as Australia, Brazil, Brit- 
ain, France, Germany and Japan. 


Last Minute News Flashes 


McLaughlin to Join Webcor as Marketing Director 
Curcaco, April 14—James McLaughlin, advertising manager of Sun- 


of marketing—a new position. Mr. McLaughlin took over the top 
Sunbeam ad post just two weeks ago following the departure of W. B. 
Courtney (AA, April 3). No successors to Messrs. McLaughlin and 
Courtney have been named. 


Easy Laundry Unit Names F&S&R 

PrrtssurcH, April 14—Easy laundry division of the Murray Corp. 
has appointed Fuller & Smith & Ross to handle its advertising. F&SER | 
has handled the company’s Eljer division for 16 years. Earle Ludgin & | 
Co., Chicago, had resigned the account (AA, March 20). 


Ford Agrees to Drop Gas Mileage Claims for Falcons 


WasHIncTon, April 14—Federal Trade Commission today announced | 
that Ford Motor Co. has stipulated that it will not claim that Falcons | 
| get 30 miles per ga]. and Falcon pickup trucks 30.5 miles per gal. un- | 


The PIB found one ray of sun- lars, and monthlies were ahead in| der normal driving conditions. Similar stipulations had previously been 
shine, however, saying: “Total of Pages. 


obtained covering gas claims for Chevrolet’s Corvair (AA, Oct. 24, "60) | 


|eventual shifting of an estimated | 


Ford's Autolite Buy 
May Spark Ad Switches 


agencies. 

Here is the situation: Ford pur- 
chased this week from the Electric 
Autolite Co., Toledo, a_ battery 
|plant, a spark plug plant, and 
‘rights to the Autolite brand name, 
plus the sales and distribution or- 
ganization. This puts Ford in the 
spark plug and battery business. 


® Electric Autolite stiJl has a 
|healthy operation in supplying 
original equipment manufacturers, 
including Ford, American Motors, 
Chrysler, John Deere, Mack trucks 
and others. Electric Autolite also 
will continue to market plugs and 
batteries under its other trade 
(Continued on Page 12) 


Record Number of 
Advertisers Used 


TV in ‘60: TvB 


New York, April 12—Network 
television attracted a record num- 
ber of advertisers—376—in 1960. 
The next best year in terms of 
numbers of clients was 1956, when 
341 advertisers used the medium. 

This upbeat news was released 
by the Television Bureau of Ad- 
vertising, which already had re- 
ported record gross billings for the 
combined take of ABC, CBS and 
NBC last year. The 1960 billings 
estimate was $682,317,069, or near- 
ly 9% above the 1959 level (AA, 
March 6). 


s Of the 376 advertisers in net- 
work tv, 348 ran schedules worth 
$25,000 or more. Some 53 compa- 
nies used the medium for the first 
time. One newcomer was Dumas 
Milner Corp., which was the 100th 
biggest spender with a budget of 
$1,174,728. Heaviest advertised 
Dumas products were Perma 
Starch with $812,508 and Pine- 
Sol room deodorant with $362,220. 
Another new sponsor was Plough 
Inc., which allocated $1,124,788 for 
seven products. Nearly half of the 
budget went to St. Joseph’s aspirin 
for children. 

Among other notable first tim- 
ers: Proctor-Silex Corp. at $950,- 
| 698; 20th Century-Fox Film Corp. 
at $698,950; Field Enterprises at 
$587,898; and U.S. Borax & Chem- 
ical Corp. at $483,398. 


beam Corp., has resigned and will join Webcor Inc. on May 8 as director | 


® As always Procter & Gamble 
led the list of spenders—despite a 
nearly $4,000,000 drop from its 
1959 pace. American Home Prod- 
ucts boosted its budget to take sec- 
ond place on the list from Lever 
Bros. Down about $4,000,000 from 
59, Lever placed third, with Gen- 
eral Motors, Colgate-Palmolive 
and General Foods next in line. 
Major spending categories for 
network tv last year, in order, 
were food and food products; toi- 


| letries and toilet goods; drugs and 


remedies; smoking materials; 
soaps; cleansers and polishes; and 


cars, accessories and equipment. 
Individual figures appear on 
Page 148. # 


magazine dollars still exceeded | Individual figures appear on/| and Chrysler’s Valiant (AA, Feb. 13). 
the total for the same period in all | Page 52. # (Additional News Flashes on Page 141) 
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Unilever Seen at 
World Ad Level 
of $300,000,000 


Marketer’s Sales 
Rose in ‘60, but 
Profits Were Down 


Lonpon, April 11—Unilever, the 
world’s largest advertiser, had a 
rough time in 1960. Sales were up, 
but profits were off. 

Unilever’s annual report dis- 
closed difficulties in many parts 
of the world. The company lost 
ground in the U.S. Unsettled polit- 
ical conditions disrupted its busi- 
ness in the Congo. And in the 
Netherlands, one of its margarine 
brands was held responsible for an 
outbreak of skin disorders. 

ADVERTISING AGE asked Unilever 
to provide figures on its worldwide 
advertising expenditures, as it did 
in 1958, when Lord Heyworth was 
chairman. The company replied 
that the release of figures three 
years ago was a special circum- 
stance, and the board did not want 
to make public these expenditures 
as a regular practice. 

In 1958, Unilever reported that it 
spent $232,400,000 on advertising 
around the world in 1957. AA esti- 
mates that the company’s expend- 
itures now exceed $300,000,000, 
with the U.S. accounting for more 
than one-third of the total. 


s But the annual report shows 
that even this gigantic expendi- 
ture was not enough to prevent 
Unilever from slipping back in 
some of its more vital markets 
in the U.S. In the soap and deter- 
gent fields, Unilever reported, 
“competitors won back some of the 
ground which they lost to us in 


previous years. Vigorous efforts} 


are, however, being made to de- 
velop a number of new and im- 
proved products.” 

Unilever also reported “fierce 
competition” in the U.S. in the 
toilet preparations field. This re- 
sulted in sales of Pepsodent and 
Stripe toothpastes falling. below 
their 1959 levels. Both brands re- 
corded increased sales in Canada, 
however. 

Competition is also “very strong” 
in the field of quick-frozen ready- 
to-eat meals, the report noted, and 
results of the Dinner-Redy Corp. 
were disappointing. 

US. sales of Unilever margarine 
brands showed little change, and 
those of shortening fell slightly. 


s Bright spots for Unilever in the 
U.S. were Lipton soups, which 
“exceeded the high level of the 
previous year,” and tea, where both 
turnover and profits increased and 
progress was made with instant 
tea. 

Unilever’s global advertising bill 
covers hundreds of brands and a 
wide range of goods such as soaps, 
toilet preparations, margarines and 
other foodstuffs, from frozen fish 
to sausages and ice cream. It 
is spread over nearly 200 compa- 
nies and more than 100 countries, 
50 of them where Unilever manu- 


factures and markets, the rest ter-. 


ritories where Unilever products 
are sold. 

In the U.S. it covers the adver- 
tising activities of Lever Bros. Co., 
Thomas J. Lipton Inc. and Dinner- 
Redy Corp. 

Taking a global view of the 
group’s business in 1960, the direc- 
tors reported that turnover was up| 
but trading profits were down, 
compared with 1959. This was at- 
tributed to three factors: 

1. A checking of the rapid eco- 
nomic expansion throughout the 
world which had characterized 
1959. 


2. Ever-increasing competition 
in nearly all Unilever’s spheres of 
operation, particularly in western 
Europe and the US. 

3. A very poor summer in Eu- 
rope which reversed the trend of 
1959, when the exceptionally hot 
summer helped some Unilever 
product groups, particularly ice 
cream. 


a “The upshot was that in con- 
|trast to 1959, when we were able 
to report an improvement in trad- 
ing profits on all sides of the busi- 
ness, we experienced in 1960 a 
|setback in profits on detergents, 
ice cream and toilet preparations,” 
the directors said in their report to 
shareholders. 

“Profits on quick-frozen foods 
[edible fats] and dry soups con- 
tinued to increase.” : 

Combined trading profits, which 
showed a 24% improvement in 
1959, fell by 8%. 

Consolidated net profit for 1960 
was $145,549,600, compared with 
the 1959 figure of $168,350,000. # 


‘McCall's’ Names 
James Ad Director; 


Buck Is Promoted 


New York, April 13—Alden 
James, formerly senior vp and sales 
director of Outdoor Advertising 
Inc., has been named advertising 
director of McCall’s, effective im- 
mediately. 

Thomas F. Buck, the magazine’s 
previous ad director, has been 


Alden James 


Thomas F. Buck 


named assistant to the publisher, 
according to A. Edward Miller, 
publisher. 

Mr. James, prior to joining OAI 
in 1959, had been with the sales 
staff of This Week Magazine from 
1935 to 1946 and advertising vp of 
P. Lorillard Co. from 1946 to 1956, 
when he rejoined This Week as 
exec vp. 

Mr. Buck, who joined McCall’s 
in 1958, was previously marketing 
director of Fuller & Smith & Ross. # 


aaa pow dg 


Puritan Promotes 
Dylanize Process, 
Washable Sweaters 


New York, April 11—Now wool 
sweaters can be tossed into the 
automatic washer and tumble dryer 
with the same abandon as syn- 
thetic wash-and-wear fabrics— 
thanks to special construction and 
a new chemical treatment called 
Dylanize. 

The new development will be 
introduced to the consumer this fall 
in men’s sweaters by Puritan 
Sportswear Corp. The company has 
exclusive rights to the Dylanize 


process for its sweaters for the fall 
|season. The Dylanize trademark is 
| owned by W. M. Stevensons, USA, 
| Inc. 


# Consumer advertising will start 
in September in Coronet and the 
New York Times Magazine. It will 
| also run in an October issue of The 
| Saturday Evening Post, the Decem- 
ber Esquire and the Dec. 3 issue of 
the Metro Sunday group. The 
Times ad will be a spread; the oth- 
ers will be page units. 

The ads will be headlined: 
“What! wash and dry wool sweat- 
ers automatically?” 

The copy will explain: “No long- 
er must your wool sweaters be 
hand washed and blocked. No more 
special care and expense. No more 
worry about matted or mis-shapen 
sweaters. Puritan, with Dylanize, 
has changed all this. WaShing wool 
sweaters is now this quick ... this | 
easy. Simply drop your Puritan 


automatic washer . 


SHRINKPROOF WOOL—This color spread in a September issue of the 
New York Times Magazine will introduce Puritan wool sweaters 
which can be automatically washed and dried. 


i | 


A 


| 
| 


of your automatic dryer. They will 
look and feel as lush as the day 
you first saw them. No loss of 


shape ...no matting .. . no prob- 
lem.” 
s Puritan is bringing out five 


styles this fall in 14 colors. Next 
spring it will introduce the Dylan- 
ize process in its boys’ sweaters, 
and by 1962 it expects every Puri- 
tan wool sweater to be Dylanize- 
treated. 

The Puritan sales force has been 
on the road with the new line for 
three weeks, and has “never had 
such a reaction,” Frank M. Titel- 
man, president, said. “We expect 
this new development to double 
our volume in two years,” he add- 


The campaign is a co-op venture 
sponsored by Puritan and the Wool 
Bureau. Fladell, Harris & Breitner 
Advertising is the agency for Puri- 
tan. # 


Wometco Net Income Up 43% 

Wometco Enterprises, Miami, re- 
ported a gross income of $12,673,- 
650 for 1960, which was 21.4% 
above the $10,396,241 recorded in 
1959. Net income for 1960 was $1,- 
013,429. This was 43.2% over the 
$707,550 for 1959, before non-re- 
curring gains of $228,786 for that 
year. Wometco owns radio-tv sta- 
tions and theaters, and is in other 
diversified activities. 


Aquatilter to Smith/Greenland 
Aquafilter Corp., Newton, Mass., 


‘Aquaknit’ lambswools into your | ‘filter manufactures disposable cig- 
. lift them out | aret filter tips. 


has switched its account from Sac- 
kel-Jackson Co., Boston, to Smith/ 
Greenland Co., New York. Aqua- 


Walter Plaut, president of Lehn & Fink, 
discloses that a new aerosol package 
helped Instant Medi-Quik capture 54% 
of sales in test markets in ten 
weeks. Page 6 


Dr. L. G. Maison, president of L. G. Mai- 
son Co., tells of the Poultry & Egg Na- 
tional Board's indirect advertising ap- 
proach through use of medical ads and 
writers. 


Expansion of the American League in- 
creases difficulties in sales of major 
league baseball on tv network. .Page 20 


New Department of Commerce campaign 
will urge business men to go ahead with 
plans for modernizing and expanding 
their facilities and expanding their mar- 
keting into overseas areas. ............ Page 24 


Alan Pryce-Jones, English author and 
publisher, says the selling powers of ra- 
dio and tv in the book field are not as 
well utilized in the U.S. as in Eng- 
TN. sicornesetaticenniciapiiatdanitinnianciliiniegscaiticiiel Page 30 


Edmund W. J. Faison, president of Visual 
Research, says the rush of many leading 
companies to modernize their trade- 
marks has resulted in a sameness that is 
destroying the very goal these compa- 
nies set out to attain. .................... Page 34 


| American Motors cashes in on its Rambler 
victories in the Pure Oil Economy Tests 
with ads designed to snipe at the recent 
Mobilgas Economy Run, while they 
OED BENIN. cccestscrepscccamepimmetiatanl Page 38 


Glamorene Products kicks off the biggest 
spring cleaning advertising push in its 
history, earmarking more than $250,000 
in a two-media promotion of its line of 
household cleaners. 


Merton J. Simeon, attorney and specialist 
in the legal aspects of advertising, 
warns that the government climate, both 
national and local, concerning advertis- 
ing, is steadily worsening, and there is 
no prospect of change for the better in 
sight. Page 52 


FIGURES TO FILE 


Magazine Pages, Revenue 
for Ist Quarter, 


Ee Page 52 
Consumer Magazine 

Linage Page 55 
10 Leading U.S. 

Companies Overseas ........ Page 81* 
Top 20 Advertisers in 

International Media, 

SE Page 82 
10 Big Advertisers in 

Brazil, 1960 20000 Page 93 
Top 10 Advertisers in 

SG: WEEE cticsstcseseceusceatoes Page 98 
Germany's Top 10 

IID sevinctedivessinnitiienis Page 100 


Top 10 German Agencies Page 100 
Estimated Advertising in 

Britain, 1957-1960 .............. Page 111 
Nielsen Net TV ...................... Page 138 
Estimated Expenditures 

of 348 Network TV Ad- 

vertisers Spending $25,000 

or More in 1960 ............... Page 148 
100 Top Network TV Ad- 

vertisers, 1960 20000... Page 148 


*In another chart on Page 81 “Ad 
Growth in Leading Nations” Japan 
and France are transposed. The 
figures should be 16% for France 


and 25% for Japan. 


Highlights of This Week's Issue 


Demise of three of the four leading gen- 
eral interest magazines in Britain, leads 
to renewed plans of an English-language 
edition of Paris-Match, reportedly to be 
launched next spring with a minimum 
guarantee Of 800,000. ..........ccccee Page 64 


Harvard University’s humor magazine, 
Lampoon, will take over the July issue 
Of Mademoiselle. ............:cccccccceeseeeeees Page 68 


United Air Lines investigates the possibil- 
ity of selling advertising in its own 
monthly publication, Mainliner, which 
is distributed to passengers aboard its 

Page 70 


Rev. Godfrey Poage, director of vocations 
of the Passionist Fathers, urges adoption 
of Madison Ave. advertising meth- 
ods to promote religion among young- 
sters. ... Page 140 
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Advertising Market Place .................... 146 
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Se GD ecicttntecsttienensene 1% 


Coming Conventions. ................... 
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> $1,000,000 York 
= Corp. Account — 
Moves to Lefton 


Borg-Warner Unit 
Liked Account Group 
Setup, Agency’s Proximity 


York, Pa., April 12—York Corp. 
division of Borg-Warner Corp. to- 
day moved its $1,000,000 advertis- 
ing account from Keyes, Madden & 
Jones, Chicago, to Al Paul Lefton 
Co., Philadelphia. 

The Lefton agency was selected 
from four finalists which made 
presentations about three weeks 
ago. York, which manufactures 
residential and commercial heating, 
cooking and air conditioning prod- 
ucts, said Lefton was selected be- 
cause of its experience in the field 
and because of the account group 
which it agreed to assign to York. 


# Although the reasons for leaving 
Keyes, Madden were obscure, it 
was well known that York wanted 
an agency closer to its home base. 
The company had considered some 
14 agencies over the past 12 months 
(AA, March 6, ’61) before picking 
Lefton. 

Keyes, Madden acquired the ac- 
count more than two years ago 
when the agency made an agree- 
ment with Donahue & Coe to han- 
dle D&C’s accounts in Chicago 
(AA, Dec. 1, 58). # 


Now It's Official: 
Dade County Settles 


Account with Harris 


Miami, April 12—Harris & Co. 
yesterday was awarded the much- 
sought $200,000-$250,000 Miami- 
Metro tourist advertising account. 
The agency takes over the ac- 
count next October for one year, 
and has an option for the second 
year. 

Approval took just five minutes 
on the Dade County Board of 
Commissioners agenda yesterday, 
culminating four weeks of presen- 
tations and consideration (AA, 
April 3, 10). 


= The same commission which 
deadlocked six to six last week, 
Tuesday voted nine to one, with 
two abstentions, to approve a res- 
olution upholding the recommen- 
dation of the acting county man- 
ager for the selection of the agency 
for joint county and municipal 
advertising promotion. 

The committee, consisting of 
Hoke Welch, acting county man- 
ager, and Lew Price, publicity di- 
rector of the city of Miami, heard 
presentations by ten Miami agen- 
cies, then with the help of a five- 
man advisory board, recommended 
the appointment of Harris. 


= When news of the selection 
reached the agency president, Er- 
win Harris, he remarked:“We are 
pleased that the Dade County com- 
mission approved the choice of the 
advertising committee. 

“Our agency’s next important 
piece of business is the conversion 
of the assets of the revolutionary 
government of Cuba (which Harris 
has been holding for many months) 
into payment in full of the obliga- 


55| tions to us” (AA, July 11, Oct. 3, 
sada 


124 
4 ® Harris’ presentation to the com- 
.28| mittee recommended the use of 


full-color advertisements in na- 
tional Sunday supplements, news- 
papers nationwide, class magazines, 
Latin American publications, travel 
publications, carrier and travel 


and collateral materials. + 
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IAA Marks New 


as Meeting Opens 


Group Still Has 50-50 
Ratio of U.S. Members; 
Features Ad Competition 


ternational Advertising Assn., 
which opens its 13th annual meet- 


ing here’ April 17, has reached a! 


new membership peak. 


Some 300 new members have | 
1, | 
bringing the total to about 1,500, a | 


been added last June 


since 
net gain of 100 over last year. 

Contributing to the expansion 
was the opening of new chapters 
around the world. The IAA’s 13th 
local chapter was recently estab- 
lished in Tokyo. At last year’s con- 
vention nine chapters were in 
operation. 

IAA membership continues to 
break down about 50-50 between 
the U.S. and overseas. 

The association works on a fis- 
cal year ending May 31. New of- 
ficers will be elected at the first 
meeting of the new board of di- 
rectors on April 27. Elmo C. Wil- 
son, president of International Re- 
search Associates, is expected to 
be re-elected as IAA president. 


a The theme of the April 17-19 
sessions at the Waldorf-Astoria 
is “World Marketing—Prospects, 
Problems & Profits.” The fea- 
tured speakers will be Andrew 
Heiskell, board chairman of Time 
Inc., who has just returned from a 
trip around the world, and Wil- 
liam E. McKeachie, retired presi- 
dent of McCann-Marschalk Co. 
As usual, there will be a num- 
ber of delegates from abroad. 


Among those taking part in the | 


program will be Goran Tamm, 
managing director of Svenska Tel- 
egrambyran, Sweden's largest 
agency; 
international operations of Col- 
man, Prentis & Varley, London; 
and David Dutton, managing di- 
rector of London Press Exchange. 


® An innovation at this year’s 
meeting will be a display of out- 
standing international advertising. 
This will consist of the entries in 
the IAA’s first print media compe- 
tition. More than 400 entries were 
received, from 16 countries. Win- 
ners will be announced at the 
April 18 luncheon by Bernard 
Rome, Rome Research, chairman 
of the competition. 

A panel of judges met here 
yesterday to select the winners. 
On the panel were A. O. Bucking- 
ham, Young & Rubicam; William 
B. B. Fergusson, Colgate-Palmol- 
ive International; James Consta- 
ble, International Business Ma- 


chines; Robert Gage, Doyle Dane | 


Bernbach Inc.; and Mr. McKeach- 
ie. 
Chairman of this year’s conven- 


tion is Harry Thompson, director | 


of Newsweek’s international edi- 
tions. + 


Ettinger Joins Technicolor 
Technicolor Inc., Los Angeles, 
which last week assigned its con- 
sumer division account to Kenyon 
& Eckhardt, Los Angeles, has 
named Edward E. Ettinger to the 
new post of exec vp. Mr. Ettinger 
formerly was with the parent com- 


pany, Eversharp Inc., as vp of ad-| 
vertising, a post that remains va- | 


cant. 


Berrien Joins LEN as VP 


Curtis Berrien, formerly vp and 
copy director of William Esty Co., 
has been named a senior vp and 
creative director (a new title) of 


Lennen & Newell, New York, ef-_| 


fective May 1. 


| 
New York, April 14—The In- | 


Leslie B. Cort, head of | 


| 


Pierce 


POPULAR?—Most popular’ drink in 


Frost Giller 


Las Vegas during the convention 


of the American Bottled Water Assn, was—water. Among those at- 

tending were E. G. Frost, vp, Geyer, Morey, Madden & Ballard, 

Dayton, with clients E. G. Pierce III, advertising manager, and T. W. 
Giller, assistant sales manager, Emco Mfg. Co., Columbus. 


Ad Career Didn’‘t 
Help Me at All, 
Bowles Tells CBS 


If Starting Over, I'd 
Put Those 15 Years to 
Better Use, He Asserts 


WASHINGTON, April 11—Chester 
Bowles, Under Secretary of State 
and a co-founder of Benton & 
Bowles, New York, deplored “the 
phony part” of advertising in a 
televised inter- 
view here April 
9. 

Appearing on 
“Washington 
Conversa- 
tion,” a CBS-TV 
program, Mr. 
Bowles was in- 
terviewed by 
CBS news cor- 
respondent Paul 
Niven. The por- 


Chester Bowles 


terview dealing 
| with advertising went as follows: 
| Niven: You celebrated your 60th 
|birthday this past week, and you 
|have crowded an awful lot into 60 
|years, You began in the advertising 
| business; made a successful politi- 
\cal career... ; served as ambas- 


Betty Crocker 
‘Cereals on West 
Coast Rejoin D-F-S 


MINNEAPOLIS, April 13—Western 
regional advertising of General 
| ‘Mills’ Betty Crocker line of hot 
cereals will shift June 1 from 
Knox Reeves to the San Francisco 
office of Dancer-Fitzgerald-Sam- 
ple. The three products, Wheat 
Hearts, Protein Plus, 
Toasted bran, have been handled 
by the Minneapolis agency since 
1959. Previously, the Wheat 
Hearts had been handled by D-F-S 
in San Francisco since 1951. 

Advertising of the three brands 
| will be limited to the seven Pacific 
Coast states. Alaska and Hawaii 
and will be supervised by Law- 
rence D. Dunham, vp and general 
|manager of the D-F-S operation. 
| The agency’s San Francisco 
| branch was already handling ad- 
| vertising for Sperry Drifted Snow 
|and La Pina flour lines. 
| Mr. Dunham and his staff will 
|work with Otis M. Young, San 
Francisco advertising and sales 
promotion manager for Sperry. + 


tion of the in-| 


and Hot | 


sador to India, and then as gov- 
ernor of Connecticut; and finally, 
now, as Under Secretary of State. 

I'd like to talk first about the 
advertising business. Did you go 
into advertising as a career, or did 
you go into it as a means to an 
end? 

Bowles: Oh, much more by ac- 
cident, I think, really. When I left 
college I tried to go into the for- 
eign service, and as a matter of 
fact I was accepted by it, but my 
father was ill, and I couldn't con- 
tinue as I wanted to. Then I tried 
to go into the newspaper business. 
And my family owned an old 
newspaper up in New England, 
but this didn’t work out, so I sort 
of drifted into the advertising 
business, just after I left college. 

Niven: Well, did you intend at 

(Continued on Page 46) 


Chet, You've Been 
Away Too Long: Lusk 


New York, April 11—Robert 
E. Lusk, president and chief ex- 
ecutive officer of Benton & Bowles, 
issued a statement to rebut Mr. 
Bowles’ remarks on advertising 
‘(see story in adjoining column). 
Mr. Lusk said: 

“Some of Mr. 


Bowles’ re- 
marks compel 
me to remind 
him that enor- 
mous changes 
have occurred 
in the market- 
place, and cor- 
respondingly in 
advertis- 
ing, since he left 
over 20 years 


has vastly 
broadened 
lines of commu- 
|nication and has developed com- 
|pletely new techniques in many 
(Continued on Page 47) 


| Robert E. Lusk its 


Kansas Eliminates Sales Tax 

‘on Purchase of Newspapers 

Kansas has repealed a 242% nui- 
| sance tax which has been collected 
from the «public on the sale of 
|newspapers for the past eight 
|months. The new law also provides 
'for exemption under the retailers’ 
|sales tax act “sales and purchases 
\of electricity for use in operating 


transmitting facilities for radio and | 


tv stations and all rentals of tran- 
scription libraries, record and tape 
services, syndicated movies and 
film and tape programs used by 
stations.” 

In 1960, Shawnee County dis- 
trict court had ruled that the sale 
of a newspaper at retail was sub- 
ject to Kansas sales tax, to be paid 
by the purchaser, effective Aug. 1, 
1960 (AA, Sept. 5, '60). 


i‘? Joh ii OO, Se | All Else Is ‘Ancillary’ aia 


ry. Skip Services Like Marketing; Make 


Better Ads, Spence 


Canadian Lever Exec 
Extols Creativity of 
Rolls-Royce, VW Ads 


MONTREAL, April 11—Ads for 
| Rolls-Royce and Volkswagen stand 
,out in their field in much the 
| same way as Shakespeare com- 
/pares with Spillane, according to 
|Robert G. Spence, marketing di- 
rector of Lever Bros. Ltd., Toronto. 


Cyanamid Ads Push 
Apple Eating, Omit 
Name of Fungicide 


New York, April 11—American 
Cyanamid Co., a diversified chem- 
ical company, will promote apples 
this fall in a special campaign set 
for TV Guide. 

Cyanamid’s agricultural division 
will run the campaign in support 
of one of its principal customers, 
the nation’s apple growers. Cyan- 
amid sells the growers a fungicide 
named Cyprex, designed to control 
a major disease fruit growers have 
to contend with these days. 

The Cyanamid ads are sched- 
uled for six editions of TV Guide. 
Two insertions per issue will run 
for 11 weeks, beginning Oct. 14. 
The ads will be narrow strips 
across the bottom of the page. 

The ads will carry a picture of 
an apple and a reminder to en- 
joy one while watching television. 
There will be only eight to 14 
words in each insertion. 

Neither Cyprex nor Cyanamid 
will be mentioned in any of the 
ads. The promotion was worked 
out in cooperation with the Na- 
tional Apple Institute. Cunning- 
ham & Walsh, agency for Cyana- 
mid’s agricultural division, is han- 
dling the campaign. + 


Says Premiums Not a 
Depression Tool, but Can 
Be ‘Slump Insurance’ 


Cuicaco, April 11—In discuss- 
ing the semi-apologetic attitude of 
premium users toward the role of 
premiums in the marketing field, 
Raymond L. Icely, vp of Wilson 
Sporting Goods Co., warned the 
premium industry that it must 


ago. Advertising | complete the job of improving its 


|image with customers, the public 
and the business community. 
“IT don’t hold with the onetime 


Urges Agency Men 


“As it happens,” he told the 
Montreal chapter of the American 
Marketing Assn. here today, “I 
own neither of the two automobiles 
mentioned. Nevertheless, under 
given conditions I would buy one 
or the other.” 

The: distinguishing feature about 
the advertising for the two cars, 
he said, can be expressed in one 
word—creativity. 

“Simplicity, yes—interesting, 
yes—well written, yes—good art, 
yes—but most of all, outstandingly 
creative and, judging from sales re- 
sults, most effective,” he said. 

Mr. Spence maintained there is 
a “swelling surge” of disenchant- 
ment with the lack of interesting 
and informative advertising. 


= One way to stem this surge, 
he said, is to free advertising 
agencies from the “choking coils 
of ancillary services” and turn 
them loose on their basic job of 
creating effective advertising. Mr. 
Spence said agencies should do 
only two things—create effective 
advertising and place this adver- 
tising as creatively as _ possible. 

“It is obvious,” he said, “that 
industry asks too much of agencies 
in the way of ancillary services. 
The agencies dissipate their time, 
thought and money on these serv- 
ices rather than directing their 
energies and abilities into the 
creative fields that at one time 
were thought to be their prime 
function.” 

Over the past 10 years, Mr. 
Spence said, a number of agencies 
have crept away from their basic 
job into fields they are not 
equipped to work in. The market- 
ing agency, he said, is talked about 
today, rather than the advertis- 
ing agency. An agency, he said, 
is not in a position to offer sound 

(Continued on Page 144) 


Improve Image with Customers, Icely 
Tells Premium Users at Conference 


five groups whose attitudes are 
basic to the successful growth of 
premium merchandising, but who 
need some reorientation in their 
thinking and policies. They in- 
cluded: 


e Premium users. “An awful lot 
has been said and written about 
quality in premiums and we have 
a quality image today which has 
never been higher,” Mr. Icely said. 
“Yet I believe there is still too 
much price consideration and too 
little conscience in some of our 
promotions. 


“This is especially true of the 


view that the premium field is 4 self li , 

; - o” , -liquidating premium offer, 
depression baby’,” Mr. Icely said | which, though a drop in the bucket 
in a talk at the annual Premium | iy, terms of total market, is still 
Advertising Conference, sponsored | .xtremely important because it is 
by the Premium Advertising Assn. | thing the public sees most 


: | the 
of America. about us. We still have too many 


; . cy aint instances of merchandise of ques- 
|voorws & °F \tionable quality and too many 
ert ae eka when the going | exaggerated retail-value claims.” 


our available tools to fight for our|}e Premium suppliers. “I have 
share of the dollar. Furthermore,| heard from many sales executives 
|premiums can be a form of ‘slump | buying premiums that all too of- 
insurance’ for the supplier. ten an item is submitted by a 
| Salesman without any knowledge 

s “Those of us who understand | of the user’s business. The chief 
incentive merchandising have a|4Pproach seems to be that of price. 
distinct advantage in the present) “If this trend continues, it will 
economy,” he said. “Whether in|dry up the idea resources upon 
using premiums to promote sales|which premium promotion de- 
or in supplying premiums to help) pends. The position of the supplier 
others, we have in this business|is a crucial one and in large meas- 
an important weapon to improve/ure can set the tone for all our 
our market positions.” premium merchandising activities. 
The Wilson executive named Supplier salesmen must take the 
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trouble to learn enough about the) presatom business is the dealer|mium advertising as it appears) 
prospect and his business to tailor! who normally sells the products| and would present a vigorous pro- | 


an effective program to his needs.” used as premiums. How often have | test to any member of the minor-| 


e Advertising agencies. ‘“‘A recent 
survey among premium suppliers 
revealed agencies were important 


product hurts its sales at retail. 


“Yet studies have 


we heard that premium use of a/ity of premium users who abuse | 
the principles of legitimate-value | 
repeatedly advertising and reasonable premi- | 


in influencing premium purchases shown that premium use creates um quality. Confidence at all lev-_ 


in only about 5.5% of cases. Now 


business, that advertising exposure|els is the essential ingredient in| 


we all realize that a sales-incen- given to a premium creates con-| successful incentive merchandis- | 


tive program does not encompass | 
commissionable expenditures and 
agency commissions on dealer- 


they exist at all. 
“How the agency can be com- 


sumer acceptance of the 
which means retail sales. Unfor- 
tunately, this has not been con- 


retail trade which I believe needs 
greater attention from us in the simple policy of monitoring pre- | 


item | ing.” 


| cy. 


| basis, 


| “You and I know this is simply 
/a lot of hokum,” Mr. Bower said. 
“Researchers and people who keep 
| their thumbs on consumer statis- 


, 2 the proportion of people 
should set up an informal policing who plan Arpaoags money on dur- 


in | agency consisting of representa-| able goods purchases in the next 
_tives from all phases of the premi- 12 months is just as high as it was 
e Retailers. “The segment of the um business. 


| 
. Gordon C. Bower, president of | 
, =e ; . inci i -|PAAA, ripped into “the gloom) 
t are tiny if vincingly told to the various re-| ’ ; | 
ee = siverting ¥ " \tailers. I believe we can increase | boys of the 1960s” who suggest) 
premium mileage if we make a/that buyers have reached a satu- 
. is |ration point, and he warned the | 
, d for taking the trouble to | Concentrated effort to get this | Ta 2 it, 

orn Anaya y »- service the Story across to each of our retail | premium field against complacen- 
client in it, I don’t know. I do| ‘ade groups. 
know the agency can strengthen|e Consumers. “No amount of pub- | 
its position in the client’s market-| lic relations or good will can offset 
ing structure if it will learn the) the bad taste of one self-liquidator 
premium field thoroughly—not/|of poor value. A group of us here |,; : 
just self-liquidators—know what at this conference believe that we | ties poms out that on = percentage 
premiums can and cannot do and | 
exercise a creative function 

those areas. 


i 
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SOMETHING EXTRA— 


Karen Olsen, who 
was named “Miss 
Something Extra” 
at the annual Na- 
tional Premium 
Buyers Exposi- 
tion, tours the 
show on a surrey 
bike. 


Py . - | 
in 1960, and substantially higher | market runs into billions of dollars | carts,” exhibited by E. G. Bentley 


“This group would follow a than it was in 1958 and 1959.” 


Pointing out that the leisure 
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A ONE-IN-A-MILLION TEST MARKET 
ONE NEWSPAPER #0 A MILLION ao woe PROSPECTS 


You can now cover one of the na- 
tion’s top three test markets (and the 
Number One test market in New Eng- 
land!) thoroughly and economically 
with The Providence Journal-Bulletin. 

And you'll like what The Provi- 
dence Journal-Bulletin delivers. This 
one medium is the strongest selling 
force throughout New England's sec- 
ond largest market .. . a million-plus 
interstate population center where buy- 
ing power is BIG... bigger than ever, 
as Sales Management shows. 

In ABC Providence alone, The 
Journal-Bulletin gives you 100%-plus 


Boston office: 479 Statler Office Bldg., Boston 16; Represented in Florida by McAskill, Herman & 
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coverage of over 500,000. In the CITY- 
STATE area, you get more than 80% 
coverage. 

Isolated from other major markets 
... representative and well-balanced be- 
tween urban and suburban . . . cosmo- 
politan in composition .. . the bustlin 
Providence market offers you the ide 
testing grounds for new products, new 
packaging, or sales promotion ideas. 


SPOT COLOR NOW AVAILABLE 


Write for rates and details 


Daley, 4014 Chase Ave., Miami Beach 40: Represented elsewhere by Ward-Griffith Co., Inc. 


PROVIDENCE 


JOURNAL ~—- BULLETIN 


annually, Mr. Bower asked: “How 
|many of us are taking advantage 
|of these facts in the way we slant 
|our premium offers? What premi- 
um publics are we talking to? 

“The alert premium man and 
;woman can convert these trends 
}in people’s needs and wants into 
| good hard cash. To do this, how- 
|ever, these trends must be proper- 
|ly interpreted. The formula for 
\'this kind of analysis demands in- 
| tuition, imagination, creativity and 


execution.” 


|@ Record attendance was reported 
|at the premium show during the 
|first two days. As has been the 
| trend for several years, the quality 
| of premiums continued to increase. 
|It also appeared as though more 
|“quality” companies have been 
| adopting the use of premiums. 

| Among the more unusual pre- 


|}miums at the show were “go- 


Co., Chicago, and Universal Mfg. 
|Co., Bossier City, La.; an electric 
|hothouse for plants, shown by 
| Westinghouse Electric Corp.; and a 
|line of modern Danish furniture, 
featured by Baumritter Corp., 
New York. 

Five companies won top awards 
in the premium industry citation 
award competition. The compa- 
nies, their agencies, and category 
included: Fram Corp. (McCann- 
Marschalk Co.), dealer loader or 
incentive plans; Canadian Canners 
Ltd. (F. H. Hayhurst Co.), self- 
liquidation program; Johns-Man- 
ville Corp. (Cunningham & 
Walsh), store traffic program; 
Whirlpool Corp. (D. O. Klein & 
Associates, premium provider), 
tie-in, pack-on or pack-in plans; 
and Oscar Mayer & Co. (J. Walter 
Thompson Co.), sales contest 
plans. + 


eee eee 


In the 
Lop 20 in 


Total Retail Sales 


Greensboro- 


General Merchandise Sales 


Grow Faster in Greensboro 


In category after category, Greensboro stands out among the 
NEW South’s top markets—ahead of Charlotte, Jackson- 
ville, Norfolk-Portsmouth and closely following top markets 
like Louisville and Birmingham. Enter this thriving market 
through the Greensboro News & Record—the only medium 
with dominant coverage in the Greensboro Market and sell- 
ing influence in over half of North Carolina. Over 100,000 
circulation; over 400,000 readers. 


Write on company letterhead for “1960 Major U. S. Markets 
Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


Greensboro News and Record 


ae GREENSBORO, NORTH CAROLINA 
_ Represented Nationally by Jann & Kelley, Inc. 
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WAKE UP and READ! 


This Week Magazine salutes the 4th annual celebration of National Library Week 


April 16, 1961 
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THIS WEEK IS 
NATIONAL LIBRARY 
WEEK 


© Surely, one way for a nation to con- 
tinue leading is to continue reading. 
With this in mind, back in 1955, This 
Week Magazine instituted a plan to in- 
troduce more people to the joys and 
values and, indeed, the necessity of 
reading. The effort was launched under 
the banner ‘‘Wake Up And Read!’’ It 
proved an unqualified success. 


© Out of this original idea has grown 
what is now a government- endorsed 
enterprise— National Library Week. 
Publishers, newspaper editors, civic 
leaders, educational groups, librarians 
and industrialists all have co-operated 
in this effort to improve the intellectual 
life of America. 


© To salute the celebrations of Nation- 
al Library Week, This Week has pub- 
lished concrete reading programs. The 
first, compiled by Clifton Fadiman, was 
a ‘‘Lifetime Reading Plan’’ of 100 out- 
standing books. More recently, This 
Week published a list of ‘‘200 Great 
Books for Young Americans.’ The 
thousands of requests we received 
proved the effectiveness of the idea. 


@ This year’s contribution includes a 
collection of poems for small children; 
the list of books carried by the atomic 
submarine Skate on its polar voyages 
and advice on developing grade school 
libraries. Through these efforts, This 
Week continues to press home the idea 
that reading is good sense, good busi- 
ness and good insurance. 


a 
THE MOST POWERFUL SELLING FORCE IN PRINT This Week 


MAGAZINE 


CIRCULATION MORE THAN 13,500,000 
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On the Packaging Front... 


Aerosol Can Helped Lehn & Fink Get 
54% of Antiseptic Market, Plaut Says 


that the aerosol package, an in- 
novation in the first-aid field, “has 
proved to be quite revolutionary.” 
Instant Medi-Quik has since gone 
national, he added. 

Cuicaco, April 11—A new aero-| Mr. Plaut maintained that “a 
sol package helped a new Lehn &| business management must pro- 
Fink product to capture 54% of |tect itself by setting up packaging 
sales in test markets in ten weeks, | Programs for each of its products 
it was disclosed today by Walter | that will insure both short term 
Plaut, president of Lehn & Fink. and long term leadership. 

Speaking at the American Man-| “This means that a company’s 
agement Assn.’s 30th National|packaging programs must be 
Packaging Conference & National planned and managed on the basis 
Packaging Exposition, Mr. Plaut| of both short range and long range 
said that instant Medi-Quik, a objectives,” he said. “Packaging 
first-aid antiseptic product, snared has become too powerful a mar- 
more than half of the first-aid keting weapon to be left to hunch, 


Packaging Program Vital 
in Terms of Leadership, 
Packaging Conference Told 


from tins to laminated foil cartons 
resulted in more sales and reduced 
packaging costs, according to L. J. 
Clancy, supervisor, service sales 
department, Burroughs Corp. 
Mr. Clancy said his company 
hesitated changing its packaging 
for ribbons, as tins had been used 
for many years. However, Bur- 
roughs adopted attractive foil car- 
tons with the following results: 


= Package costs have been re- 
duced; automation has increased 
packaging speeds by 300%; inven- 
tory problems were eliminated; 
shipping costs were reduced; man- 
power was reduced by more than 
50%; and sales increased. 

Sales increased because “we are 
more competitive,’ Mr. Clancy 
said. “And reduced costs in pack- 
aging has helped—we don’t have 
as much ‘package sell’ but we are 
selling more packages. I think we 
were kidding ourselves in thinking 
that secretaries and operators used 


jority threw them away.” 


# Clifford H. Goldsmith, vp of| 
subsidiary relations of Philip Mor- | 
ris Inc., told a session that re- | 
search cannot replace creativity in| 
packaging. 

“Research or testing a package| 
should not be used to eliminate 
judgment—it should rather be used 
to confirm or refute judgment,” he 
said. “I strongly suggest that a test | 
not carefully and thoroughly pre- 
pared is worse than no test at all. 

“Many a company has been mis- 
led by the results of a haphazardly 
prepared and conducted test. Judg- 
ment must precede the research or 
testing of a package. It must al- 
ready be exercised in selecting a 
limited number of packages for 
submission to the test,’ Mr. Gold- 
smith said. 


s Supermarkets in 1970 will have 
less regimentation and more per- 
sonal service, convenience and re- 
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share of market during its first guess or change.” 


our tins to hold paper clips. Maybe 
ten weeks in test markets. He said’ A decision to change packages 


one or two did but the vast ma- 


laxing atmosphere, and packaging |carton seier—Universal Match 
will undergo similar changes, ac- Corp. has introduced this new au- 
|tomatic merchandiser which sells 
\cigarets, regular and king, by the 
‘carton, and which handles $1 and 
$5 bills and coins. 


cording to James Birnie, general 
director of styling and design of 
Reynolds Metals Co. 

“You can’t sacrifice human emo- 
tion for the sake of mechanical ef- 
ficiency,” Mr. Birnie said. “Every- 
one still loves the old country store, 
and the corner grocery. We’ve got 
to go back to that principle in su- 
permarket design. 

“Future supermarkets must 
eliminate the regimentation of 
today’s shopping, and at the same 
time be more convenient. Women 
spend a lot of time in supermar- 
kets, and we’ve got to make their 
time more pleasant. 


= “The big supermarket of the 
future is going to be a series of 
personal little shops where the 
housewife can compare notes with 
the butcher and the baker. Each 
shop will be decorated individually 
to conform with its product. There 
will be much more color—no more 
long white walls.” 

Packaging, he said, will combine 
more convenience with new shapes 
and forms to break the monotony 
of the standard rectangular pack- 
age. “Shapes—pyramids, octagons, 
spheres—will be considered equal- 
ly with colors in package design,” 
Mr. Birnie said. “More use will be 
made of aluminum foil, shrink- 
able plastic films and other pack- 
aging materials that offer more 
versatility in design and function.” 


= Huge increases in the uses of 
/ aluminum as packages were pre- 

dicted by executives of Alcoa and 
| Reynolds Metals Co. 

Paul Murphy, vp of Reynolds 
Aluminum Sales Co., predicted a 
$20,000,000 increase in domestic 
sales of aluminum packaging this 
year. He said aluminum cans will 
account for 50% of the increase, 
with aluminum consumption for 
canmaking jumping to more than 
60,000,000 lbs. 

F. J. Close, vp and general sales 
| manager of Alcoa, predicted that 
|packaging uses of aluminum will 
|grow from 245,000,000 lbs. con- 
'sumed in 1960 to 470,000,000 Ibs. in 
| 1965. 
| The aluminum can and the tear- 
|out aluminum top will account for 
|much of the increases, he said. He 
said that 85,000,000 Ibs. of alumi- 
‘num are consumed annually for 
| flexible packaging, and he fore- 
casted that “soft can” uses of the 
| foil will jump to 110,000,000 Ibs. by 
1965. = 
‘Great Lakes’ Names Napier 

Mitchell Napier & Associates, 
New York, has been named east- 
ern advertising representative for 
Great Lakes & Inland Waterways. 
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evel suburb 


You can’t miss Spring in Upper-Level Suburbia. Everybody is busy with something. 
Setting up outdoor furniture, planting, painting, checking last year’s barbecue and 
cook-out equipment, replacing drapes, carpets, slipcovers. If there’s one thing busy people 
do, it’s buy. Upper-level suburbia does more, entertains more, buys more, and has more 
income to buy with—not only in the Spring but all year ‘round. 


In the excitement of buying this Spring, over 830,000 families will look to 
House & Garden as they do all year for something new and better for themselves 
and their homes. And they will look to its advertising pages with as much interest 


and fervor as the editorial pages. 
now anne ner Pog Today, no other magazine, of all magazines published, reaches as high a concentration 
ta a sevediing now castes of of suburban circulation as House & Garden!* And the wealth of this suburban market 


community profiles, beginning 
with Darien, Connecticut. 

For your free copy, contact 
the office nearest you. 


can be reached more directly through H&G—which has the highest percentage of families 
earning $10,000 a year and over—of any magazine in the home service field!* 


H&G’s quality near-million, where activity and money meet, makes it an extraordinary 
market for your advertising dellars! “STARCH 1960 CONSUMER MAGAZINE REPORT 


House 


A CONDE NAST PUBLICATION, 


Garden —FIRST in America’s First market—“Upper-Level Suburbia!” 


420 LEXINGTON AVE., NEW YORK 17 + BOSTON + CHICAGO + CLEVELAND + LOS ANGELES + MIAMI 
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Maison Tells Egg 


pleasure and privilege to influ- 
ence” one of the writers. 
He reported to the group it is his 


Board s Indirect 


. a a opinion that “in scientific circles” 
Approach Via Medical Ads, Writers the stigma from which cholester- 


Avoid Acid Controversy, 
He Urges Client; Hardin, 
Jones Offer Sales Advice 
Cuicaco, April 12—‘“Let’s stay 


away from the saturated and poly- 
unsaturated fats controversy, as 


we have kept away from the) 
argument. Let’s not) 


cholesterol 
seek to influence housewives di- 
rectly on this subject, because 
they would not believe us. Instead, 
let’s move consumers toward eggs 
again by influencing opinion-mak- 
ing doctors and respected, popular 


science columnists through ads | 


extolling the nutritional value of 
eggs in medical journals.” 

That, in a nutshell, was the ad- 
vice given the country’s egg in- 
terests by_Dr. L. G. Maison, a 


ol-rich eggs had suffered is grad- 
ually disappearing and that more 
and more researchers come to 
view the cholesterol eaten as hav- 
ing “little or no influence on blood 
cholesterol levels.” 

Dr. Maison said that eggs, how- 
ever, again came under suspicion 
and attack when the spotlight in 
# Dr. Maison told the group that|the search for the causes of ather- 
his recommended indirect action|osclerosis and coronary disease 
was already bearing fruit. was turned on fats. 

Moved by the board’s “conser- 
vative, truthful, sincere” ads in|s He said that the amount of 
medical journals, “which stress| saturated fatty acids (the “dan- 
the goodness of eggs and their) serous” kind) in eggs is more than 
nutritional value at every age of! three times higher than the quan- 
human life span,” important writ-| tity of the poly-unsaturated vari- 
ers reportedly have already taken | ety (believed to be beneficial). 


Eggs again are suffering, Dr. 


physician and president of L. G. 
Maison Co., Chicago, agency for 
the Poultry & Egg National Board. 

He addressed the promotional 
group’s 21st annual meeting yes- 
terday. 


up the cause of eggs and are pro-| 
claiming in popular media—with-| Maison said, as “The scientific 
out direct space cost to the indus-| world is raising the hue and cry, 
try—that “eggs belong.” ‘Eat foods containing more polyun- 

Dr. Maison said it had been “his | saturated fatty acids than the oth- 


er kind’.” 

The salvation of the egg inter- 
ests, he suggested, lies in publi- 
cizing the idea that a “desirable 
proportion of fatty acids” may be 
achieved without drastic diet 
changes by certain meal arrange- 
ments, which would balance the 
types of fatty acids, and by the 
substitution of certain cooking fats. 

Dr. Maison told the board that a 
cautious, indirect approach, using 
“a national authority of high posi- 
tion and repute,” is far better 
under the circumstances than 
would be direct consumer adver- 
tising. The latter, he said, would 
be interpreted by the consumer 
as an attempt of the producers “to 
sell their eggs, no matter what they 
might do to me and my family.” 


® David K. Hardin, exec vp of 
Market Facts, Chicago, told the 
conference today that producers 
and marketers of poultry and eggs 
should determine the areas of 
greatest consumer vulnerability 
and attack the market in the spots 
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OF NEW YORK’S BEST! 
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WORLD-TELEGRAM 


CIRCULATION 


NOW A77,S95° 


Readership of the World-Telegram among substantial NewYork families is endur- 


ing, growing —deeply rooted in homes where a quality newspaper is appreciated. 


This gain of 13,390 new readers adds another sizable segment of responsive New 


Yorkers who are first choice of profit-wise advertisers in this richest of all markets! 


NewYork World-lelegram 


; 


*Six months ended March 31, 1961 


= The Sun 
New York's Quality Evening Newspaper 


recovering 3 
te cominn bie intake to one or (wo 4 week or wo 


ean 

O99S. .: « “i 
The * ; 
eat none, Where then, tetwens theme extremes 
Go cape Hin Mayto-day eating and in $i 

eet 
ty the norma) diet, eups as the beers of a 

| i Hoerican breakfea! as thew 4 
fs hearty uncheon or upper ener _—? 
¢ waprisbine sat east at werden 

At), provide many quentisl nutrients protein 

© 0 © A mmencelied Guhlity, an appreciable amount of 

ey vite 

edbege + Parnrrnnent, Ogg are given 

an important place m many diete The impor. 

Nance of their nutritional wahue, the ease with 
which thay ace digested. and their aporeciable — 

q : 


ese remem why rym ate retained in the thet. 
even ehan reduced fat invake t recommended 


often?) == 


Peay ono Maton! 


food 
er Avene Cmage ) © 


| POSITIVE—“Eliminating the nega- 
| tive,” this b&w page ad for Poultry 
| & Egg National Board presents the 
egg nutrient story:in the March 
issues of six medical journals and 
the April issues of five others. 


| 
|of least resistance in a concerted, 
cohesive manner. 

Mr. Hardin said poultry and eggs, 
like other basic, unbranded com- 
modities, are defenseless products, 
lacking means to effect massive 
retaliatory measures. 


= He urged a three-point program 
of action for the industry, consist- 
ing of (1) agreement on goals; (2) 
cohesive action, with individual 
programs “at least” congruous with 
over-all industry goals; and (3) 
definition of targets. 

He said that the industry’s prin- 
cipal task is to sell habitual use of 
eggs. 

“It’s more important to get an 
additional family to use eggs than 
to get an egg-using family to serve 
Eggs Benedict once a year,” Mr. 
Hardin said. He drew a parallel 
between the egg industry’s situa- 
tion and the case of the beer in- 
terests, some of which, according 
to him, wisely decided to promote 
beer as a daily tv drink rather 
than as a socially gracious bever- 
age, served at parties. 

He said the sales figures of brew- 
ers promoting the idea he recom- 
mends reflect its soundness. 


es Dean Jones, a marketing ac- 
count executive of J. Walter 
Thompson Co., Chicago, reminded 
the poultry and egg industry lead- 
ers today that “The art of grocery 
advertising is the art of fitting 
products and services into house- 
wives’ lives on their terms and in 
their interests.” He minimized the 
importance of “needs” and stressed 
the power of “wants.” 

“We accept the fact that people 
do not need what we have to sell 
them. We may think they do—but 
they don’t. Thousands of people 
ought to have what we are selling, 
but until we make them want 
what we have, they will never 
buy,” he said. 

Mr. Jones told the meeting that 
“Today it is ‘promote or die,’ and 
if any organization is to withstand 
the pressure of competition, it 
must, of necessity, do more than 
‘me too’ promotion.” 


® He pointed out that supermarket 
managers and manufacturers alike 
have learned “to take nothing for 
granted in the grocery business... 
Mrs. Customer is only a potential 
customer until she buys...and 
the moment she passes through 
the checkout, she’ automatically 
becomes a potential customer again 
. .. a prospect for the next pur- 
chase.” 

Mr. Jones warned that for any 
store to assume that it has had 
|“enough promotion for a while” is 
to invite the customer to try a com- 
petitor’s store and competing prod- 
ucts. # 
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229 years old, and never younger. Or busier, 
or growing faster. That’s Baltimore, 1961 for 
you. At this very moment, the 22-acre heart of 
its downtown is being completely rebuilt..And 
a new Civic Center is rising on a 2-square-block 
site. Urban and suburban building has reached 
new highs, both residential and mercantile. 
Baltimore is a dynamo of activity—the kind : 
that sparks prosperity. It’s the 8th fastest- : 
growing market in the nation. Only 3 larger % 
metropolitan areas exceed Baltimore’s rate of 
growth in total retail sales. MJ This is one 
market you want to cover. And one medium 
does it! Here’s why. Half the families in the 
entire state of Maryland live within a 15-mile 
radius from the center of downtown Baltimore. 
In this compact area—roughly the ABC City 
Zone—an estimated 92% of all retail sales are 
made. HM The one medium is the Sunpapers, 
with over 420,000 daily circulation and over 
319,000 Sunday. Moreover, 88% of our daily 
circulation (77% of it home delivered) and 
more than 82% of our Sunday circulation (80% 
of it home delivered) is in this same City Zone. 
To reach the buying power of thriving Dynamic 
Baltimore, it’s the Sunpapers—far and away. 


Me SATIRE. 
SUNPAPERG 


“Everything in Baltimore revolves around The Sun” 


National Representatives: 
Cresmer & Woodward—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Circulation Figures: ABC Publisher's Statement 9/30/60 
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typical of McCann-Erickson’s work for the watch marketer—a copy 
approach the company expects to be superseded under the influence 
of its new agency. 


Agency ‘at No Time’ Made ‘Pitch’... 


| —$58,000,000; 1960—$66,000,000. 

Its 1959 report said that Bulova 
|advertising “continues to reach 
|more potential watch buyers than 
|does the total effort of all other 
makers of fine watches.” In that 
|year Bulova returned to print ad- 
vertising after a long absence, 
using large space units in major 
magazines. Its tv commercials won 
an award of the Art Directors 
Club of New York. 

In its 1960 report, the company 
said it had entered a trade agree- 
ment with Citizen Watch Co. of 
Japan, “one of the world’s largest 
'makers of jewel-lever watches.” 
|The agreement called for Citizen 
to produce precision-made jewel- 
\lever watch movements for Bulo- 
| va. These movements were to be 
|“part of a new line of Japanese 
{and Swiss watches to be marketed 
initially in the U.S. and Canada.” 
Citizen Watch was also to become 
“sole marketing agent in Japan— 
and potentially in other countries 


SSC&B ‘Competence’ Offsets Lack of 
Experience with Watch Ads: Bulova 


Whidden Indicates He 
Expects ‘Significant’ 
Changes in Copy, Media 


New York, April 13—Here’s the 
story behind last week’s decision 
by Bulova Watch Co. to drop Mc- 


in which Citizen has strong dis- 
tribution—for watches made by 
Bulova in the U.S. and Switzer- 
land.” 


= Last year, Bulova revived its 
famed “B-u-l-o-v-a, Bulova watch 
time” radio signals, which had been 
radio’s first commercial spot an- 
nouncements back in the ’20s. It 
also increased its use of print ad- 
vertising in magazines and Sunday 
supplements. “A major and suc- 
cessful user of television advertis- 
ing in recent years, Bulova is re- 
emphasizing print media and radio 


dom to select something better 
for us.” 


s The Bulova marketing boss said 
it “would be my guess” that the 
new agency would come up with 
“a considerably different approach 
to our advertising, both from the 


standpoint of copy and of media.” 
Then he added, “I’d be surprised 
if there weren’t some significant 
changes in both areas.” 

Mr. Whidden stressed to AA 
that “never at any time did any- 
one at SSC&B make a solicitation 
kind of penalty for our account; nor were they 
for bigness. “In- | critical at any time of the work 
evitably,” R.| ‘turned out for us by McCann.” He 
Harvey Whid-| Said the only presentation made by 
den, exec vp in| C&B was the successful one of 
charge of mar-|!ate 1959, when the watchmaker 
keting of Bulo-| WS considering about ten agen- 
va, told Apver-|Cies to take over from McCann 
TISING AGE, “you | ©2 radios and phonographs. 
begin to measure agency perform- 
ance on the basis of the frequency |# For SSC&B, the $4,000,000 Bul- 
of your contacts, and on the ac-|ova addition probably puts the 
cessibility of the men you know | sooner above the $70,000,000 bill- 
are on top of the agency’s organi-|ings level for 1961. Sullivan, 
zation chart. And you start think- | Stauffer reported billings of $56,- 
ing about the guys working on | 000,000 for 1960. Then several 
your account; you wonder wheth-| weeks ago it disclosed in a house 
er they represent the levels of|ad that it had reached a $65,000- 
competence that you originally |000 rate. In January, the agency 
bought.” added Lever’s All line to its two 

As for Sullivan, Stauffer, Col-|Rinso brands, Lifebuoy, Silver 
well & Bayles, said Mr. Whidden, |Dust, Breeze and the $6,000,000 
Bulova moved its watch business| Lipton Tea business (a Unilever 
there because it “had experience | brand). The agency also has sev- 
with that agency, and tangible eral new product assignments from 
knowledge of how it worked.” In| Vick. 

January, 1960, SSC&B started han-| Bulova, the big wheel in the 
dling Bulova’s $500,000 radio and | business, with perhaps one-third 
phonograph account, which like-|of the jeweled watch market, 
wise it had won away from Mc-|pioneered year ’round watch ad- 
Cann-Erickson. vertising in 1926. After 33 years 
with the old Biow Co., the account 
= “We have been impressed with|™oved to McCann-Erickson on 
Sullivan, Stauffer’s work for oth-|Jan. 1, 1955. At the time, John 
er clients,” said Mr. Whidden. | 1. Ballard, president of Bulova 
“They show a good growth curve | (and now boss of Gruen Indus- 
in sales in highly competitive sit- | tries) announced that McCann’s 
uations—Pall Mall is noteworthy. | “Pre-eminent positions in the crea- 
The way they’ve tackled Lifebuoy tive, marketing and _ research 
and the problems of clients in the | fields” led to its selection. 
drug field—these things made us 


Cann-Erickson and move its $4,- 
000,000 account 
to Sullivan, 
Stauffer, Col- 
well & Bayles.’ 

For McCann, 
the loss was a 


R. Harvey Whidden 


to combine frequent reminders of 
the Bulova name with drastic and 
informative presentation of the su- 
perior quality and styling of Bul- 
ova products,” the company said. 

When Bulova announced its Ac- 
cutron last fall—a $175-and-up 
item—it used print exclusively, 
spending $1,000,000 on advertising, 
sales promotion and packaging. 
Mr. Whidden said he didn’t know 
anyone “who could explain this 
radically different product” in 20- 
second spots. He added that Accu- 
tron “is running well over 100% 
of the sales expectancy we estab- 
lished for it.” + 


Florida Citrus 
Sets $350,000 
Additional Push 


LAKELAND, F1.a., April 12—A 
$350,000 all-print summer adver- 
tising program in behalf of proc- 
essed citrus products was approved 
here today by the Florida Citrus 
Commission. 

Prepared by Benton & Bowles 
in cooperation with the commis- 
sion’s staff, the consumer cam- 
paign will cover the months of 


tober, a period when very little 
fresh citrus is available in Florida. 

A little more than $3,000,000 has 
been spent or will be spent in the 
eight-month period which ends 
June 30. The over-all budget of the 


‘commission is somewhat smaller 


this season than last, due to loss of 


O. M. Scott Calls Y&R; 
Appointment ‘Timing’ 


Error, Renames Geer 


Marysvi.te, O., April 13—After | 
ten weeks at Young & Rubicam, | 
O. M. Scott & Sons has moved its 
account back to Geer, DuBois & 
Co., the small agency which it 
thought it had outgrown. 

The reversal was explained as a 
matter of timing by Ray Brewster, 
|senior vp. The company manufac- 
tures lawn care products and, “un- 
like toothpaste or cigarets, it takes 
a long period of study to gain the 
| necessary background for market- 
ing these products,” he said. 

And since the company’s big ad- 
vertising push comes in the spring 
and summer, it had urgent dead- 
lines to meet shortly after appoint- 
ing Y&R in February. “It was bad 
timing on our part. We didn’t 
allow enough time for Y&R’s in- 
doctrination,” Mr. Brewster said. 
“We had to move and move fast, 
so we went back to Geer, DuBois.” 

The lawn care market is a re- 
gional type of operation which it 
is impossible to advertise on a na- 
tional basis, he explained. “It’s 
highly seasonal, and each state’s 
moisture, temperature, latitude, 
etc., must be considered,” he said. 


s The company still holds Y&R in 
high regard, he emphasized. “If we 
were to change agencies, the first 
one we would want to talk to 
would be Young & Rubicam.” 

Geer, DuBois first began work- 
ing with Scott in the fall of 1958. 
Before that the account had been 
at a house agency, Weimer Organi- 
zation, Columbus, and the com- 
pany had concentrated exclusively 
on direct mail, spending more than 
$2,000,000 in that medium. 

When Geer, DuBois took over in 
58, its assignment for the first 
year was the rejuvenation of 
Scott’s cooperative advertising pro- 
gram. : 

This period gave the agency a 
good chance to learn the lawn care 
market, and it was “a year and a 
half before they lifted a pencil for 
national advertising,” Mr. Brew- 
ster said. By then, well schooled 
in the product line, the Geer agen- 
cy developed Scott’s first national 
advertising. Beginning with a “Man 
with a Plan” spread in Life in the 
summer of 1959, the company has 
featured a theme of a “guaranteed” 
lawn program in its ads ever since. 


s For 1961, a greatly expanded 
magazine campaign was planned, 
and the company decided it need- 
ed the broader facilities offered by 
a large agency. “Now we have got 
our feet wet in the national books 
and are moving to a larger shop,” 
the company told ADVERTISING AGE 
at the time (AA, Feb. 6). 

The account is expected to ex- 
ceed $1,000,000 this year, accord- 
|ing to Peter Geer, agency vp. In 


July, August, September and Oc-| addition to its regular lawn prod- 
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R.0.P. Color 
Use Up 18% in 
‘60, Hoe Reports 


Winston Tops Among 
Newspaper Color Users; 
‘Journal’ Holds Lead 


New York, April 13—Despite 
recent drops in over-all newspaper 
national ad linage, r.o.p. color in 
1960 hit an alltime high. 

An increase of 17.8% over 1959, 
a gain of 26,767,213 lines to a 
total of 177,231,105 lines, has been 
reported by R. Hoe & Co. in its 
annual summary. The report was 
prepared by Media Records from 
r.o.p. color measurements in 420 
newspapers. 

Retail r.o.p. registered the big- 
gest percentage hike, up 23.9% 
from 65,961,492 to 81,755,867 lines. 
National r.o.p., whose monthly 
gains have been less spectacular 
of late, didn’t catch retail r.o.p.— 
but its 11,043,516 line gain, up 
14.6% to 86,929,324 lines—was 
good enough to set a record high. 

Hoe reported that 8.8% of every 
national newspaper ad dollar in 
1960 was spent on r.o.p. color. 


® Cigarets, as usual, set the r.o.p. 
color pace in 1960, with 10,743,304 
lines. Winston—the nation’s top 
r.o.p. user—led the pack with 
more than 2,672,847 lines, while 
Camel placed 2,032,923 lines. Sec- 
ond spot in the classification went 
to gasolines and oils, with 7,363,- 
491 lines. Shell, which ran 1,912,- 
806 r.o.p. lines in 1960, furnished 
much of the power, according to 
Hoe. Dairy products followed in 
the classifications with 5,316,241 
lines; then came liquors with 5,- 
246,215, and beers with 5,023,033. 

The five leading r.o.p. users in 
1960, besides Winston, Camel and 
Shell, included Pepsi-Cola, in sec- 
ond position with 2,092,998 lines, 
and Goodyear Tire, in fifth spot 
with 1,896,863 lines. 

The newspapers’ perennial 
r.o.p. leader, the Milwaukee 
Journal, stayed top dog in 1960. It 
was up 23.9%, from 2,957,761 to 
3,663,806 lines. The Los Angeles 
Times moved from third to second 
spot, climbing 21.8% from 2,170,- 
059 to 2,664,093 lines. The number 
two r.o.p. daily in 1959, the Chicago 
Tribune, slipped to fourth spot in 
1960, as its r.o.p. linage dropped 
from 2,413,503 to 2,225,108 lines, 
down 7.8%. 

Into the third slot from sixth 
went the Fort Worth Star-Tele- 
gram, up 28.5%, from 1,789,970 to 
2,300,226 lines. The Denver Post— 
showing the top percentage in- 
crease of all the r.o.p. leaders— 
rose 45.3% in r.o.p. by climbing 
from 1,446,495 to 2,101,317 lines. 


| ucts, the company will be intro- 
ducing a line of rose care products 
in four-color magazine advertising. 
It will also start testing immediate- 
ly in Florida a new product called 
Boon, which kills flies and mos- 
| qqattoms. Another new product, 
Erase, kills grass and prepares the 


AA reported that McCann, “with |fruit in last fall’s hurricane. Ad- | way for a fresh start on a lawn. 


feel they are alert and hard-hit-|@ fine sense of timing and arith-|vertising funds are provided by @| Magazine and newspaper schedules 


ting. 


Bayles, Ray Sullivan and Doug 
Coyle have a breadth and depth 
of experience and competence that 
transcend the fact that they are 
not experienced in watch or jewel- 
ry advertising. These out-weigh 
such highly desirable experience, 
but we feel they can accumulate 
, 


metic,” announced its acquisition | per-box tax levied on fruit moving | are planned for both Boon and | 
“In our opinion,” continued Mr.|°f the $4,000,000 Bulova business 
Whidden, “Brown Bolte, Heagan | the day after announcing its resig- | 


| into commercial channels. 


|nation of the $1,000,000 Gruen 


|watch account. Gruen was some- 
| what shaken at the turn of events; 
|the company had entertained a 
team from McCann which had 
| got an okay on proposed ad plans, 
and then, on the following day, 
|it was visited by a McCann repre- 
sentative who resigned the account. 


Mr. Whidden said he made it/| 


clear to SSC&B that it was “not 
to be governed by what, or where, 
or how we have said things in 
our advertising in the past; we 
don’t want to constrict your free- 


s Bulova sales in recent years 
have gone like this (fiscal years 
ending March 31): 1955—$76,- 
000,000; 1956—$80,000,000; 1957— 
$76,000,060; 1958—$63,000,000; 1959 


used to promote use of frozen 
orange juice concentrate. 


products to be advertised are 


\canned grapefruit sections, canned 
single-strength orange juice and | 


grapefruit juice. 


ws There will be three color ads 
in Life, one color ad each in This 
Week Magazine and Parade, and 
two insertions apiece in a list of 
42 metropolitan newspapers. Col- 
or will be used in some of the 
newspapers. + 


Other | 


| Erase. # 


Most of the “summer” program | 
\expenditure—$200,000—will be 


Fairchild Sends Brown 
to Study European Publishing 
Fairchild Publications, New 
York, will make an intensive study 
of the European publishing scene 
|to determine the commercial pos- 
sibilities for Fairchild Publications 
in Europe. The study will be made 
by Clyde E. Brown, director of new 
publishing activities, who is sailing 
for Europe on April 27. Mr. Brown 
will spend six months in Europe. 
He will investigate both the possi- 
bilities of launching local publica- 
tions and acquiring existing ones. 


The Milwaukee Journal under- 
scored its r.o.p. leader status by 
reporting a 40% retail r.o.p. in- 
|crease, from 1,341,242 to 1,878,197 
lines—tops in the U. S. + 


Mabel Millspaugh, 
| Coiner of Coke's 


‘Pause’ Slogan, Dies 


| ANDERSON, IND., April 13—Mabel 
|K. Millspaugh, 74, originator of 
| the Coca-Cola slogan, “The pause 
that refreshes,’ died April 11 in 
St. John’s Hospital. 

Miss Millspaugh won $10,000 for 
the slogan, entered in a nationwide 
contest sponsored by the company 
in the ’30s. 

According to Arthur Campbell, 
former school superintendent in 
whose office she worked for 10 
years, she spent much of her life 
composing slogans and entering 
contests. “She was almost profes- 
sional in that field,” he said. + 
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The men who made Rod’s Dressings a Western regional success story say... 


“WE OWE MUCH OF OUR SUCCESS TO SUNSET” 


In 1955, Frank Calamia and his son, Waldon, 
began marketing a unique sour cream salad dress- 
ing in Southern California. Today, the four Rod’s 
Dressings — their original Sour Cream, plus Roque- 
fort, 1000 Island and Bleu Cheese — occupy No. 1 
position for refrigerated dressings in the entire 
Western market. 


“We owe much of our success to Sunset,” says Mr. 
Calamia. “It was the first magazine we advertised 
in, and it has been working for us ever since. It 
covers the market beautifully.” 


Mr. Calamia means, of course, that Sunset gets 
results. Last year, for example, Rod’s Food Prod- 
ucts ran a coupon offer in Sunset — one Rod’s label 
and $2.00 (a high premium price) for an attrac- 
tive chip-and-dip server. To date thousands of 
replies have been received, “and those coupons,” 
says his son Waldon, “just keep pouring in.” 


“Retailers obviously are sold on Sunset’s influ- 
ence, too,” says Frank Calamia. “Our salesmen are 
required to carry Sunset into every store they 


THE MAGAZINE OF WESTERN LIVING 


enter. It’s the best way I know to get shelf space 
for our products.” 


Westerners, as Mr. Calamia says, are just natu- 
rally more adventurous with foods. And Sunset’s 
2,000,000 readers in the West and Hawaii are the 
most responsive buyers in the market — the pace- 
setters of Western Living. They spend 37% more 
in food stores than the Western average, 55% 
more than the U. S. average. 


Men who sell the West know that Sunset is the 
magazine of influence among these 2,000,000 se- 
lective buyers. They know that “when Sunset 
comes out, the West takes action.” That’s why 
Rod’s Food Products and 1429 other advertisers 
used Sunset in 1960. 


If you want a success story of your own, put your 
advertising in Sunset. You can use all of Sunset, 
or any of its three localized zone editions. You sell 
person-to-person in Sunset, because its readers 
look to Sunset editors and advertisers for the best 
ideas in Western Living. And act upon them! 


Frank and Waldon Calamia 
review Sunset advertising 
plans with E. D. “Mack” 
Brotsos, gccount executive 
of Edward J. McElroy, ad- 
vertising agency for Rod’s 
Food Products Company. 


LANE MAGAZINE COMPANY, MENLO PARK, CALIFORNIA 
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Ford's Autolite 


Krueger Deal with | 
Narragansett Set; 


Plan Two-Prong Drive 


Newark, April 12— i the end of | 
\this month, Kruege: vill cease to | 


Buy May Spark 
Ad Switches |be a brewery and become a brand. 
On May 1, G. Krueger Brewing 


(Continued from Page 1) |Co. will close its plant here, 
names, Prest-O-Lite and Rebat,|change its name to GKB Co., as 
and under private brand names/a holding company, and cede its 
such as Atlas. The company also| production rights to Narragansett 
retains about $60,000,000 in de- | Brewing Co., Cranston, R. I., un- 
fense and commercial non-auto- | der terms of an agreement reached 


‘also has some 60% of the replace- 


motive business. 

Batten, Barton, Durstine & Os-)| 
born has the Autolite account, with | 
an estimated $3,000,000 in current | 
billings. The part of the business | 
going to Ford represents more than | 
75% of the advertising outlay, ac- | 
cording to one source. BBDO, with | 
the Dodge account, will presumably 
lose this portion. 

Ford is putting the Autolite sales 
and distribution operation into its 
newly-formed Motorcraft division, 
which sells parts and accessories 
to the independent after-market. 
Since J. Walter Thompson Co. has 
the fledgling Motorcraft account, 
it could follow that Thompson also 
will absorb the Autolite billings, 
but Thompson also has the Cham- 
pion Spark Plug account, with an 
estimated billing of $5,000,000. If 
JWT is handed the Autolite busi- 
ness, the Champion account would 
be up for grabs. Needless to say, 
BBDO would be one of the first 
agencies to apply. 

Ford today had “nothing to say” | 
on the agency situation regarding 
Autolite. 


s Champion appears to be the los- 
er. The company has been Ford’s 
sole source of spark plugs for half a 
century, and this one account to- 
taled an estimated 10% to 12% of 
Champion’s total sales. Champion 


ment spark plug market. 

One of the properties Ford ac- 
quired is the new ABC-TV show, 
“The Racers,” which Autolite is| 
signed to sponsor next season.| 
Whether Ford elects to continue 
with the $2,000,000 show is un- 
decided at this time. 

Electric Autolite traditionally 
has been a supplier company, with 
some 44% of its 1960 net sales in 
the original equipment market. 


last month (AA, March 6). 

Narragansett will then produce 
Krueger beer and ale, as well as 
Ambassador beer. However, of- 
ficials of both operations insist that 
Krueger will not become “just 
another Narragansett label.’”’ Both 
the GKB Co. and the beer will re- 
tain their own identities. As far as 
the beer goes, the Krueger brand 
will be marked “by the same prod- 
uct differential and the same 
quality control,” a source close to 
the company said. 

The separation will be main- 
tained down the line. Krueger’s 
former president, Heinz M. Glaes- 
ke, will continue to head GKB 
Co., which will continue to have 
its own separate distributors, sales 
managers and executives. 


= On the same principle, Elling- 
ton & Co., Krueger’s agency since 
March, 1960, got the go-ahead to 
handle the brand’s advertising for 
the spring campaign now under 
way. Narragansett’s agency is 
Doherty, Clifford, Steers & Shen- 
field. 

Ellington took on more than the 
task of handling a once-great 
brand in decline, when it got the 
business from Grey Advertising. 
The agency also took on the job 
of acting as Krueger’s own ad de- 
partment. 

With a budget reportedly around 
$300,000, Ellington has knocked 
together a compact campaign 
geared to selling mainly in mar- 
kets the giants only spill into. Two 
campaigns have been mapped out 
for two brands, Krueger beer and 
Ambassador ale. Krueger ale will 
get no ads of its own, but will get 
what mileage it can out of the 
Krueger beer campaign. 


e For Krueger beer, distributed 


Replacement sales, under a variety | Primarily in New York, New Jer- 
of brand names, account for about |Sey, and New England, spot radio 
25% of the company’s volume. | commercials have been lined up 

Electric Autolite jumped into| through the major selling season. | 
the replacement market with both The schedule calls for 20 to 40-) 
feet about a year ago, doubling|second spots on WPAT, Paterson, | 
the number of its distributor out- | and in half a dozen other New Jer- 
lets and increasing its ad budget. |S¢y markets. 


It did this in an effort to compen-|» Advertising for Ambassador has | 


| the Sherman Act to outlaw agree- 


Collins Hayes Wolton Ferguson 
PLANNING GROUP—Planning the annual Farm Marketing Seminar to 
be sponsored by the Chicago Area Agricultural Advertising Assn. 
in Chicago on May 1 are D. R. (Spec) Collins, Marsteller, Rick- 
ard, Gebhardt & Reed, general chairman of the seminar; Harold 
O. Hayes, Fuller & Smith & Ross, president of the association; 
Robert J. Walton, John Blair & Co.; and R. C. Ferguson, Meredith 
Publishing Co. 


Kefauver-Celler Drug Bill Seeks to 
End ‘Ad-Bolstered’ Brand Monopolies 


WASHINGTON, April 13—Patents, | quire that all drug labels carry 
brand names and expensive pro- | generic names, so that doctors can 
motion campaigns in the drug | order drugs by generic name rath- 
industry were singled out for at- | er than brand name, giving the 
tention today, as a drive got un- | consumer the benefit of price dif- 
der way in Congress for legislation | ferences; (3) providing for sim- 
which is supposed to help bring | pler, easier-to-remember generic 
down prescription drug prices. names, by authorizing the Food & 

Some big-company domination | Drug Administration to establish 
of the drug industry is attributable | an official list. 
to patent arrangements, Sen. Estes | e Try to make sure doctors get 


Kefauver (D., Tenn.), who has | the full story of a drug by specify- 
been investigating the industry, | ing that the official FDA circular, 
told the Senate. More dominance | jisting all side effects, goes to the 
stems from big promotion budgets | doctor. At present it goes only to 
which induce doctors to prescribe | druggists. 
generic drugs by brand name, he | 
feels. . , 
® The senator said his anti-mo- 

a Re ee ee nopoly subcommittee’s hearings re- 
uy ) (negra oe gag wg | vealed a direct connection between 

heen : 3 we 3 |the high cost of drugs and the 
diciary committee, simultaneously manner in which they are adver- 
Spy gerne bills (S. 1853, tised and sold. The largest manu- 

_— ° y facturers are spending an average 
e Attack patent arrangements by | of 24% of their sales dollar on 
(1) changing patent law so that a | sales promotion and advertising to 
drug patent must be licensed to | gdoctors, he reported. “This is in 
other manufacturers after it is | part for the purpose of persuading 
three years old, and (2) tighten | doctors to prescribe by trade name 

a : | instead of by generic name. 

ments which provide for drug! «The doctors now prescribe by 
companies involved in a patent | trade names. The result is that 


| fight to step aside voluntarily, so 


|one company can obtain the pat- | 


ent. 


consumers have to pay prices 
| which are several times the prices 


|for the same products under ge- 


sate for loss of business when| heen Guetet to mente tons onl e Neutralize the impact of brand 


Chrysler Corp. began manufactur- | 
ing much of its own electrical) 
equipment. | 


s Electric Autolite sales in 1960| ping a program of print advertis-|can be sure that all drugs meet 


ethnic groups. 


s The agency has also been map- 


|neric names.” 


| name promotions by (1) providing 
| pontoon se penne ae f —_ plants |@ Sen. Kefauver lashed out at 
pewter era) inspection of manu~- | drug industry promotion costs. 
facturing processes, so that doctors Estimating that the industry is 


went up from $220,772,000 to|ing to round out the campaign. #| federal quality standards; (2) re- | Paneing “eros FISGSOSS par 


$221,819,000, but net earnings fell | 
from $7,700,000 to $6,000,000. Be- 
cause of its business with other 
auto companies, the company may 
change its name, due to the associ- 
ation of Autolite and Ford. + 


Phillips-Ramsey Boosts Four | 

Phillips-Ramsey, San Diego, has | 
appointed Robert F. Lewis, vp, di- | 
rector of client services and Thom- | 
as E. Ables, vp, director of creative | 
services. Both are new posts. In | 
addition, R. Page Jones, account | 
executive, has been appointed a/| 
vp and Charles Tucker, formerly a | 
copywriter, has been transferred | 
to the agency’s Phoenix office as) 
an account executive. 


Dunham-Bush Boosts Roth 

Dunham-Bush, West Hartford, | 
Conn., manufacturer of air con-| 
ditioning, refrigeration, heating | 
and heat transfer products, has | 
appointed J. L. Roth to the new | 
post of marketing manager. Mr. | 
Roth was formerly product man- | 


ager of air conditioning. 


| year” for salesmen and advertis- 


New Jaca! A bright new 


for every happy day and holiday 


PARTY TiIME—Hallmark Cards Inc. will run this color page in the May 

McCall’s to introduce its “plan-a-party” line of coordinated table 

settings, decorations and invitations. The campaign will run month- 

ly in McCall’s, featuring a different party idea each month. It also 

will appear as a one-shot in the April 23 issue of This Week Maga- 
zine. Foote, Cone & Belding, Chicago, is the agency. 


|ing, he commented that this is 
ra |“about four times the total funds 
party service Lo Z | available for all medical schools in 
ang aoepeempioned ctor the U.S. for their educational 
Saar ag antler arrears | Programs.” 

sesh» A conaeiantaren eta | While these expenditures add 
| significantly to the cost of drugs 
| to consumers, he said, they do not 
serve the normal purpose of pro- 
/motion of product to increase de- 
;mand. “The consumer only buys 
|drugs when his doctor prescribes 
| them, and the doctor prescribes 
| them only when the patient is sick 
|or ailing. 

| “Increasing the amount spent on 
| drug advertising does not increase 
| the underlying demand for drugs, 
| which is a function of the inci- 
| dence of illness. 

| “Not only does this large ex- 
|penditure for promotion add to 
the cost to the patient without 
corresponding benefits, but also it 
|tends to freeze the small manu- 
| facturer out of the retail prescrip- 
| tion business,” the senator com- 
‘plained. # 


Advertising Age, April 17, 1961 


Gribbin Protests - 
Longer Station 
Breaks on TV 


New York, April 14—George H. 
Gribbin, president of Young & 
Rubicam, this week fired off a 
round of wires to the tv networks 
and to the National Assn. of Broad- 
peng protesting ABC’s lengthen- 
\ing of nighttime station breaks 
|next fall (AA, Feb. 27). 

He called the revised policy a 
“step toward a chaos of overcom- 
mercialization” and a violation of 
the spirit of NAB’s code. 

Mr. Gribbin’s belated protest fol- 
lows those made last February by 
such Procter & Gamble agencies 
as Compton and Benton & Bowles. 


s In replying to Mr. C ribbin, Oli- 
ver Treyz, ABC head, noted the 
lapse of time between the ABC 
announcement and the Y&R com- 
plaint, and suggested, since orders 
for fall by Y&R had already been 
accepted on that basis, that Mr. 
Gribbin’s “controversy may be 
with the other networks who, we 
understand, in response to our 
leadership, are attempting retroac- 
tive changes by proposing to alter 
terms and conditions of business 
already placed and accepted by 
them.” 

Breaks on ABC will go from 30 
to 40 seconds. CBS has said it 
may extend its breaks from 30 to 
42 seconds (two seconds for call 
letter count), or to 70 seconds at 
the end of hour participating pro- 
grams, if necessary to meet the 
competition. NBC hasn’t warned 
advertisers, but it too will go along 
if “forced to meet competition.” 


s A longtime ABC customer, Y&R, 
as they say along Madison Ave., 
“put ABC in the daytime busi- 
ness” by placing enough business 
to get “operation daybreak” going. 
Y&R probably is the second rank- 
ing agency on ABC in terms of 
billings. As the schedule now looks, 
the agency will probably place a 
little more business on ABC this 
year than last. + 


Grape Growers Fight 
Grape Commission 


Bill in California 


DELANO, CAL., April 13—An in- 
fluential group of growers in this 
“grape capital of the world” has 
announced plans to put the squeeze 
on proposed legislation to estab- 
lish a California Grape Commis- 
sion. 

The grape bill, currently before 
the state legislature in Sacramento, 
was introduced last year by Sen. 
Hugh M. Burns of Fresno. It pro- 
vides for a 21-member commission 
to supervise national advertising 
and sales promotion of fresh table 
grapes. Funds for the campaign 
would be raised via assessments of 
growers and packers. 


s Passage of the bill—which calls 
{for an ad appropriation of up to 
| $1,200,000—seemed a certainty un- 
|til a group of 26 Delano growers 
voiced opposition this week. 

A spokesman for the group, Mar- 
| tin Gutunich, one of the largest 
| growers in the area, said that a pe- 
| tition opposing the bill is currently 
|in circulation and that signatures 
|representing some 60,000 acres of 
| vineyards have already been col- 
\lected. He added that “every ef- 
\fort” will be made to kill the bill 
before it reaches the floor of the 
senate, pocsibly within 60 days. 

Opposition centers primarily on 
| provisions for grading fruit, and on 
what the Gutunich forces assert is 
a lack of grower representation in 
| formation of the commission. + 


ae RE TR SN ath Sate ee IO ae a ae ELT ea Res) cae Myce Mee os eat, Wit Re ee nag ta Bee ts ee Oe oo ee Pa ia Seg MN ce aye ae =, Se Oe aS ne aE ROR Tg eats orca | ck ee oe ain nee 
Pa ee ee ALES ies We ERAN rior! Gein? Ce Rea ne NEE! Sy LOE MO Rae mee Mere a ge ie ae Ce ae Deeper itese ee Pa eer aed ee a" coals ae age Lo eee ep coke ilies ea ee pa Seana COUP ats Be 
Gs RR Ramer rate ac aL Aan scan HS RS ee Tien A ———— - Sn pn a ee ee ee re Lee ee Co ye a eee 
Ep eae Mg = > sin Use ae eee een ce ith ery an ener ee Ea eh en ce a ee WSR Si a Lies PTR cere eleieriet oPeie ms ete ooo eee RE MO ie eae ik ane eee a eae aa 
ci va. Wr Mot, i ES ee, ‘ that a. 
0 OM " = ae 
ee cee oe 
Ade eae = 
7s ee 
We 3 e 
Pete 
= SC ea 
a 
Pe, aa 
es oi : Re 
as tae a an a cece gd ey air ee ek : ge SS : 
iii Re rtay ee ae aes new. - oe 
Z De te eae ae ee. Sit aos A eee el So 
Sg 5 OP A SEES 3 . ek ae oc Sao Eee 
2 eh aS 2d ‘a . >» a Oey * igueeiere 
i : - & ‘ Sa TUR at oi ee eee 
: catia ee ——— |} oe : 
c > ere OT 0004 
FARM MO age ae | co 
= _ ” <3 i ae 
r N ; ae | adda) 
‘ £ \ , ee . Seo h 
Poe \ oa. 
4 ; ' ¢ ae 
, ° ¥ oe 
o 7 - “ } — = -_. 
7 ae a i 
Ear £ ; = Oe ae = 
Besos bares ~~ t a ee Sei 
ee Ree ae i 4 ee at 
eeu paw S —’* Sal . ~ 7 Sm we - ADP 
1 = ; SS <a io 
; ae scones ear 
Je bes " i! ~f Os Se ie 7 | Ae 
C3 2 sorte gts , . a bor 
= 7 ba ee al -f a >» rs re P igs > a 
ee ai BY /p agile sen : fs, es 
; oe r ena ane : eo) 
; : = a s F f oe 7 
nr) er ee j ~ : ; an a oe 
eas ae - . ee —_— ~~. —~ ; i Wee ae 
Splish oe oe ok, —— x a¥ + 
pena as Bae <- tae 
: lai - oF 
Te me Ya Diu Saree ap 
fi e 4 * nar i: S 5 ‘ 
eer ne igh 
| ee 
po ae ails 
p55 aise Ay. Se ae 
eee os 
7: Pac : ai 
ees ? Sa 
ere . ig 
Fie 
Kee 
(ee eee ae my 
ss LN ic ees 
fot. a eee . 
A 5) eee 
iene aia OS : 
ee RS: ee 
rt ae f 
: etetedlo,. TF be 
“ ‘ Be 
= ee 
; ss 
é = ee ty 
y cea e: ee 4 
8 aa arm 2 
ay eh Hallmark Plans-a-Party Es 
Te cai ee ; . 
3 ai ~ ~ : 
sony “& 
a | 3 be 
reel : &. r Ri 
Sle. = * 
2 1  Pank 4 
7 Z : aa : % 
» . ‘ ‘ff 
zal = _ ‘ x 
t ¢ G 
: j A \ ‘a 
- b 
See 
-  — ; ¥ 
‘ 
, ca 
> La =, s 
3 ew ‘ 
ease - 
“ wD 
. — i 
~m ities. 
x paw J . ~ 
“ee 3 
be ee 
: rs. : 
89 A men I Fy pa J 4 : F “A % “ i oe ong "5 : 3 E - x / 


~ to help your advertising | 


work more efficiently | 


The stability of newspaper audiences has long been 
a dependable factor for marketing strategists. 

Compared to the hour-by-hour fluctuations of radio 
and television audiences, the number of readers 
reached by a newspaper hardly varies from one month 
to another. 

But stability doesn’t mean similarity—especially 
‘ix Chicago. Each Chicago newspaper attracts an 
audience which differs not only in size but in other 
important ways. 

MARKET POWER: CHICAGO, the Chicago 
Tribune’s penetrating new study of people and their 


purchases, reveals these critical differences. To help 
you make exact marketing decisions, it provides a 
sharp audience profile of each Chicago newspaper in 
terms of age, income, education, occupation and 
other characteristics. 

By any yardstick, the Tribune measures up to your 
marketing needs in Chicago. On the chart below, for 
example, MARKET POWER shows how the Trib- 
une, even though its coverage is concentrated in mid- 
dle and upper income households, still delivers a 
greater coverage of the low income group than any 
other Chicago newspaper. 


Coverage of Newspaper Reading Households by Annual Household Income 


SUNDAY TRIBUNE 


o i. nT 
-— <a 
SUNDAY Sun-Times 39% 
DAILY SUN-TIMES 641%, 
SUNDAY AMERICAN 26% aU 

DAILY AMERICAN == 279, 
2% 205 


DAILY TRIBUNE 


UNDER $5,000 


bs 4 $5,000— $8,000 


DAILY NEWS By over 82.000 


MARKET POWER shows that no matter what type of 
audience you seek in Chicago, the Tribune has more of 
the readers you want. It reaches the most people in the 
city as well as in the suburbs. It reaches the most people 
with a college education as well as those who never got 
beyond grade school. It reaches the most people in 
management occupations as well as those who work on 
assembly lines. 

Still, there’s much more to MARKET POWER than a 
leadership story for the Tribune. Its 70 pages are packed 
with facts about the Chicago market and its newspapers; 
about Chicago families and their buying behavior. For 
whatever product or service you sell, MARKET POWER 
can help you increase the efficiency of your advertising 
dollars in the Chicago market. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


oes 
' 


A STUDY OF THE CHICAGO MARKET 


No. 2 of @ series 


FT POWER: 
CHICAGO. 


AND ITS NEWSPAPERS 


This research study will not be 
mailed, but copies are available 
to advertisers and their agencies 
from Chicago Tribune represent. 
atives. Call any of the following: 


CHICAGO 
Chicago Tribune 

435 N. Michigan. Ave. 
SUperior 7-0100 


NEW YORK CITY 
Chicago Tribune 
220 E. 42nd St. 
MUrray Hill 2-3033 


DETROIT 
Chicago Tribune 

1916 Penobscot Bidg. 
WOodward 2-8422 


SAN FRANCISCO 
Fitzpatric Associates 
155 Montgomery St. 
GArfirid 1-7946 


LOS ANGELES 
Fitzpatrick Associates 
3460 Wilshire Bivd. 

DUnkirk 5-3557 


EUROPE 
Mortimer Bryans 
3&5 Warwick House Street, 
London, S.W. 1, 
Trafalgar 2482-3 
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8 rm, 3 bath 


basemen: 
and room for addit'ona 


Homes — Washington Homes—Idaho Homes — Montana Homes —North Dakota Homes — Minnesota Homes— Wisconsin Homes — Illinois 
’ iin dame j 500. Md FLOYD-FOUNTAIN brick o00.| DAKOTA. DODGE NEW COLONIALS GLEN HEAD. Must sell fast, 4 bedrms,|GREENLAWN. AU brick 
oag ® fecaney $28,500 Cedarhurs —$23, rnzd High Rise Ranch og 4 wn. rd Pinas. ful poms. - oat: attic fan, AT WE OFFER baths, choice area, big lot. gar,| home yr new, 6 rms. 2 i 
ks Realty 44-14 30th Ave RA 1-1233 bed. ‘colonial. Needs pacnene vet but bths. formal din rm id fun | plaster, Horm 4 & 1-7676 IN OE NEW HOMES $23, . Ranger Realty, OR 6-9000 club bsmt, scrns, storms, wall to w 
NCOLN fam brk; 7 le moe | & family to live ‘a it Living rm gar. Model at 6th 8 & Newbridce| GR 7 = es FOR THOUSANDS LESS GLEN i HEAD, 9 yr cent hall ranch, 3) ;arpeting. gas heat. % acre, o 
; tg: ext ine pe sipeee sso | fireplace. dining room, coun Kitchen, Ra or call: ranch, fin pam, 3, Sm ithty exe | Center hall, liv rm, firepic, book- bths: dry Dsmnt. porches, | being transfd. $31,500. Princip 
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— BOUNDARY <S Komily Colona tie “fan, all appines, many extfas tcl. included, FL. 2-8903 RALPH RICCARDO CORP SLEN- HEAD Jest Wa ‘ae m0 Murphy Rampas 
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“TALL OAKS” $35,000 7 
A 1 “car r, fin a 
bath. BLAKE, ‘196-50 No. Blvd. 


py club 

it- weve, 3 years “ 8% rms, 2% 

ths. ed basement, fully alr 
reens, 


nd. coping. storms. sc 

pines, many extras, $40,000. FA 1- 318 

(SIDE—Deich 
firepl, 

at at. $22, om. 

"SIDE, 


incipals a. r Perfect location ‘for 
or. 9-1823. 


Celenial, Beli Court 
agent jfox100. Value 


tne ag hye? es ER A 


See 1-3: % sun_ eis mS sti! “Sey 
ARY Beant 3 berm, 
SOUNDARY , Oo, wae hemat, 

vt landscaped. Principals only. 

5 Cape, brick 
Bioectos dead end street Tall bamt & 
attic. Many extras. $15,800. MO 7-8112. 


BOUNDARY 7 rm split, «/we furn, 
garage. Carpet. Ap Mab Storms. 


Screens, Fences. M¢ 
0200 NDARY  _ 
2 coonbe in wooded arca, completely 
m Fireplace. 2 bedrooms Piot 
160x100. mile sw . boating 
Bates, $12,000. Mon-Fri 
C, EL 5-3416 


ft 
apt. 12 yrs old. near 
'ything $23,750. Howe BA 5 9600 
"SIDE. Cape Coed styling, brk bngi. 
:_yrs. par, 50x100. Nr yacht basin: 
500. Make offer Agt. FL 9-2580. 
7SIDE. NEW 2 FAMILIES-BRICK 
| Av & 215th St. Heights Realty 


(SsipDE — Luxury ag 

iit 4 bedroom house a weil 

med 40x100 lot. Ist Fi: o“iving = 

irate family TV rm, huge 
kit, “right out of the 

e with of space By for 

ily hee pid Fi: 4 


: refr aryer 
-to-wall carpeting. = ete 
d in one of the best parts of town 


(SIDE—elira mod § od brick | 
“use unit on 103x113 lot. House No. 
‘ s lge rms (3 bd 


Sold as a 2 fam 


se—extras! 500. 
tora. 201-25 No. Bivd. BA 5-8500 
YSIDE HILLS. $32 . 
iths. brick Ranch. Detached garage 

ed bsmt, Deluxe features. Wkdys 
‘r 3—all day Sun. BA 9-9377. 


Homes — Oregon 


ACKAMAS “Waterfrat’ Whiteston 
LUXURY & ECONOMY 
ey ' oe ™ “THRU CENTER HALL 

LONIA acre overlooking 

. Huge outdoor summer din- 


ce floor. 8 rms. ist floor— 
ing-dining rms. /rugged stone 
P , that’ tt be nd winter ‘‘cook-in 


e 

ch. " wrbreaktast’ rm. Large 
rm. color tile ‘‘necessitarium.' 4 
sunny bedrms; 2 w/ 


old orice 
ision =" ¢. “never 
“Boating, 


e roof. a gar. 
ne clubs, “ate. a 

me Brochure available. 
ie 196- 20 No Bivd, FLushing 7-8300 


ACKAMAS DELUXE CENTER HALL 
mony BUILT RANCH-ALL STONE 
wd baths; bath in master bedrm. 

d eat-in kitch, ex vely equipped 
1 wall oven, @ asher & many 
or extras; 2 car var: rear gg ho 


*tively fenced with costly hedges 
&, L_-aitwated i one the 
mony most he 5 
13 Francis Lew . Bivd. BA 5-5800 

ELCHHUKST-WH'TESTON 


¥ 3 bdrm custm rnch, car, 1 Ute. 
bemt. $25,000. 
cor 157 St. IN 1-9369; FL 9-3441. 


MAH $22,990 

ge 8 r frame house on 8,000 sq 
ft Rt, good tion. 

isch 14-51 150 St. Whstn, HI 5-0701. 


LLE HARBOR—2 fam brick 


« 5 rms; 2 bths each. Finished bsmt. 
an Block Buehler NE 4 5544. 


& lower, 3 baths 
i, 2 gar, $35,000 NE 4-8406; 


LLE HARBOR, ocean block, 606x100. 
fam brick os shingle 7 
‘1 baths fin bsmt. oil heat. 


With Rentable Apartment 
MODEL—177 BEACH 120TH ST. 
LLE HARBOR. | family, 7 rooms, 2 
aths. $27,500. Walter H. Blum & 
is. 237 Beach M6 St. NE 4-7400. 
LLE HRBR—Ocean bik, brik, 7 rms, 
bths, $32,000. Also summer rentals. 
Rae Robbins. 145-13 Neponsit Ave. 

~ BERGENFIELD 

Now accepting applications 

for Garden apt vacancies 


apply 5i-L Liberty Road 
mont _4-4727 ___Di 4-1565 
ogy 
bearoom 


Semmotinte company 
buses, 


Near 
Apply sl 4 ‘Liberty Road 
727 DUmont 4-1565 


rden type: air cond; FREE pa 
ar school & sneprng, & —a. pla 
m for children ple play 
.EWST Modern cxctasive Fh. 2%. 

4 rm ts. Scenic esta some 
_—y $58- inc util. Fein Tieccter 


77 7 NO i VINCENT RD 
vat EAS - attractive rooms. 
Ly to everything! Moderate rental: 


Homes —California 


ENITO EXCLUS | GARDEN APi 
oe re = Lam gg el 


AN onthe 195 RIVER = 


Silo 
g Supt or BE 7-571: 
Ww NETO Vie. Bryn Mawr Ride 
$109. Central Ave.. 1 mi 
« ounty Cntr. SP 9-5678. 
AN BENITO Subtet 4-rm apt (2 bed 
om s) orignt: modern as 
allable Apri 175. WO 
B XVILLE, $1 
near RR Sta ~ t- 
100 Parkway kd. = T- 


N BENITO 5 a 


& Between River Drive West 
tnd Av. 15 furnished rms. Inc $12.200 
t t_ $5,200. yy $20, 
Alfred Kohn & Co, SW 17-3300. 


Ss E. Spectacuiar new studio, plus 
. cash. 


oer ge 


.AMACK—Beaut. 1% yr old Colonial 

% acre. odn rms. Bi bths. re- 
frig. washer. dryer screens. 
power mower. ot, H Hi ch mae $128 mo 
518.990 __Forest_ 8- 


COPIAGUE. New 3-bedrm a 


Must see to apprec 
AMityville 4-4374 os Mon to D FH) 
DARIE COUNTRYWARDS’ QUESTS 
1956 COLONIAL—2 STORY—with 5 
bedrooms, 3 baths. Delightful “=e 
nice flow of rooms. Big, light 
airy. Acre plus 


1951 HOSPITABLE COLESTEAL-~pa- 
s le bedroom. 


ayroom ist floor. Over an acre 
lew. 


1960 1-FLOOR COUNTRY HOME on 
an acre plus. Unusual details fo: 
—, ving and entertaining. 3 

2% elaborate tile baths. 
2 living *;come~2 fireplaces. Tailor- 
made kitchen modernly equipped 
Much to admire—a gem to own. 
$65.000 


15 Corbin Drive opp P. O. OL 5-1497 
DARIE Friendliest Yg Exec Arez 
Few min: excel schi. church. shop cnt: 
train. Charm newly painted colonial 

3 bdrms, 1% bth, w/w crpt, cust drapes 
1 bsement & attic. lg Indscpe yd. Beins 
Transferred. Low 30's Owner OL 5-373 
PARIE 6-yr old Cape. 4 bdrms. 
2 baths, walk beach; $39.000. 

Kelsey Brown Sherwood OL 5-254¢ 
DARIE —BEAUTIFUL COLONIAL ON 
ACRE IN 2 ACRE ZONE. $42.000 

SOUND REALTY. OL 5-4412. 


Calif Ranch. 3 bedrms, 2% 
bths. acre. 2-car gar........ $47.500 
ROSS P. WILKINS OL 5-9759 
574 Post Rd, Darie OLiver 5-1443 

Established Over 30 Years 
TEMBER DARIE BOARD REALTOR‘ 


Homes — Nevada 


LOUDON ,, 


JUST. LISTED 


custom-buiit-one year old Co- 
lonial. Panoramic view of L. I. 
2% ba de 


tential playroom, 2 c ar. At- 
wastes plantings. “Transterred 
owne $42,500. 


Sun »y appt. Mrs. Lawrence OL 5-2152 


LOUDON Commuting. split 
over % ac 3 — 2 tiled paths. liv 
m, fpl. Dining ell. rch. A-1 kit 
Boy led family rm. On ad end circle 


“Complete descriptions by mail 
only by 


Colonta 


Shown 


JOUGLASTON 
uiet coun road 
uthrn Colonial intesrating 
generous proportions & cellent 
construction. Large entrance — 
living rm, firepl. separate dining 
rm. extra speciat kitchen w/built- 
ins. breakfast area & laundry; 
family rm w/sliding gene doors oy 
tio, . 4 bedrms, 2% bat 
ment. garages. On level a 


he ty 


Up a 
elegant 


acres with community swimming 
Jake 900. 
DEER PARK. 


EY Cape, brick & 

asbestos dead end st street. full bsmt & 

attic. Many extras. $15.800. MO 7-8112 

DEER  cupet ey ¥ a. es 3 furn, 

garage ‘a lances. orms. 
Screei Mo. t- a 


ww on t strms & ¥ iy dishw: eee 

washer ro SL met e. 

Princi; a = 

EASTBARBOUR EXPRESS — s_farse Split 
Level, playrm+ basemt, 

Brick & Cedar. Territic ne inbdrhoodi 

$18,990. EXPRESS REALTY. 


790 Hemp- 
stead Tpre. East Meadow. IV 3-9581. 


EAST BARBOUR ~ $19,990 
ALL-BRICK RANCH 
Ye Acre — 2-car Gar — 2 Bths 


THE BUY OF A LIFETIME! No exag- 
geration—a 10-yr-old All-Brick Ranch 
worth many thousands more! On \%-acre 


nursery grounds, features. 6 enormous 
rms. inet eee ~ rm, eat-in kitchen, 
3 twin-sized bedrms, 
full baths. Custom features inci plaster 
walls + exp attic for 2 oe more bedrms. 
Near public & ools. 
FROM $53 300! 


EAST BARBOUR brick, 3 
hall ranch, newly dec, new ‘oe 


many extras, 60x100 lan dacaped ene cm 
porch, schi, shop. $16,500. 1-2086 
EAST BARBOUR C Cape Cod, 8 * 
bedrooms family rm_ patio, 1, naa? | 88 
trees, storms, screens. * dormer, ask- 
$19,000. 1 
EAST feation arm Suburban 
Top a Split. 1% bths, 
uge pla gar, covered brk 
patio. 4 —— “4% PE 1-6135 
EAST BARBOUR. Martin Del Rie. 
room ranch den. furnished base- 
900. IV —=— 


ment, extras. $29. 


Ee. MARLCOPA bedrm 2 bths, 
2-car per 2-zone . finished oe 
air-cond., re Tr a 
4% mtg. $20 


EAST MEADO 
i 


spacious 
fin basemt, 
many extras. 


ADO 


poreene in extras, 


Jeseph Martin Del 

. centrally air cond 
yg w/w carpeting. 

"33 3-14M4. 


Lege it, 
2 a tot. $21, eii'ses. 

elaiek only Fm sta ih 

=— sot &, brn "rae, 


ranch, 

ause. a "let <_sib.000 000. ‘CHaper ation. 

GREENE PARK $28,990 
ENGLISH TUDOR 


ICK-SLATE-STUCCO 


& t . 
fieldstone fireplace banquet dingrm, 
modern eat-in ‘in kitchen. den on ist 

. fin a 2 baths. 
if Close all conveniences. 


Rio| FREEPORT. Exclusive N/W 


Slate Ro>f-Brick Colonial 
4 Bedrooms—2% Baths 
Club-Like Finished Basement 


THRU hall to exceptionally large eat- 
in kitchen. tfoom Ree Rm oy in 
ea 


E MEADO solid brk 7 rms, 2% baths. 
St level. 2-car gar, storms. screens 
appliances. beaut ww carptg. landscap- 
ing. $28,000 IV 1-6244. 
EAST MEADO .-4 bedrm all Brick 
pe, 1% baths full bsmt. many 
extras, immaculate, $17.500 IV 9-0612 
MEADO Lge, modern brk, 7 rms, 
ctr hall, din rm, bsmt att “Sy preh. 
% ac. Extras. $20.700 IV 12280. 


E. NORTHPORT—Transferred 
Ya% ge pe Cod. 7 rms, 2 
glassed-in tubs. Modn 
wv rm with mahogany 


. Mural paper. built-in cabinets. 
. jatousfed breezeway. att gar 
Full bsmt__bullt- 


os Fa _—— is patio. Fenced 

FHA value $21,000 
ae eielling at e* $21,000. Principals 
only. FOr 


E. Benin’ = Cape, % acre, 
1% baths. gar, full bsmt. air-condi- 

. decorator shades. patio. walk 
to RR. schools. churches. Asking 
318,500. FO 8-1853 


E MEADO. Lge, modern brk, 7 rms, 
ctr hall, din rm. ot att gar. prch. 
\% ac. Extras. $20:700 I V 1-2aho. 

E. NORTHPORT—Transferred Assume 
44% GI mtge Cape Cod. 7 rms, 2 
complete >ths. glassed-in tubs. Modn 
kitchen din rm. tiv rm with mah-gany 
paneling, y= bral paper. built-in cabinets. 
fireplace, ed breezeway. att gar 
Alum ot, Full bsmt. bullt- 


RT ¥ 
baths. gar. full bsmt. are i- 
tioner. ¢ecorator . patio. walk 
RR. _ schools. churches. 
500. FO 8-1853 
EAST NORWIC 


jorth Shore 
SENSATIONAL BUY 


with discriminating taste. 
Brick Split Level 
Thermostatically air- 
onminenes thruout. 2 zone heating 

item. Fully paneled den. Brick fire- 
place. 8 ft wet bar. All utilities, fully 
carpeted. Immediate occupancy. Prin- 
cipals Only WA _2-4165. 


| 300 W Sunrise Buy 


baths. 3 yrs oid, completely BW, 
Move In At Once—$27,000. 


“HOMES OF dg hare 


29 W Sunrise Hway, FR_9-3203_ 


immaculate custom 
split level. Situated in one of Free- 
pars ra residential sections. Center 
1. master rooms us maid's 
room, 25 ft den. formal dining room, 
large eat in kitchen 1% baths, full 
ent. oversized garage. all appli- 
ances included t seen to be ap- 
Preciated. Ask 


FREEPORT. Beautiful custom Georgian 
type home center hall ry bedrms 3 full 
baths den fin basmnt. Pient 

Large i. 3, Att 
rage. king size. Home 
superb condition. Must be to 


2-car| garage. $42,500. 


EALTY 
109 W. Sunrise Hway preeport. Cv 8-5685 


gt ; 
ford Bivd, latge 
Nw Cor Sackvilie- stwart, 8 80x110 $54,500 
ER PLOTS AVAL 


Hi LABLE 
Will Build to 


FRG CONSTRUCTION CO] f 


GARDEN CITY 


fures—large living stireplace faintly 
u! rge livin =. ‘am! 

dining rm, eat-in kl bedrm 4 
bath; ah 


beautiful full acre loaded 


20’x66’ reinforced concrete tio with 
barbecue. road Jacent to 
and ot ejvileaes. 
Principals oni iy. 7. $54,500. 2134. 
TREMPEALEAU WISC. $49,500 
MAGN: BRK/STONE. 
SLATE OF 4 BDRM, BTH DEN 
TOP POOL, DOCK AR PRICED 


+y aS SALE! 

it OFFERING EXCPTNL $26.90C 
YOUNG ere ACRE LAND- 
SCPD GRNDS, 2 BTHS 
MANY EXTRAS.” MOVE ‘RIGHT IN 
CONDITION! 


$29,900| Garden n City Asking $42, 500 |. 


. space fr extra bedroom and 
storage. Bsmt playrm. Att 2 car garage 


736 Franklin Ave cor Stewart PI 1-886 


THOMAS J. M JR. 
ag Reto 3 Ue VE 662 Franklin Ave Pi _7-2010_ | 544 Middle Neck Rd. HU 17-1177 
| GREENE PARK—3 bdrms, * ox DAKOTA; ponce pepe ems N $37,500 
on gar. ri oe $23'500. Large colonial in Estates section. ist C EW 
PR ‘5- 51! Shel Many ex fir includes sunpoieh, den, powder rm, LISTING 
699 3 fireplaces & roofed terrace. 2 car 
at me $49,950 | ? ,RGE PANELED LiviNc, Rit DINING 
FRANKLIN SQUARE Poot | Hilton AW. ns ey Oldest Realtors"’ 2000 RM AREA WITH FIREPLACE. 
6 rm Morton House MODERN KITCH ‘A 
raree oversized lot lot. Ge (Diagonally opponte “Gard City Hotel) | SCHOOL. HOUSES OF | WORSHIP 
extras; immed ce DAKOTA-DODGE SHOPS. TRANSPORTATION. 
ee Gr mortgage. Principals only. HU SPLIT-LEVELS WM. ERSKINE HU 2-7460 
REMPE \U SACRIFICE—$23,500 
We have several splits, a 3 bed- ~ ALEAU GACR NCH 
H rms é 2 baths, priced 29.500} BRICK & STONE RA 
omes—South Dakota to $32,500, Call us ‘and ern te babes| tune tim wstnestees Guten ae 
to show them to modrn k edrms ceram te path 
FRANKLIN | é m Ranch, 7 SUBURBIA porn BLDG expansion area for a ional 2 rms 
one. den, 2 bths, garage. sre pool ae 1000 Franklin Ave. est_1885. PI_1-7100 full basmt gar terraced me Os 
Immediate $21.500 500. DAKOTA-DODGE °°. 
Owner 1V"9-4108. McCLELLAND HOUSE OF THE WEEK PIERCE NECK 
FRANKLIN em a all country estate in heart of this NEW COLONIAL 
Tuas. center hall's tatns patio ga.| oeaut Mel Ty hedtins, Bu bths wonder, | Custom built home on pitees dined street 
rage Asking S26.000. IV 6-768. ful ho home for lge fam; nr sta. $47,500. | &t City line Subwa — occu- 
FRANKLIN ige Ranch, trnis, “SEE OUR P HOTO FI peney. © 6 oom. Hol ywood Eicher 1 
x eS, wine. reset, finished _73 Nassau Bivd PI 2-8888 | (% biock Northern iva), Ninspect 1 10-5 


PIERCE NECK, POOL AREA. Englist 
Tudor; magnificent gardens for com 
= privacy, 4 master bdrms + maid’: 
bths. mahog library, oak den 
large modern kitchen, paneled rec rv 
w/firepic & bar Low 50's. HU 7-222? 
TREMPEALEAU $29.90r 
* Fleldst brick & frame colonial. 


(Same Location For 35 Years) 
DA aeaeene DODGESpacions Col, (& 
Irg living rm, fireplace, 
tuil” ay diaing rm, kitchen, den, pwdr 
rm, 3 bdrms & bth on 2nd. jai 
terrace, oversized gar $32,950. 


DAKOTA DODGE 


$49,000 
drm 4% bth English Tudor, Excius 
AY on irg plot, formal din rm & all 


necessities for gracious li 
Bordini Real Estate IV 3-2500 
541 Hempstead Tpke. West Hempstead 


Homes —Colorado 


HUERFANO crry — 


porch, bsmt 
private FR 8-0383 
FREEPORT N/W. $33,990 
4 bdrm Colonial ir 


New rgeous 
choice loca. Dir: Sunrise Hwy to Br 
side Av. north % mi to California Av 


east 1 bik to model. Greenbrier Homes 
FREEPORT 8/W—Fieldstone & brict 

Col. ige livingrm frpl. “en, diningrm 
bths, 2-car oe, Se 4 


7 rm, $ den -- 
° n 

ela Genke Geach. att Ast Bs 

3-4440. “pe, ke 


FREEPORT N W. Stearns 
win schools). 
bedrms 3 baths. maid’ 


room & 
$47,500. Owner FR 8-7479 or FR 8-7685 


FREEPORT. Seest Srm split, fin porch 
& basement. W W carver. New alum 
storms. Sacrifice at $20,990. MA 3-0154. 


EAST C3 Charming — FREEPORT on fended’ Bay—modern 
cottage in wooded area, completely Homes Utah b: uitider. beautifully 
furn place 2b poe , 3 DDulktheading A t ie. 
1 . mile sw ‘ > 4 ea lover swimming in " 
ee bh. $22,000. Ca — EAST SALT LAKE SACRIFICE!! |100 ft terrace along waterfront. 3 - 
9-5, N EL SPLIT LEVEL on 80x100—Three bed-irms, huge living and dining room plus 
EAST “MA i = 316 ieciaral = rooms and 1% baths, 22 foot recreationjextra ar den overlooking garden, 2 
spacious rms, liv rm 32x16, room—Eat in Kitchen. Take over 4 fireplaces. Ideally laid out kitchen 
Sound view. Beach rights. % —. G.I, Mortgage—No commission. 0 | dinette and la ry room, fully equipped 
$19,000. TR 3-2448. closing Costs—ASKI $14,500. Prin-|2 full bath.ooms, 2 car garage with 
ch ye ee A DAY SUNDAY }|large storage space, and additional bath- 
E. MEADOW. agg ny brk Cape, A * P. M. ALL WEEK. Al }froom for summer use. Very low taxes 
overszd gruds, 4 bdrm, bsmt, gar, front | 5-9306. Priced at $52.500 for quick sa’ 
rear terr, extras, conv: re! E PATCHOG (Seath Country Shores) |{0F appointment FR 9- 
BELLMORE. $19,000. 6 yr old split nch—5 fireplace, bsmt 
ont r, é my pews. extras Cy St garage = acre, $17,500.) FREEPORT N/W $29,900 
. exist m ve fees. _ 
cat Kine $17,560 overszd | 5 4 Bdrms 22 Bths 
rm, sep rm 
bem itt pete newly d 5 YEAR “OLD TWO FAMILY oy By P....J | ag Re ey 
x . . —— = brk &1] 5 over 6 rms. Deep pl arage 1% top location. You pay tanes on 100". 
sng! ‘a + fam ex- | slocks blic farochial schis 
cee gar. 7 enires, city 9 sewers. bd 


‘on Fulton Ave, Hempstd. IV 6-2600 
2090 Front St. BE. Meadow. IV 9-8000 


19,990 


iT MEADOW $ 
ALL-BRICK RANCH 
Ys Acre — 2-car Gar —2 Bths 


THE BUY OF A LIFETIME! No 
geration—a 10-yr-old All- ~¢ 4 Ranch 
worth many thousands more! On \%-acre 
Dursery grounds, features enormous 
rms, incl large din rm, eat-in kitchen, 
25’ liv rm. 3 twin-sized bedrms, 2 
full baths Custom feateres inc] plaster 
walls + uP attic for more bedrms. 
Near public ~ oS eet 

1} 


812 Fulton Ave, Hemp 


tR ome. 
I TOWN AGENCY 


aE Bekeues RR sta we 9- 3324 
EAST SA 2- 
family “oe mVietdat “& a 
shingle, 6 & at ~ Gl. Corner 
plot 85x85. LY 9- 5 tee 


cAST WILLISTON 
vuLLY AIR-CONDITIONED 
4 BEDROOM HOME 
cums high above this lovely village 
ith gorgeous view & attractive 
surroundings this hose rr ‘bath 
fireplaced 
—. ly rm. 2 car | garage. 


LOOKING FOR IMPROVEMENT? 
A tamily with imagination 8 a little 
creative spirit will love this home and 
can turn a smal! investment into a 
valuable asset. It is well-built, has a 
modern heating system. 4 many ment 


_1802 Hempsi__‘Tpke, East Meadow 

EAST M Aull A. 3-bedroom 

center-hall Ranch, ted, 

new wall-to-wall carpeting” all uttities, 
tras. 602100. Beau y 


Walk to shops & bus. 
$16,500. SU 1-2086 


4 bedrm, 3 baths, 2-car garage & | Usual seatenes a 
featuring the ALL. NEW om Cee vee ing “Arepi “ 
VISTORAMIC KITCHEN baths. ta dining rm 
at the low. low preview price of placed ving rm. ait worth 
$22,990 to $24,990 Low-Low tie AE . $22,500 
Pkway to Hem Tpke.-| 86 HILLSID: AV Williston Pk ‘PI 17-7600 
(east) 1 taille to Bel Rd. | 148 Mineola Blvd, Minecl. PI 6-7200 
Richt (So) 8 biks to model. PE 1-9606 | Nizhts PI 6-7436 
=XCLUSIVE WITH DECCA MA 1-630 
EAST MEADOW, } ih 7 om 
———- ri, on - rofes- Hom A ri 
ally landsca Pp ers rge —_ ona 
bedrms, full dining rm. large living rm es z 
with firepl, 2 f baths, full bsmt+ 
playrm, fully air cond throughout, gar, | EAST WILLISTON—Split Level, 4 bed 
_ | Screened patio, extras galore. Top rms, 2 baths. 2 car gar, yt -- 
* | cation. 500. m. Princ onl PI _2-4935 


gE. > an on Mineola, Westber) 
ranches. 6 
$19,500. Childs K pane. PI 


oat TOs, Si" tres, 1, 
ARLCOPA ARGO VILLAGE 


Fyrentianal Calaniall 


PRE-SELECTED | fi 


*|two swank tiled bat 
-| Phone jax throughout. Excellent condi-° 


500, 
4 BR. 2 BATHS—Pla 
seen be 
Patio — MANY EXTRAS 
reciated. we for professional Owne 8529 
ob executive. FR 9-2660. 4 = 
EEPORT—B full ted = &) HUERFANO brick . 
Jandscaped 7 rm custom bit nt ge pansion attic. 2 years ola, replies. 
pis 4 fall 'tths. ali appa alum scrns, strms. Prncpls PI 1-8450. 


HUERFANO Cape Cod 67x100 4 irg 
bdrms, 2 bths, eat-in —. many 
extras 444% mtg asking $32,500 PI 2-1591 
HUERFANO CITY—4 BIG BEDROOM 
=} Ranch—Big House— 

Big Plot—$32,000. PI 7-5292. 
HUERFANO 139 STRATFORD AVE 
CORNER OF OXFORD VD 
Beautifu. slate roof Colonial 


1 living room ily size GARDEN CITY 
dining room opening onto rear screened|cojonial ranch, Its landscaped pit, Homes — Nebraska 
poe overlooking wide = = tet) car att ar, living rm, din- 
reed grounds. 4 in en, a SS A rea! Distinctive 2-st 
= = oe . terr, awn $43,500. “English res. Perfect ty cond. ‘Slate ‘Toot 
ALSO—VACANT 4 bedroom 2| Nassau Bivd Station PI 6-7077 


all rms ye | size. Den. gh Se pwd’ 
i=. on 2nd 


rm on fl, 
125 tt plot. Low taxes! 


wiastne 
Asking $29.500. Simon. HU. ae 


Arthur’ s din rm, modern kitch, 

breakfast rm, e paneled. family 

=. A sun-filled sun peh, fini 
laun rm, 2 car. Loads of ext 


cemuen oN PI_7-3705. 
rm ranch, 

plaster —— all elec kiteh. 
wen, olf HW heat, dishwater, sto 
& . o a! 

ment, fenced . front 
19,990 after 5 PM Mon-Fri, all 
Jat, Su . IV_ 6-6748. 


HEMPSTEAL 
“A” residential area. nr bOs & st 
living rm, dining rm. eat-in Kitchen 


rms wn; iP: finis! 
basemt, 1% baths, oil heat, arage, 
100, low t 


wk double ble, farase,, man hae 


HUMBOLDT west $24, 
Brk., siate rf., Col., att. gar.. m 
harm ‘ten ‘er to. “i bens 
a! sern. pa oy 
bdrms. bsmt. w/bar, excel, ‘i 
Iv 6-4 

HUMBOLDT w. 


rms, 3 bedrms, den, ov 
sized ki kitchen, walk-in Closets, fully a 
cond, sprinkler system, fire alarm s 
tem, 2-car garage, walk %. sch 


$24,99¢ shopping, transprtn, $37,900 IV 1-1 


HUMBOLDT West—Buxton Noah 
bdrm, 2 bath. Firepl in wood panei 
den, porch, pool area, all applian 
Garage. Extras. $27,000. IV ae 

HUMBOLDT W. Compare 

4 ay AF gy gS: 
fin. bDsmt, frpl, bar, porch, walk 

schools, extras. IV_ 3-7593. 


HUMBOLDT Custom ve Corner b 
Ranch 3 bedrms 3 
= Seatian ful I oon ents Datio. convenk 


HUMBOLDT W. — 2. ee ex 
leut condition 4&3 
rms. rent free $20 Wit. -5621 
$18,000 attrac 
ree shaded phot, 8 rm, 2 bths, 
2-car garage. Vigilant. IV 6-2600. 
HUMBOLDT W. LUXURY HO 
rge wooded plot. Walk 
Schools, shopping, $37,800. Iv_3- 
HEMPSBURG WEST. 8 yr old ne 
rms 1/3 acre, gar, patio, center h 
widow must sell $21,900 RO 4-57 


RICHARDSON Colonial center hall 6 
baths. modern ki ~~| 
en, garage screened porch, ccrnee pest 
low taxes Askg low 30's HU 2-3186. 
GRT NK Kings Immac 
white Col ._* pet. 
bdrms 3 


askin, 339.500. Sin » wy U 2-7575 
RICHARDSON-UNIVERSITY GRDNS 
Beautiful English Tudor home on 80x1 
pict, Must be seen to be appreciated. 
7,500. Phone HU 17-1059. 
RICHARDSON Custom ballt (5 years) 
spacious, 3 bedrooms, 2 up, one down 
porch, extras, $31,900 


R CRARDSON Designer's home. Le 
rs anch. Ctr nal 5 bdrms. 
Praas he. hese den bsmt. pool 
dock ¢ camp tennis. <n es HU_2-8067. 
AT. NK. Thomaston 
er HU 2-104, Engl ru 
Lo tax. Pool. Mny ae. om Terrace Di 


modernized. Plot 120: 
bths, 24 fir, 2 bdrms, 1 
mense > 
kitchen adjacent to laundry rm_ fin- 
ished basement with built- In bar. 2- 
car gar with maid's qtrs above 

ANDOVER AT GARDEN CITY CORP. 

RO 930 


BUERF ANG SOUTH 


Park. (Bald. 
Georgian brick. 4 master] Bordini Real Estate 


3-2500 
54. Hempstead Tpke, West Hempstead 
HUERFANO 
Gurgling Brook.. 
Redwood Contemporary ... 


Over an acre—with a brook running 


to a nearby |—proper features for a 
modernistic ranch! Cathedral ceilinged 
fireplace living room—paneled; — 


wall dining wing opening onto pati 

Paneled den 19x20! Open ceiling kitenen 

with breakfast Vn + Three cnambers, 
S Double garage. 


AT $31,500. . . EUREKA! 
SHOWN BY MARY FORD 


Greenvale. N. ¥ MAyfair 1-5230 
FREMONT ORGAN ISLAND 
Waterview Split, wonderfully iand- 
scaped \% acre. cathedral living rm. 4 


completely fenced in. complete privacy. 
Underground sprinkler system, Close t 
finest shopping center of NYC leading 
branch stores. W frame & cedar 
exterior artistically built. 5 yrs old 
Pnid liv rm w/fpi. also p tee formal liv 
id . Formal din 
- to-date ‘electri kitch & 
area. str bedrm,. tiled bath. 
bedrms, bath. wy ate 
electrically controlled (also doo’ of 2. 
car gar). Ask for Brochure 1239 


peeenacan LISTINGS, INC. 


745 Fift 22, MU 8-3824 
or Hubbell & Alapper. Ritrs, PI 7-2900 


GARDEN ASKING $35,006 
A Taylor Warner Exclusive 
just listed. This beautiful 
_olonial -— with slate roof in desir- 
lott spacious living rm with 
trpice full “dining rm. irg mod ktchn 
sith breakfast bay, pwd " 
staircase, up to ige —— & bth 
. rsized gar 


MAY ONLY BE SEEN WITH 
TAYLOR WARNER 


We are not affiliated with 
, our many exciusive 
101-7th Street Est 1919 
QARDEN 
This distinctive home is nicely placed 
on very rare plot. Built to exacting 
standards owner who is in the busi- 
ness. Narrow cla rds, Gene wain- 
scoting, irregular wiaih pine piauk floors 
upstairs, etc From the outside you 
won't believe mae are 3 nice bedrooms 
& den—guest room with room to 


plus 
grow. Asking $42,500 for quick sale. 


istings. 
ai |_2-7100 


trees, 


48 So Bergen Pi FReeport 8-8050 
BERNALILLO-Vietorian house with old 
“Ctsrom BUILT HOMEPRIVACY fashio space & orivacy, ali modern 
DERING GOLF COURSE conveniences. 1 . beautiful 
™% pon A landsca ‘acres,| @ndscaped terrace, new custom kitchen, 


solid cherry pane library, large 


to} Shuttered livin - Sesement wir 


7_bedrms, 3% R 6-2118 
BERNALILLO ry vr i GI mitge, 
$29,000 Artist designer's 4 yr ol. 
nome, ? bdrms. bths. 2 zone heat- 
ing playrm. firepl almost acre- 
lovely old trees. Charming-must be seen 
to be appreciated. OR 6-1387. 


BERNALILLO Sound. Custom bit ranch, 
10 rms, 4 bdrms, 3 baths, closed porch 
wd burn firepl 2% acres. waut 1 pd, 
fruit orchard, pvt beach rights, pvt 
many extras $45.000 OR 1-3706 
BERNALILLO 1/3 acre, 7 rooms, 3 bed- 
rms, 2 baths, 5% yr old “split split. fire- 
place. 2 car garage den, beach. Near 
Schools & churches. All a a car- 
pet. Princ only. $29,500. R_ 6-3106 
BERNALIL -LOEstate poe, —ok 


ac wooded plot. 4 bedrm 
ktch, 1% baths, den, ar schis. 
& SON, INC, 
25 Gien Si OR 6-2700 


GOLDBERG 

HERRALILED Famed “Roxbury’’ area, 
rms. 4 acre zone, tall trees, gar, 

5 low cash, only $22: 
RANGER Rity 77 ‘School 
BERNALILLO Rambling Ho 
acre, tall trees 1 in 
3 baths, new kit. car Red $36,800 
GPNEPAL EASTERN CO MA 1-5260. 
IBERNALILLO-S rm bengaiew on hill, 
nicely landscaped and fenced, near pri- 
vate beach. $11,000. OR 6-9069 3-7 PM. 


aut _-- 
mod 
$23. 000. 


- 


GLEN HEAD, SEA CLIFF & NEARB 
For Real state See John MacCrate 


ae fen sone ee kit 
° rm. . 
4 bdarms, Re. tid soo 
NEAR BEACH 


RICHARDSON KINGS POINT 
Ranch 3 bdrm, bths, many extras 
ideal acreage $47,000. 5072. 
GT NK, Lake Ranch, 3 bedrms, 
2 baths, 18x24 den, air-conditioned. 
p 2-car. $49,900. ners Agt. IN mane 
rms, ale ey yo ae location 
bth 34 fir, im- ee ge baths, pool. "50.500. 
exquisite new | ‘ft Tasel 
ae HARDSON | Politi, Bob Bose 
anch, I. fully” i cone. 
spkird: "500. * 2-3238. 
RICHARDSON KINGS 


ONLY TEN GRAND CASH 


and you have hit the jackpot of the 
Season! Owner will take second mort- 
gage from any sound buyer! His over- 
an-acre estate is eorgeous landscaped 
His silate-roofed Colonial is simply 

: bay-windowed 


glass 
with fireplace flagstone terrace, stain- 
less stee itche (wall oven, dish- 
washer et al) 
family chambers. two 


Never before advertised 
Exclusively shown 


GENERAL EASTERN. co. 
510 No Blvd, Lake Success, HU 2-8772 


COLFAX-CUMING POINT 

ONE OF THE WORLD'S BEAUTIFUL 
HOMES ON A DREAM WATERFRONT 
SETTING. TWO STORY PRESTIGE 
CONTEMPORARY OF THE FINEST 
MATERIALS CONSTRUCTION, IN- 


ORK SKY-LINE 
VIEW. THIS IS THE EPITOME OF 
BEAUTY & LUXURY. OFFERED AT 
ar AND BY APPOINTMENT 


WE ALSO HAVE ROTATES AVAIL- 
ABLE IN THIS AND OTHER AREAS. 
RELI seamaredamennae 
31 North Station Plaza HU 717-7777 


GREAT NEC! ..... $37,500 


Center hall, spotiess brick Colonial. 
slate roof. In addition to the usual 
there are 4 bdrms, 3% Hollywood baths, 
huge screened porch One of our most 
ae — Piined Streets” 

ransport 


FREE POOL & PARK. $49,500 
All brick Center Hall Colonial. slate 
roof. centrally air-cond, huge livg rm. 
dining rm. flagstone floored paneled 


close tc 


RICHARDSON  Sple = story. 
Sum mod Kitch & bath, det 1 cat Homes — Kansas 
on eed fF SEH Bh ha 
7 7 r > HEMP W—Cape Cod 7 rm. GI m 
156 _Mentogee & TR_5-2266/ "Nr schis & shopg. 57x100° plot 


$18,750. Call owner—iv 1-8019; IV 3- 
MARSHALL. \ acre +, 5 bdrms 
baths. 3-car gar. Choice location. 
taxes $27,500. J M. Serenci: IV 3- 


MARSHALL HARBOR 


vee STN OFFERING 


A first 


20 ley 
> s; Se a 


view overiookin 


RE. Is 
outstanding 10 rm _ ranch, 4 bedrn 
rble firepic; dinil 


MARSHALL SCH oar 


THARMING 3 
“AR GARAGE. 
SCREE 


ine 
FR 4- 
HEWLE PARK 
¢ luxurious home on 1 1/3 acres, com 
3 A ideal yt mother & & daught ter: 
foctors home & off; excl buy 4-64 
MARSHALL EAST ROCKAW. 
year Colonial front split 3 bedrn 
baths, den finished playr 
Waverly Park school district. » Sa 
ing + many extras $35,500. LY 3- 20) 
BAUNSEE SCHOOL SiSTEIOT We 
Custom bullt center hall Col. 4 bdr 
1 baths, eons peneied, playq 


all schod 
“xtras, $29,000. FR 4-4317. 


FLOYD-FOUNTAIN Extremely 
able 4 bdrm, 2% bath home on 
Uificently landsca) 2/3 acre. 
‘ourse arm. Anita F. Stanten. B 
FR 4-4204 


Homes — Texas 


DEAF SMITH Pool/Dock Area 
re -old a 1 fam duplex semi-det 


rms gas heat rm 
& screen windows & doors, Venetian 
blinds, washi mach. refrig. added 


payment to qualified buyer. — 


RUSSELL GARDENS Both young. 
cious Colonials with 4 bedrms. . 
many luxurious extras. High $40's. 


123 Middie Neck Rd. HU 2-820 
DEAF SMITH 
OPPORTUNITY ! 


WAS $26,500—-NOW $24,900 


Attractive young: C/H Ranch 


SEWLETT. Beautiful new 2 story e 
onial, 4 bedrms. 3 baths. Hunt Dr 
vet East. Rockaway Rd. 1 Diock fr 
inion Ave TW_ 1-3600. 
GRADY-GRANT PARK-gtacious. 
gant 10 room home, ne evesgin 
Tremendous buy now. 


GRADY-GRAN-COLD SERING $23, 
-ape Cod Beauty—L¢. a | 
it.—4 Bdrms Ba 
—Playrm. —, bar—Bsmt. & Gar.- 
vcre—Walk to 

YOUNGS AND GARNER, REALTOF 
35 East Main St., Hunt. HA 7-401 
1911 N. ¥. Ave. Hunt. Sta. HA 7-3 


GRADY-GRANT Executive 


Professional spot w/country atm 
ohere adj village, $26,500 000 m 
Beautiful home. Avail now! 8 rms, 


rm, 1% bths. All schools. 
3EE IELIEVING! Call 
KEEN Rity Co. HA 1-1865 


HUNTINGTON—Wincoma 
4AG 


> an thruout, 5 rms, bt 
maid's a oe 165° of Sai 
seach & m ont 
HARVEY F HUNTINGTON 
5A, E. of Glynn's Inn HAmilton 7-2 
GRADY-GRANT ASKING $26 
PLANNING LARGE FAMIl 
MOVE UP—NOT OUT—AS IT GRO 
jee this 3 a penne we Ranch 
J. J. REALTY WOODH! 
HA_3-2201 * iam off 
GRADY “GRANT LLOYD Bt HARBO! 


jew farm ranch aye ac, oe 
trick Col. 508 = 2. ask 
eae & 


SA “e Govechilt sti Cold Spring 
GRA ADY-GRANT (Dix Hills). 


‘enced acre hi 3 
 Rike'byane 
igtT_& Jericho 


t 8- 
Home HA 1- 


Be 
Rental June thru Labor Day, fu 


“your private hou: & 
\% hrs commuting. ANdrew 1- he e 
GRADY-GRANT Village 

ouse 3B. finished attic. dining 
na dinette on bath ss 
‘layrm, 
21,800. Hamilton on 3-506 

5 (Cold Spring 7 

Suen reo 3 bdths, swim 
‘/5 ac_wded. $36,000 Loesel MY 2! 


HUNT. -__ Miltheg setting, prestige 
4 bdrm. 2 bth col fam rm. frpl 


ac. transfd. rare value askg $22 


“ “IRS SE ae ee ee pcan, ee. 6 OORT” NE ea eer ipa eaaera. Sa ers ON Ee rt, Se ee ge eT cae Bis © 34 BESO eee OF PR ET Bigs FN Se I Re cet saat gio % ioe SAS. ep ds 
MME Raise Cie I aA LS EES ER RRR OES Se A ERS TE SRE OE SER Leo SS Ore Ne. SDRAM nn Se 
Layer Pete Mente Eanes” ES pe Rt cote ts ee 2, oo Hae ap a ae Re ae eee Sper Seale) Phe eee oem eaaer igo mele Sree. 38 i SS ee ae i Sea: cee Ae, 6 I Se aa ie eee ly lea rma es) a goa 
che ee fii ESSE Dianna gO I PSE utp ah eT fe Waar 6 SRM MEN eS) TOs oat Rae len a er) tier i) ee "| on ee eae she Cae Crear? => ets) i mes? = zt ee: . ‘ se oe is 
nas teat re aa ‘ § 
eae calc gee & ty ie m a 
MeN ee ae 
Fe 
pete ge a at : 
2 eee a 
; ee ee a 
Pei z 
: v 
-_ 
; i 
a 
P 
Si Ee Wes: Ye 
aes es ice | 2s 
Rep cep i ge Pod 5 big bedrms (4 on one fir) room for 
pee: ‘ at ip 8 “ae | total of 7 bedrms. Magnificent Archi- ae 
Gil ea eke |) MLSS 
oa Sate 
= ad Po | | _ =. 
a oe Pe. . 
A tae | ine | 
LA trim bea fully andscaped Adjacent | 
ae) nen, eee to s s sta & shopping $17.200. | 
ee iegpes ge Raa es j 
Sites Canoe er 
er eee . 
ae r- 
‘ ‘ pe 
“ super-convenient to LIRR stores 
Owner bought another. Askin 
es | 
oN | RIPER, 219-02 North | 
: BAyside 4-1000 ar fu | 
. Po . | 
: w } 
| 
F 1%) finishd bdsemnt 2- 
¢ *h: 6 rms, 3 bdrms ent. | . 
E MER Lkvile, Bch, Real Swmmg 
3 Pool, living rm wi 2 Mstr Bdrms 
Plus 2 Bed Pine Panid Den, 2 Bths, Fin ee 
Tae Og rape ees Bsmt, Gar. $25.500. IV 9-9444. F 
ee 
¥ Ss Rowe ae | pane po 
us = firepla —— 
ecipe TE Poe ure ind, Alum _ 
a oe ages i ict ee | SY 
es ae —_ —_—_—_—_———— 
5 aon en eee 
. = - “m, paneled den; playrm, maids qu 
: % a ters, ige screened terrace, built 
ais ee SEDROOM HOM 
‘eter ey 5 FIREPLACE. BS 
oan PATIO, WALK TO 
eee : VE $21 
is i ei Mee 
is. Ree 
ee ge Pine storane space 20x15 patio. Fenced| 
ad Ap eee? Sia — jin area acre. FHA value $21.000 | 
Oe Be a a. Owner selling at $21.000. Principals 
iS alee oon ___ FR 8-6066 
gee is a a ie FREEPORT Waterfront. 4 yr, 3 bdrm, 
ON ee ees he 2 bths 20x20 livrm. 15x28 playrm 
FE Oo tae Fr a eta carpet, sundeck, patio-dock, extras 
> aeiligy Wit eines Biot GI 4%% $23.990. FR 9-1128 | 
ae ee es | _ 
as Pence ice po 
Jey ee 1,3 bdrm 
. ‘ 5 js : ~ 
; vane | 
: ee 
atc LE HARBOR BEACH BLOCK | Po 
‘ NEW AM ' —_ — - — 
i ‘: * 7 ———_ 
eee ae Homes — Oklahoma 
ft ee -) cht thet EP 
Cia att | Maid s room, third bath. Three car 
: E SECS attached garage. The grand style of 
Ee | tiving—on low cash down! 
ee ' 
a oar a P| pe 
oe i CLUDING SIUONE. | C BLE 7LAD> | 
Ee eee mo' $$$ eee | & PEGGED WOOD. 3 HUGE FAMILY 
zi ape cae RGENFIELD BEDRMS PLUS MASTER SUITE. | SiS ans! 
Eo ty se sp i MA $i¢ MAID'S SUITE AND TREMENDOUS 
ig ae DEN GORGEOUS WHITE SAND 
Fs st aaa 4 | 
ar a4 Rae 
Sa ee oe ere | & churct 
nae ae ROBT 
Ea ee ey 
5 ae” ee $58, 
AF idee | COLON] 
ae era ane We 
i a 3 : 
sinc a ———$— as ee 
c as yee a a 
# ve Ne 
; qt TTTCd Iv 9-3935 | 
aoaee? EAST MEADOW PROPER—LOW TAX | 
FULL SESSION SCHOOL AREA 
See the NEW 1961 | 
Colonial & Hi Ranch 
| 
: Pe 
—— ——— 
zi Bron.:ville st pe a 
was. DE TOOL. Sar porch with, ciumines soning a | ©) 
. ONTEREY see vie C st igarden tool house, beaut shrubbery 
vergreen AV. 2-story. 2-family frame NEW AREA. 2 biks from school, shop- |: jee 
5 1 heat, cogres 119x108; erected pricy ping & trans. Existing mtge approx 
. 1916; partially vacant. Asking $12 311, mt an 
<tets Pe Owner will take back mige fo > a 
‘ i ; aes 090. Broker. X3650 Times 
2 noe sHWICK, 2 family brick with store 
“ elas ii S & S&S rm apts Excel cond 
Z 0. Owner, MI 7-1848 
| a 
5 porch 
a ee S—e 
: 5) W. New, vacant. 6 rm duplex plus — ee — Sp ear ie 
seas al wins: ra 3 nee Ys Rie Wiis c SpS eae Week : a gar Cbs: ide i ie a. : ’ 


Homes — Michigan Homes—Ohio 


Homes—Connecticut 


__ Nomen — Vorment Homes — New Hampshire 


Homes — Maine 


ny -LLOYD dong ra .Wooaed pri- 907 
= 
PREM, ‘ow seine 


ARONE rms, new 
$150.25 inci G & E 341.760 cone 


parece, 2! bths, rs 
~y ty, 2 trpis. ie 
“349.000. Hamilton! 1-0572 


rye H. "BATCHELDER. 


1 ACRE TREES 
rgian st 
su~ 8 charming rms. 


MONTA 
COTTAGES a SALE be RENT tEDDING. Delightful sec 
OTS. Smal! 


care rox 
{rpic, cathedral liv rm. } 
»nds— WE 8-2880: 


a= mm 


RIDGEWOOD oo 
Oak 


MONTCLAIR —5 ROOSEVELT PLACE 


NTING 
nck a Cedar “Colonial ‘nome 3 & 5 ROOMS (2 baths, terr). fr $140 


Modern fireproof cave 
me residential 


on premises. 
SEE Burk or call PI 6-1799 


. Kktchn, garage; opp park; 

d RR, buses. 

small family. MO 8-5357. 

27 CLAREMONT AVE 
5 ROOMS 


cme Garden a pw 
“EXCLUSIVE BUT 
NOT EXPENSIVE” 
3 RMS $96; 3% RMS $102 
2 Bdrm a 4-$112; 4% $125 


LOY HARBOR New Cova 
of 

BEDRMS, 24. BATHS. 2 

009 LON 3017 


irm. liv w/frpl. sep Py rm, sien 


1% ROOMS $82 


transporta 
Pullman kitchen, dining foyer 


7 — 
4 bdths, eran ad % ac 
500. ner. HAm ton 1- 008 


SHOPPING anes a 
400 ACRE 

re. $28, 50t 
6000 « r% 18 or HA 7-6515 aft 6 PM 


Office, 101 Ellwood Ave, M 


Mt Verno —3¥ Rooms, $115 


Warrinanco Village Apts 


Chestnut Sisld—Chestnut 1- ia 


bths. 2 car gar: all appl 
-0069 af 7 


em a 
SARTEOLOWEW Attractive 4-rm apt 
fam. avail Apr 1. $125. MO 


BARTHOLOMEW modern | a 
‘op floor, elevator. Love} 


wpwattes Area. New E 
woooded lot 
% Dths. seaes liv va, Swrestece, built- 
cul & booke diant 


ROWAYTON Jess than $20,000, 

Tape Cod, 7-5 

‘ce, beach aivig. 
3 ae 


ful 
' pped, "™ C GE itttchen, full 
a & tiled with extra room and 


. J * 
ets, — fan, air-conditioner, ; good references. MO ¢ ail 


, bd 
kr iniet Rental. purchase. 
NYC. MU 


2 
HARTHOLOMEW w weneqamc PARK CRAWFORD (fairtiend Weedsr 
commuting. High 4%% Bidg. 
=, Sarto 1-2519. 


xcellen x st opping 
Agent always on prem. WaAverly 53-6859 


udes nagee see photo Ha ate 
- Rd. aT, 2-1 
£-GREENWICH VICINITY 


NEW TERRACE APTS 


gee eee 


CHO, Birchwood Park East, split, 
eraineg ee. paases sit & dinette 


From” $150 
BATES FROM 80 
BEA ROOM: 25 

Vitchens dishwasher built 


Sly TERRACE 


_ ——— 
NTGOMERY puis. NE MAIN 8ST 


FLOYD-FOU NTAIN wraaer! Golf View 
BLE COUNTRY 
3 is APT $127. - DINETTE 
. 137 2620. 


Westchester's most tux- 
ern 


)NTGOMERY HILLS, modern 4 e 
iiot. mewly decorated, Adjacent Stgnts OM APA Bus 
Ye. ROOM 


IND 
EXCELLENT LOCATION. WO 17-3239 


wy 


NTGOMERY HILLS, 147-66 76 Ra 
4 lge rms. 


Hoyer, ‘stall shwr, nr transit & shop’ ‘See pleco basement 


KE PEeNroToc —Sacr $29,500. 
22x50 pool. 
. 3 streets, beautifully land- 
r_8-7935 


BARTHOLOMEU -Daven 
3 bed t $176 


R s 
Ape prof or residential” 


see e Supt 18) oe St. WO 7-458 
30 YR FHA MORTGAGE 


perme, fpl, ~ ee. gar, nr_schis 


LAW! ENCE COLONIAL 


BARTHOLOMEW —LOVELY ‘J = 
of Sound 


BARTHOLOMEU 4% rooms, 
farege, ee —. 


2 baths. $150: gdn apts. 


SHORT HILLS House beautiful! t Over 


acre, beautifull: we 
seaeeee ranch. Allsopp Drexel 
80. 5 WIDDUESEX 

with gas heat and zerag carage at mon: 
ones. lot 50x100. Phone 5-4680. 


SOUTH RIVER. Located in Middlesex 
County. attract 7-room Colonial. large 
Tm 


. mige : 
Near NY em express buses. Piso. 
SPRING LAKE & yr old home consiet- 
ing of 4 bedrms, 2 baths, living rm. 
ining rm, kitchen, hot water heat, 1 
block to beach. Owner says Wobe at 
“gam . Immediate Occupancy. We have 
e 


LONGSTREET AGENCY of € Spring Lake 
312 Morris Ave. Gibson 9-5400 
SPRING. Lg nly brand new ‘eas = 
plit, storms & screens. $26,500. 
Principals. Gibson 9-8895. 


modernized 
aS ca conres. 6-1 


onial—-3 bedrooms. 
room. big ams | room, large kitchen 
rage 


~ STAMFORD—RELOCATED OWNER 
Must sell 1-yr-old charming Ranch in 
No Stamf 


2-car gar. A fine buy. at $46,500. 
BOB MEEK 


FOURvID COUNTY PROP 
se Da_5-4197 


BUILDER'S SACRIFICE 


La | to 
3 bat 5 2 payee. fF r pesemt, attic, 
KENNETH IVES & CO. 


961 DA 2-344) 
es st hye MU_8-1900 


playrm /ples-3 bdrms-2 B 
—| JAMES E. GREENBERG 
. large living room with fire. Westport CA 7-1002 


ate RIVERDALE 

Valentine Manor 
NEW LUXURY BLDG | 
CHOICE APARTMENT 


2%, 3%, av & Sia Ri 


“RIVER EDGE 
615 WARBURTON AV§ 


OVERLOOKING HUDSON RIV 


VO 1-5599 

HANCOCK 3 rooms. 

son, new building 

ming pool & parking. $125. onnee 
tation. Immediate 


place. family size din’ 
den WILTON. on sonst, 4 yrs . 2 acres 
4 bdrms. bt 


(Se om" garage, beautiful ercungs 
agg gaa and roomy, 


ae 


5 bedroo; 2 tile 
ms, 
baths, excellent location se 


oom ns ot me 


WARREN ST. 42, 25x100 store, bsmt @) 
lofts —* nr CS rent all- 


y privacy 
email ag development 
+ Bidr, 


qnee. River & falls-1 story, 


3 2 acs 

3HORELINE REAL ESTATE. PO 2- 5548 
WHITE sT. 51, mr Canal Bt 
ft store—2 bsmnts. Air cond 
vy load. etc. Pric> $12,000. BO 9-8880. 


WHITE MEADOW LAKE, 3 
furnished 


 paegyet te tire, oll oth. aa 3 


STRATFORD. 


in Putney. Center pan Cc 1 with 
bed , - A 


Homes —New York WHITE MEADOW LK. $9,250. Beaut. 


le kitchen with. dishwasher 

floor «tility basement playroom 
2 Daths. ll "cosets, 5 fireplaces. screened 
2orch. Acre lot. large swimming pool 


+g] on floor, 
2 livt din room pewty ve 
mode’ irs 


Owner transferred $34,900. 
Two minutes to Merritt Parkway and 
‘en minutes to Connecticut Thruway. 
Contact | a 
3TAMFORD HILLS — On nearly 7 
acres high open land of fiel & 
wrehard surrounded by big old maples 
150 yr oid remodeled farmhouse. Liv 
‘ng rm, dining rm, both with fire- 
laces, den, 4 bedrms, . Big 
barn. little’ playhouse. Owner Trans 
erred. f 
EXCLUSIVELY SHOWN BY 
LA A 


Long Ridge at_Erskine DA 2-269 


AMFOR: R: 
. — 3 dedroom bath” 


borhood. 
tpl. @ a 1/3 landscaped 
DA » ~ oe 
Wee ke ik 


STAMFORD, A less ‘inership de 
solving, sell at loss saw Mill Rd. Co 
‘onial, 2 acres, lake sq ft wae 
area, igasecnpes. red a fren $55 
2, $48,200. is won't last long. ist 
isting. NE 17-2041. DA 4- 9366. 

STAMFORD. Beautiful one acre house 
sites $7,500 to $8,500. “Riso av available 
rm ranch, $37, 

Merritt Pkwy, wee Rd exit follow 4 
a vo mae DA 5-1 
iTA Ranch 1+ acre, lib—ree rm 
with fir i, 3 bdrms, 2 baths, $48,500. 

3eo. Castles DA 2-1601. _ 
STAMFORD. Distinctive home, 3 bed- 
rms, 3 baths, swim pool 000 
JACK McLAUGHLIN, DA _ 2-1651 

3 irable split le lev. = rm, 
fples, 3 bdrms, 2 bths, $29,000 

CABLE Rity. FI 8-4247. 


id, Glen Is App. NE 3-6168 
TIPPECANOE eat w 
Bn} FACES 


oar © aon 


AWRENCE. New Colonial 5 
B'way to Lord Ave, turn 1 bloc 
-ismore Rd. left to model. C 


ng. A 
all day Sat-Sun. UN 9-0979 8-yr = ranch: 


yi Modern Garden 605 NEWKIRK AVE 


rm; dine ull 
Is; patio. say condl- 
mls, ye ore. 


-RITTEND 
SHERRYWOOD SHOPPING AKEA FLOYD- FOUNTAIN 31 79 St. 
ware kitch 


MIDDLESEX -Ridgecroft Apts, View of 
natural beauty, conven to everything. 
¥% rms $120 mo. ME 1-1791. 
MIDDLESEX vic. 3% & 4% rms from 
$130. Swimming pool. Cedar Hill ar- 
tens. 35 So Bway Irvington. LY 1- 


Homes—Virginia 


rms, sq en, garage 

REDUCED TO $14,890 FLOYD- FOUNTAINGIS 
rm efficienc 4 

elev. Immed. Agent, um 


POUT AN IN GOALIE ECONOM MY! 
CaLae: "SUBURBAN LIVING 
iw COST! 


—_—=— means _ 


LEVITTOWN 
NO CLOS!NG FEES 
AIR-CONDITIONED, ELEV APTS 
“6291 OVERLOOK TERRACE 
Fairview, Prospect & Maple Aves 


-13, 3%, 4, 4%, § Rms, fr $130). 


FREE bgas. ‘FREE fe- Sosees 
ON ARKIN 


IMMEDIATE ‘OCCUPANCY 


Colonia! with wide. ‘center Haif” 
li dinin: 


. den with th. built-in book - 
selves, pantry, kitchen & 
rs 


with dressing room & 
rooms & ba 

bedroom, bath & storage. 3 car gar- 

cellent location Offered at 


= 


Ppa 

. S&S, walk to swimming. p 
Bacipals only. $17 i 000. 
hot 16 Oak St. Le 
evitt hse) 4 ige Berms, 2 dths. lge OLt 

in «itchen, es all ap- 
nees 


GEORGIAN COLONIAL 


con 
ye aaa ige fam. $16,990 Sdene eee Built- = 
wi 


"950 2 bedrms, ‘50 
on beaut corner plot in desir- room 
vi Only $990 and all the Takes youu tn ns,“ 


me: 
include wall- to-wall car] 
air-cond trains daily) 


Homes— Tennessee 


Ov 
4 dcrms, 4 bths, panid din 
incl 


3TO: T z 
2nd traffic light west of Route re 
MULTIPLE LISTINGS 


10 DUNES—Private beach, all brick 
gal 2 family. 6 se with a0 te rms 


749 Scotland - Orange 


531,000. 
“private beach, 3 1 y Luxury 4 to 5%, apt apts. 


PRIVA TE 
Central air conditioning. 35 |Satn living 3 bedrooms 


basement. a 
Lots of charm here for only $20, 


»0—Cape Cod, Stone & Brick, 8 rms 
bedrms, 4 baths, large living & din- 
indeck, ¢ 


LEWIS-1 LOADON hi Coe from $16,900 Up 
10 So. Maple Ave. Ridgewood GI 5-8077 
MARICOPA & VIC 
WE SPECIALIZE IN FINDING HOMES 

FOR OUT OF TOW YERS 
LIBERAL FINANCING AVAILABLE 
Homes — Mississippi 
ube -OF -TOWNERS 


Oo —— Ranch 


beach area. 4 br, 2 bths + 2| “EWIS-LOADON si 
. Trans. 


}® Private Beach-gorgeous 3 bedrm 


Homes —Louisiana 


LEW /1S-LOADON Country try Club Garden 
2-STORY LUXURY GARDEN BLDG 
Peltiam Country Ciud 


3% Rms w/Terrace, $137 
4% Rms Terrace, fr $162 


rae ALL CONVENIENCES 
Pelhamdale Ave or PE 8-1907 


LEWIS-LOADON 2% large rooms. eles 
‘se. 


Ridge 
OPEN SUNDAYS AND EVEN 
Ridgewood. Clse 


Gd school—4 bdrm—1 wth—fam F rm—att 
gar, $24,800. Owner Gilbert 5-9712 


h hous, 
eal ire fam. many unusual features. 
$50.000 E 


c HARLES | Teacher leaving town 
j come. ‘beautifully landscaped 


-O-Rama™ selec- 
time-effort. Schultz & 


LEWIS. LOADON 4704 Bos p rad 
soe Patt Trovato OF No _Mapie Ave 


ranch 5% rms, 3 bdrms 
older house 2 bdrm, gar 
rm ranch for retirement 
F FRINTZILAS. OR 1- 0682. 


Me - Wg layout ; 
ocation- ee facia, eee PE ae es 


S, un rm, por, gar. J 
Gilsenan & Co, Glibert i es 


BOTETOURT Englewood. On Trafalgar 
St. 9 rm. brk & stone 4 bdrms, 3 
othe 2 lav. tam rm. scrnd por. re Tm. 
car ser. e Dp ner 
TEaneck 6.5372, Hind 

BOTETOURT” 900. 4 bdrm Cape Cot 
att garage, brick screened 

finished recreation rm, $15.00," Sigs 54% 
mtg may be assumed. TE 3-0316 
BUTLER . $24,990, 7-rm split 8 yrs ? 
bdrms, finished rec rm. expan attic 
patios oversized gar, 65x150 plot 4% 
er mtg. extras. nr everything 6-165) 
BOTETOURT split level Tudor. W 
Eng. Whittier 4 bdrms, 2% baths. fir 
bsmt, heated attic. 2 ont ‘ar, en 
extras. 0 200. Prine only. 71-7734 


UTLE! 
ROARING 20'S 


Colonial—3 bedrooms, 1% bathe, _tvme- 
room, big dining room, large 
2 car garage 


Ranch—8 year old, living: ‘room-din- 
ing room combination wit 

modern kitchen, 3 bedrooms, tile bath 
attached garage lovely location 
Colonial—Stone frame. excellent 
transportation and school area, foyer 
entrance, large living room with fire- 


attached” garage, beau 


CHentel=shetiow and roomy, 
room. room dining room, mod- 
ern ikitenes 5 bedrooms. 2 new tile 
baths, excellent location........ 800 


SMITH-DAVIS, Inc. 
53 County Rd. Tenafly _ LOwell_ 7-1166 
“BUTLER Young 3-barm, 1%-bth cu 

Colonial; firpl; beaut. area. $25,900. 
Frank Dupignac, LO 7-4300 


RE 


BUTLER 5 
Old Smith section; wooded knoll 
$55,000. Garrett Felter, LOwell 


TENAFL acre; ist fir master bdrm 
& sate. 28 a rm a 


Ddrme; den. firepl ih fst a 

rms; :_ firepl: 900. 

Realty, LO 717-5550; 7-1313. 

TENAFL one Lary berm ¥, ta Cape 
immed (Ww: 

Prestige! $43,900 Jack smith. 6 T-4 cons 
TENAFL E. “i Beastif % sere 
ons, Moteia ¢ on S Sea. ry & L Cus- 

Homes : PO 


8-5930 
“ToTowa sone, 


Homes — Alabama 


Herbert 
> at Br.WO 2-3454. OA 7- 2500( NJ) 


HAMPSHIRE Lake 6 rm brk & stone 
ranch, fully landsc 1% ac, lige equippec 
becue. Pvt rd. 3 ig 


CE SELECTION 
st NEW 1 & 2-FAMILY 


lipped 2c . ed 
julppeil; 2-car garage, pav 
location 


WOODCLIFF LAKE. Custom 


. Thomas Bustard. NOrth 
room Set Hoot. cheer ul ul. kitchen, in- 
and 


Homes —New — 


EXCLUSIVE LISTING! 


95 NORTH BROADWAY 
Beautiful garden apts in arr Geor 
setting: 3% & 4% rms from : 


ree outdoor rking, 
Shopping & all fransp. Su 
-HUDSON 


RN DISHWASHER 
a 


». Supt o ov WH  6-0395 


MILLION = 


RMS 
axcel” location. EN T8900 


t 
350 Warburton Ave. See supt. ‘or 


23 VALENTINE 


1 Remsen Rd. New Ga 
elevator bids. True suburban ii 
™. Me. 4%. 
TERMS 

WO 1-5599 Yo 8 
ng oe . we A 
2 2 Sues, = Ee oe $128; 4, terr. § 

swim pl. Supt, GR'6- 
HANCOCK vic Lincoin Park. Mets 
bedrm apt, 2-fam house 
a garden. Convenient! ioca 

195; furn $946. ¥ 


jing Ctr, nr ¢t 


Homes — Rhode Island 


NEWPORT Gr vstone area. 5 © 
large rooms. excellent “Ioeétion, 
bidg. ist floor corner. 
convenient schools, Yo 8 
NEWPORT TUCKAHO & 
GRASSY SPRAIN GARDEN AP 
Modern, beautiful 3% large rms, 
Garage available, 
NEWPORT Rive 

urious 4 rm apt fully air cond 1 Im 
recup KI 3-4484. 
NEWPORT. 6 ige rms, > bots 2 

ross Co Center, $200 


faa" Soren orence St. si 77-4940, 


% f wont, tne Inquire Su 
or r re 
Bronx River Road. * 


Pp Garden apt, 3% 
$114.20, near shops. RR station, 
parking 361 arkview Ave SP 9-4 


NEW CASTLE —NEW DELUXE 

8-STORY ELEVATOR APTS 
center-hall Ranch, newly decora 
new wall-to-wall ge all uti 
eR extras. 60x100. Beautifully | 
Wa 
SM Roots 
1 3 BEDROOMS) 


Homes — Maryland 


M BOs). ass 
iB | (2 BATHS-TERRACE) .. 
(3 BEDROOMS-TERRACE).... 
OVERLOOKING Se — He 


MORE 
HOMES 


A CHOICE INVESTMENT 


This season the average 
nighttime program on the 
CBS Television Network 
delivers 785,000 more U.S. 
homes than the s 
work, 996,000 more homes 
than the third. This makes 
the seventh straight year 
that our advertisers are 
winning the biggest na- 
tionwide audiences i 
i As appraised 
from A.C. Nielsen Reports 
I October 1960-I March 
1961, 6 to 11 pm, AA basis. 


PRINCE GEORGE 
seautifully paeeenoet 


Av at circle. Modern, 
_Mal elev. . 3%, 4%. Agent on prem. 


THE. WESTBROOK 


Modern Elevator Apartments 
Short Walk to Schools & 
on 


44 NORTH BROADWAY 
i} STORY MUDERN ELEVATOR APTS 
CENTRALLY 
Rms from 
Supt or phone RO 1-0546 
WHITE PLAIN VILL GREEN 


95 
Beautiful parse apts in eb 


outdoo : schools, 
shopping & J transp. Supt WH 68-5116 
325 MAIN 8ST 
R BLDG 


Huge 52 (3 Bedrms) 


2 BATHS, TERRA, pepawasnen 
ALSO ROOM. 


BEST LOCATION 


CBS TELEVISION NETWORK 


0. ‘WH 9-381: 9-3811 


ns; big living-dining area 
peek. 2 blocks to ocean. 
urn'd, oy cond. -op apt for. 
$25,000 . car ets. cu a ins. ‘otf 
farnish’s oe) 
FREE PARKING 
Ultra-modern kitchens, Birchwod 
Private terraces Red 
area Alr Conditionin 
DIRECTIONS: BY CAR — Bro 
River eau to Crosg County Pkw 
west on Cross County to last ex 
(before toll charge) umsey Req 
Left turn on Rum: a, to bid 
BY S—Gett: bus 


ty Sq. oak | tee. 
Homes —North Caroling 


CATAWBA 
The Carleton House 1 
qeotussouse Washington 
minutes from -mid-Ma: 
near golf clubs, yacht clubs, all 
veniences. All apartments have pri 
terraces off living or ——s room 
layouts off large foy 


ON & Oo 
0395:| &: o  haeaal CONCRETE C¢ 


to - 
Sn fatkrsonte gst UCTIO 
I Now RENTING 
HY a 


3TR 


FOR a abe OCCUPANCY 
1 BEDROOM A PARTMENTS FRO. 


215 


“ones seth Carolina 


per month 
Also 3 Bedroom: per 
Car directions: New England 
to Exit (#9) 


1 REMSEN ROAL 
New Soren, Baxsier MART 
3 ROOM 


rooms, ayeroouina Hea 


OUTSTANDING VIEW 


panc 
350 Gute Ave. See supt or CG) 


CHESTERFIELD 3 VALENTINE LANi 


BKLYN HEIGHTS. 4 story convenient to every 
four 6 ——. apts.. 


msen Rd. New Taree 
Cobble Hu. 
ss: cay. ‘B00. 4 family, excel "True eperten livin 
$30 000. cash. E 


— —678 WARBURTON avs 
Homes — Georgia anne 16 WARI 


inel ‘vas. pkg. swim pl. Supt, G 


Si rms, J-fam, ‘ultra mod jo every WESTPORT BLUEWATER HL 
Sontemporary ranch house, private —_ 
m. Large glass louvered oe 
rees. $40, Ow 


SPARTAN N vie _Lincoin Fs rk 


. bat 
garden Conveniently iocated. Ur 
_furn $245. YO 3-47 a 


rm apt: 
‘ rages, for rent $180, vi 
centra age Rf. "Cognty Shopping 
bdrms, brick fireplace. full on ™. 0 8-7649 


rall fence. CApital 7-8224. 


ag convenient to ever: 


Moa Se bidg 3- on” va mg, Ss 114 
1ST Val TaapbeED “0 MUST gm. 
APR 7! 


- APTS 
~rivate trances countritied settin: 
rT entr in nN =, on 2 


tation 2-car 
> Sars S seer . the wé's Bhutte-Ematia Oe e- 


LEWIS-LOADON 44 rm modern 
apt available May ist. 
‘1 $165 mo 


¥ vie. — water % 
UST, Sa fi Fs Garan. refrig. 2 air-cond. 
sbler. 5 be 5 hs 


$19,990, Ohiver 2-4411. 


1-6500_ext “246 during day 


Jnion. Rnch, 3 bdrm, 1¥ bths 
firepic, large finished rm yj - 
sble professional or priv: 
ing $30,000. Mu 
N RY 
IDEAL "LOCATION FOR PROFES- 
SIONAL USE. MURDOCK 6-7559. 


Supt Inion 4-7274 
CHEROKEE | ig mins Times 


Large 2 rooms Spec ba wd 
BLECKLEY.wWESTON-NORWALK 6156 _ 


Se schools ae yo $- 72 


hs 
Pairiielg® Land. ‘& Tithe 


beautiful ~~» large 7. rh 
- 2998 


CHEROKEE 10 min Times 80. 3 rm. 
loc N_ 4-69: 4 sun, wkdays eves 
680—Extra- -ige rm & 


iver Read. 
“ur yyy’ J 
3 4484 


- 
eon 


bath for busn or prof iady with prot SPARTAN é ize rms, ) “baths, 2 fa 


to Chatsworth Ave. 
on Chatsworth 2 _ block 


si 
garden apts 3] w, lock 
WH _ 8-5908. ashington Square. saan % bd : 


CmESTEAPINLD Fi ‘PARK SITE APTS 
2 Westchester Av at circle. Modern 
ual elev. bidg. 3%. 449. Agent on prem 


apartments. Or: Boston Post Rd 
1) to Chatsworth Ave. in Larchm« 


oy ._ 4 
ing © on premises—open 
and Sunda 


TEnnyson 4- 
OR 
Brown, Harris, Stevens, In 


Managing Aomé 
14 East 7th St. . Xford 7-8 


SPLIT-LEVELS 


7, 


Ss. plus den & 4th 
1200 “7 i playooes fin! 
large joor 
beautifeity ‘eusenat ed, 
— redwi m 
€, ramatica ally dropped itving 
fi 


taxes. or 
mitted to new mize 
payment Myrtle 


CATAWBA #2 STORY ELEV AP” 
Tudor: magnificent gardens for co 
Fan. 3h, bs. 4 master bdrms + mai 


ta 

w fireple & bar Low 50's. 
CATAWBA EW DELUXE 
Fieldstone brick frame 
liv’g rm w fpl. formal din's rm. eat 
in modern kitchen. 3 large bedrooms 
1% bath. garage Sonne landscapes 

plot lovely sec GODR 2-1) 
CATAWBA | area! Biniacties 2-ste 
Englisn res. Perfect cond. Slate ro 

all rms king size. Den. new kitch. pw 


Homes —Florida 


BRADFORD 
2 biks to everyth 


$291 


mes Sq; 3% 
4% rms full hskp all impvts;. $30- 


Lovet 
altered corner bidet Cent hail, 


recent 
2 pr 


. 


LE raat a Remar Wri <> eas ohh ey ay ek ee ve te ena. es, Ca Rim eR a, (0S eon Thr cy Seed Mies, Dilan sete ae er. Ses et SA ait PANT y Be ASS OS give Mani = le aie i ee ce a lee s eghel as is ict rey ef it a us einiy eine Shite Ton) SR age Nae Oe a 
are re ad lead ah tase aaa A er 
ae : ee “‘_ . = ae oh. — OE FI ae aie Padi eo 4 3 “al eee ive aes ger at we Aas a im we gpa ‘ ree a eS ee pei AR ue ay ee aaa os weg ae wea pr oee et a pect ae Pe ei te — i Teena RUNES 
ee icviahags 
- 
_ Homes—Pennsylvania ee a 
Py —_- nn ne tn a 
Meee REDDING Two Houses $37,500 NELAND—6 rms, tle bth om 175 x [ST CARROLL-new split level, 1 7 
Coe One a yr round modern Ranch with 160 corner, paved sts, rents trees community, 9 rms, 4 bdrms, recrea- Bey 
(ae Sa 3 or 4 Ddrms. The other a Celight- PLUS 4 ean Pi e w/iav. & sink |':ion room, fireplace, 2-car garage, den aa 
Leo TIE - ful rustic house usable for a long EASILY CONVE: TED TO DRS OFC- ee on dead-end street bast +} ‘Se 
te beach | Mi 1 Dik hosp. Many extras. $90,000. Fo: | Call for appointment. days RE 6-1 Bek: 
i) details; Mrs. M ifi, State & Chest: | »venings. 1-3579. or inquire 9 Lin- Reis 
ae —— j¥ — - — nut Ave, Vineland, ten Ct. West O te he = 
- es - wate a : , 5 ee ¢ custom ranch aa 
vig | _— — WAKEFIELD, bre det 2 fam 1-6, 1-7, Panoramic view of skyline, 7 - Bim 
res = : bsmt, lare zon: economical | iarge rms, jalousied porch, 4-car gar.) HANCOCK NEX BLIC & : 
: BROKERS ras. io cummin hes Po pa 524.500. Cash $6,000. terms vall/wall carpet, full drapes. ice wate: | , 
| MILTON 7-5300 150 E Jeriche oh le JEROME Reservoir vic, bre det.| n tap, extras, leaving state, $50,000 
| PIONEER 7-245 a P 2orner, 1-6, 1-9 extra ige rms, full bsmt.| value for $45,500. RE 1-545« ' 
— — ¥ wk eve al, 2 car det Ee. Exc oppty profes- | WEST ONNEEEE ~ —_ es © 
— ME ional use. $50,000. terms. bedroo: free swimming pool; outside par 
q EFIE PELHA PARKWAY NORTH, brk det. | air-condi 3-3% & 4 rms; new elev bidg, 
- ; RIDGEFI 7 rms. (4 bdrms), full bsmt, patio, 2 car | -venings. air cond; see supt on prem. 
. acre. private Rd. Owne ve = ijayouts near bu / let gar. Asking $22.500. eee GR 6-4085 
' pisferred $37,500—AR_1-0246 r building. joptional w MANY. OTHERS OPEN TODAY 
BE LAMAZO0 | W re : —— WILTON NORWALK » eueeeaieill 
. pane! playroom, Patio bullt- HANCOCK 
a a NS | esc | gee 
; eG ————————_—__—_—_————— , 
mee: MT VERNO | Spanish Duplex, beamec anch—8 year old, living room-din- seed ~~ ~~ pp ~ peel Terrace, 2 bths, Immed occup 
ed living rm, fireplace; dining rm, 2 Mader easton with fireplace. | :s9 se9-Contemp-attrac. landsc ac 4 2B ‘ 
Bee conv attached ag 
es jofl on .. Colont ‘ae 
ee LAMAZ Ideal for G = + es 
: = a LOOQ—Ideat fer Gen'l Prac | entrar ee 
anes r $04 Goo! Expandable ranch. brz : Bee = 2 ees 
a Bt Rs ’ gar. % acre cor., best offer for a commuting executive. On 1. Tor cave 
' | 3-8543 Immediate occupancy, garage avail. ecres with stream-fed natural swim- _ _ Sale es 
See rie — Agent on premises ming 4 and in immaculate condi- | room, pa and garage $24.900] porch, comp! air cond. 5 min to RR | HANCOCK a 1. (eMe iaareetes 
pe St a —— tion. t ae liv rm w/fpl, dining Colonial—Brick and frame. 9 years| > car garage. $40,000 Owner, Porte: | New elev bidg. convenient to e Same nite 
: re MT VERNO PF rm, panel brkfst rm, kit w/appis, : " in- | ?-3430. thing. — be] rms. Immed oq eee 
et oe ie ae ry hs | _— —_________ ECIAL TERMS ees ' 
: —_—_—_—_—_—— | YO _8-6095 YO 8 as 
, ae ) 90" — —— ee 
a hsic oS — 
aaa : ay ii aaee ie 
» ed x BOP ces 
. NS splendor. ; aa ae 
pi _ ‘ ea beret 
ee %2 5. 23 ST KI 17-8104 a 5 Sm eee 
ee i cisternae ait TEN Magee) 
en RANCH & 80-FT 2-STORY ST Dk Onial Fai mh over 2 acres. | WAKEFIELD 7 rms | Bl ae 
SANE) 950 Bn a HA 3-934! See Easy mmuting. Porch entrance, a 33x177 | | ay 
coer! LLAMAZOC = lagstone foyer 40 iving KIEFHABER | F wae 
eee? es. 2% — By 20s) 
Bere” p_extras $25 eae 
‘ Se LAMAZOO VILL. 1ll-reom hom: sy pe 
ce p24 professibnal office; $28.000 OF ee aa pales ti 
WM sco oncevcawy aurea | ae [Sas “ 
fee LAMAZ00.GREENLAWN_ Al rms. 2% baths eat. April Ai ela taac 
2 oe inch. 3 bdrms, Dlayrm. rept w/w. transp, “Leaking fay, June. $125 mo. 23 Miami Trail | ‘ross County Shopr Rouii so 
See 10, GE dishwash, $18,990. AN 1-0524 = ee —— all UNion 9-0056 MO 8-7649 > Ba or 
x ie See to station. $155. MO 4-1386. _ hae 
z= Be ey : CARROI I 5 large reoms, sunperch ee 1 ~ yyy 7 meee aianatisiitniateil - - Pere 
. al bk ee MU 7 | — CANARSIE —— — 3 
- att a . Be . 
F | fe. | _Dot A Agcy. TE 8-55i8_ OF ALMO 
a : CRA ._ Over- “Seagiiens bdrms, 2 bt r ce 
eee : lox HI $30": ISTING VA & FHA MTGES. hall, ige din_rn kK r& a 
i ! DA 2-168 OTHER RESALES ALSO AVAIL. vefrig, Ige i ; 
Ri i bdrw TOP DOLLAR VALUES Laun rm eg | eae Ga 
schis OPEN EVERY DAY iriveway. ¢ _ = Tene 
- : 115 TERRY R'LTY 9105 AV. L. CL 1-1200 | $24,000 mtge PA 6-3753, NJ | ; 
‘ 5 : BAY BRIDGE 83 St. delached 1 family a Bat oe 
id : tr a ie ; . baif-acre an 
get CARROLL Sub-lease spacious modern | 4580 600 ae ceepaae 
e s —— 3% Rm Apt. opp park; elev, air-cond, | —— i aes — 
dd ote NY bus at corner. $174 mo WA 3-3783 : 
— A ee cee meee. Gee A RE TA ROIS SR NR - 
ie BARTHOLOMEU __ Pine Grove Manor| pe ,a NDS ee 
: agiod Garden cooperative apts. Total in- " } \ 14 4 wrenr 
a. s. | vestments $400, 2-bedroom units $101.75 FP VILL_ GREEN __ Detach Pps 
- | ts $400, 2-bedr 5m “tte 
—— Hollyw Zo 
pie in ov 1 occ —————— le 
i } sai az. " LUXURY a BLDG. ” Homes — Delaware a ee 
Rr 3h lock. - ee waaay 
ee Supt on é WE 9-753: eC Lene 
Shee ti 32 Rit > & 3 175_ & $140 | a ha 
BF, is LA 
— Epes Ave : ee 
aerate $160 ve a pie 
“ <yas HUDSO i a 
I < re BEJ RIVILEGES — fully landscaped garden apt. te Sot 
: ; | 2% & 3% rm apt. NE 6-3370 ADA bths Tee et page 
fe hort sublease.| “D5. * : : —— 2 
; om la fir, excel e 
ae | Avail ; 
: ae 
“ Deri j# acre wooded plot. 2 patios, ele- | $152 ¢ ee ee 
, aga mod = — porch/terrace, 2 as 
“Es ht Py 5 podrans, Si bins = 2 baths, garden apts 3] .each has custom closet wall); 2 ba tg 
= hail, liv, ‘din’g, Drkfst, den, bar, | ¢ te beach.| » | 0 WH 8-9008. | dresing area: all-elec. kitchen. bull 
r : rcom, hi fi, 2 w/b frpic, ultra mod — , RK SITE APTS Be = 
ni : , hn, ete. Every conceivable luxury. | ‘ ROCHE! 1-307 ay pt 
u 5 i bsmt, 2 car gar. Low taxes. Quiet | ™%. $12 i 
o stige area. Walk to schools. shops, RAHWAY met selling 6 rm h nee 
_ | perry ks Corea ecans Orme Saat ren 
: 700d com'ting. Call after 5. FU 1-5592 
r a 
; es ag — Tr _ oe 
O = - ——s iR $125 ae 
ee Frm | Wanted! Owner: Demlinger, SHadyside 10 Franklin Ave, See Supt. RO’ 1-247! Pee 
icc - . ncaa a 
ae 100 mo | MONTGOMERY ————RUMBON ware ec. ime 
on Peles »- 0858. FARMS ESTATES RIVERFRONT | Ree. 
yee DSON BLVD| ELLEN HAZZELTON RUMSON 1-2005 poe ie 
6 rae $115. Modern a 
Ww ee _ — _ - Soh 
irr Fagads | ie 
yr Pane ag 
rp re raat : 
20 eae » t J 
—- at 
1 na Maer 
v0 :. / | | eer: 2 
: in i | DISTINCTIVE LOBBY AND | 
; | | TRANCE . DELUXE REFRIGERAT( i 
J i | FREEZER . ULTRA-MODERN KITGii 
m a ie. ENS WITH FORMICA WORK_ T< i 
3 yi CLOSETS . GLASS : 
— aneweed CLOSED STALL SHOWERS . ALUM 
53-5400 4UM WINDOW SCREENS . COLOF 3 
om SE r a TUL mc R COR ait 
nea ER eon 
x : I g room | See 
a nen fireplace ee ; 
fr { 2 A bIX love- | 
: % * . : ull base- | - ‘ 
: ¥. shop wrage. Extra: 
hi ITEND fishing et, intercom a mont 
; ze lot, sta (33 er, refrigera- | place. family size dining room, paneled i | Thru : 
utility Sena a is . den, farm kitchen with dining area — stra 4 
3. ‘Tr, crpts comb scrns $16,990. Po 3 bedrooms, finished paneled recreation ole <a 
6-5719 room, patio and garage £24,900 a ean 
Ba Fe en Colonial—Brick and frame, 9 years me - eae 
r x EE 906 E. Ridgewood Avenue young. livin room with fi 5 in- ed, ae pe = nae, 
3 1 LOADON * en, 1% baths Asieaer gaat ie ina 
‘PEE abuicus | MARICOPA iopant he = —|% ‘Saat 
; ZO DUNES _» | Early American farmhouse, completely te CHES’ tte Gey, 
ee ey wch type bh : : 4th bedrm, . . eS 
im4¢ = 500. tchen, spa- ray ee ths 
m pe, SYLVAN REALTY & new tile — gee 
-) mate East Park Av GE _1-1730] nee. . T - ae at 
cP EE | as ; 
hi * . ° Picture Book Cape Cod. Immaculate SPARTAN 3 rae 
; hools, churches, stores. ear-by \ ee —___—- Be 
38 Ste e slate patio. 2 car finished ga- edtncent Mountain Rallrosd. par i condition Fireplace, porch, 4 bedrooms } son. new Ts ae 
NI , 2 Plot 77’x157’. Tree lined quiet}; ' . om Dl or 
bt f : et, grounds peetenenete land- PO Sell-Leaving For West Coast. Cen a ak 
xed Sprinkler rivate Beach rights | a all spacious Ranct District 3 2 
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The Editorial Viewpoint... — 


No Rush to Reeves, Please 


A couple of years ago we suggested that the late Col. Elliott White 
Springs of Springmaid sheets wrote very funny copy sometimes and 
we hoped no one would try to imitate it—that second-hand Springs 
would be bad for the business. 

We would now like to make the same point with Rosser Reeves’ 
“Reality in Advertising.” It’s quite a book. It works for Bates clients 
and for the Bates agency. But if all the agencies in America were to 
flock to the U.S.P.-penetration standard, we’d need fast-fast-FAST 
relief. The air would be hideous with the echoing claim and the dia- 
grammatic complaint, and the poor audience would be cowering be- 
fore the most tasteless and strident barrage of commercials in history. 

We don’t think this will happen. Most advertisers and agencies rec- 
ognize that there is no single road to commercial success, and the di- 
versity of those roads, and the ingenuity which marks their explora- 
tion, have been one of the pleasant phases of postwar advertising. We 
would hate to think that anyone would take a quick reading of ‘“Real- 
ity” and go to work on the public with a baseball bat. This would be 
foolish, fruitless, and fraught with danger to the advertising business. 

Nevertheless, we are glad the book was written, and—despite some 
people’s concern—glad that it is being given so much general public- 
ity. Undoubtedly, it will provide some fuel for the flames of those 
who dislike and deplore advertising. But at the same time, it will 
serve as a dousing in cold water for those (and there are too many of 
them) who think the primary function of advertising is to amuse and 
entertain, rather than to sell. 

Whether you agree with Mr. Reeves or find his conclusions nau- 
seous, it can be assumed that he is discussing something very close to 
the heart of the cash register. 


Let ‘em Drink Their Beer 


We believe the television code review board of the National Assn. 


‘of Broadcasters has done a wonderful job, on the whole. We have 


commended the board for its efforts and its activities a number of 
times, and no doubt shall do so again. 

But the news that stations are being warned to live up to code re- 
strictions against the actual drinking of beer or wine in tv commer- 
cials makes us unhappy. The restriction is silly, and ought to be re- 
moved. 

The idea that most of the time in a beer commercial on television 
is to be spent in the pouring of beer, but none of it is to be spent in 
the drinking of this same brew, seems to us as ridiculous as the De- 
partment of Agriculture edict which requires margarine manufactur- 
ers to talk about “the higher priced spread” when they mean butter. 

Anyone who is mature enough to watch a beer commercial of any 
kind is mature enough to watch it being ingested. If you can drink 
Coke or tea or coffee, or eat spaghetti or chicken chow mein on tv, 
you can drink beer or sip wine. 

Let’s let them do it. 


That Congenial Account Exec 


We're pleased to see someone speaking up for account executives 
who exhibit a mite of marketing sense and a degree of independent 
judgment, rather than merely being pleasant golfing and drinking 
companions for their clients. 

Jack Dow, who runs an agricultural advertising agency in Omaha, 
laid down a line we’re perfectly willing to latch onto with regard to 
the “nice guy” account executive who is not a creative or marketing 
man, but merely a personality boy. 

As Mr. Dow explained the story of “happy Harry,” almost every 
day he took layouts and presentations to his congenial client: And 
“because Harry wasn’t an adman, but just a pleasant guy, he really 
didn’t understand what the agency creative people were trying to do 
in the client’s campaign and agreed wholeheartedly with every minor 
criticism of the client. Finally Harry and the client decided the agen- 
cy ‘just didn’t have it,’ and the client asked Harry to help pick a new 
agency. Of course Harry moved to the new agency with the client.” 

Exaggerated? Of course. But sadly, a very close approximation of 
too many client-agency situations. 


Lorillard ‘Reaches’ in TV 


Sponsor identification and the theory of the grateful listener who 
buys the sponsor’s product in appreciation of the entertainment were 
given fairly rough treatment by Harold F. Temple, president of 
P. Lorillard Co., at the company’s annual meeting. 

Lorillard is moving away from this concept and toward “the new 
theory of reach,” under which the sponsor attempts to reach the larg- 
est possible listening audience, without regard to program identifica- 
tion, he indicated to stockholders. 


In practice, this means more participations on shows, particularly 
on hour shows, and less emphasis on shows which can be identified 
as Lorillard vehicles. 


—Annette Lawrence, Newark Star-Ledger, Newark, N. J. 


“T don’t trust that new account man. He looks as if the 70¢ spread 
wouldn’t melt in his mouth.” 


What They're Saying... 


Behind the Scenes 

Chicago adman Les Weinrott, 
“unmasked” as one of the brains 
behind the “rigged” commercials 
involving former President Eisen- 
hower in the 1952 campaign, never 
made any secret of his participa- 
tion. Weinrott is an old hand at 
political commercials, dating back 
to the days when he assisted the 
late Mayor Edward Kelly in sim- 
ilar commercials on radio ... The 
1952 Ike-tv commercials actually 
were “composites”—Mr. Eisenhow- 
er answered questions (prepared 
by another adman, Rosser Reeves) 
in a studio.,The so-called average 


never saw Mr. Eisenhower, though 
the commercial gave the impres- 
sion all were together in one room. 

Weinrott has the distinction of 
being one of the few persons, in 
those days, of “ordering” Mr. Eis- 
enhower around. Ike wore a brown 
suit for one session; returned for 
another wearing a blue suit. Wein- 
rott told Ike he’d have to go home 
and change... And Weinrott con- 
fides that Mr. Eisenhower read all 
the answers to the prepared ques- 
tions, answers like (“Yes, I was 
discussing that very problem with 
Mamie last night, etc.”), from a cue 


; card... 
persons who asked the question 


were filmed at another time and 


Chicago Sun-Times. 


—From Irv Kupcinet’s column in the 
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Rough Proofs 


An ad for a sales promotion 
writer says, “Salary open for dis- 
cussion.” 

That provides the perfect oppor- 
tunity for a qualified applicant to 
demonstrate his sales promotion 
ability. 


* 

Baseball games last longer these 

days, some fans and writers com- 

plain, but they overlook the fact 

that more time must be left be- 

tween innings for the commercials. 
me 

“Hit Parade” was a top tv show 
for many years, but American To- 
bacco now concedes that its name- 
sake in the cigaret field has failed 
to make a hit with very many of 
the nation’s smokers. 

* 

Politics makes strange bedfel- 
lows, and it also operates in mys- 
terious ways when it ‘s involved in 
the appointment of an agency for a 
tourist promotion account. 

. 

The Bruce B. Brewer agency is 
advertising the advantages of using 
client Beech Aircraft’s products in 
soliciting new business, but it 
seems Brewer got the account 
without the aid of air transport 
equipment. 
+. 


Magazine editors have been in a 
tizzy over the charming and glam- 
orous Jacqueline Kennedy, and 
when she gets back from her Paris 
trip with Jack, they simply won’t 
be able to contain themselves. 

e 


“Brides,” exclaims the magazine 
of the same name, “need every- 
thing new and everything now— 
they’re able, willing and about to 
buy it now!” 

Or else they have put it on the 
list for their loving friends and 
relatives to invest in. 

* 

The NAB seems concerned over 
the fact that not all tv stations may 
observe the canon against showing 
beer being drunk in those numer- 
ous commercials. 

They should be concerned—no 
announcer ever looks his best 
sporting a foamy mustache. 

. 

When Maurice (The Rocket) 
Richard retired from the Montreal 
Canadiens, everybody knew it 
would hurt, but not as much as the 
team demonstrated in bowing 
meekly to the Blackhawks in the 
Stanley Cup playoffs. 

. 

“Want to devote next 20 years 
to creating advertising rather than 
cuddling clients,” says an agency 
man who indicates he’s completely 
fed up. 

But wherever he goes, someone 
will have to romance the clients 
and get the okays to meet the dead- 
lines. 

s 

J. M. Shea Jr., of American Pet- 
rofina, shows his disdain for gaso- 
line additives by threatening to ad- 
vertise a pink air additive for tire 
use. 

He could do even better by of- 
fering to provide samples. 

. 

Coca-Cola, which received an 

unscheduled endorsement from 


Gary Player at the Masters’ tour- 
‘nament show over CBS-TV, should 
{at least reciprocate by presenting 
| Gary with a king-size bottle of his 
favorite pick-me-up. 
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OF DELAWARE VALLEY’S 


The Philadelphia Mngquirer delivers your advertising to 27% more 
suburban adult readers than does any other Philadelphia newspaper. 


Sources: 1960 Sales Management Survey of Buying Power; 


63 PERCENT 


POPULATION 


LIVES IN 


THE SUBURBS 
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Continuing Study of Adult Newspaper Readership by Sindlinger & Company, inc. based on over 50,000 interviews, 1957-59. (Summory of 1959 study available on request.) 
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Honoring the Minds JRE remembers the MAN 
that meet the Challenge 


of the 
60... 


The Medal of Honor, IRE’s highest annual technical 
award in the field of electronics, goes this year to Dr. 
Harry Nyquist, consulting engineer, “for fundamental 
contributions to a quantitative understanding of thermal 
noise, data transmission, and negative feedback.” IRE is 
proud to honor Mr. Nyquist, and to salute all who, in this 
challenging decade of the ’60s, work for the advancement 
of electronics and apply it to the betterment of our lives. 


... for advancements in data transmission 


Your company, too, has to meet the challenge of the '60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man’’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read pcre ihe ny ee on — oe 
Present your company’s facts in Proceedings—and watch the 7 r 
on ly pany e Harry Nyquist 


For a share in the present, and a stake in the future, make your product 
NEWS in 


Proceedings of the IRE e The Institute of Radio Engineers 
Adv. Dept. 72 West 45th St, New York 36,.N. Y. © MUrray Hill 2-6606 BOSTON + CHICAGO © MINNEAPOUS + SAN FRANCISCO * 105 ANGELES 
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39 years ago. 

WSB became 
“the voice of - 
the South” 


From its crystal-set beginning in 1922, WSB Radio has dedicated itself to serve the 
best interests of its listeners. Continuous dominance in market audience share attests 
to its success ...as do many notable awards. Latest are the George Washington 
Honor Medal Award of the Freedoms’ Foundation for the program ‘Open Letter To 
Americans’ and TV-Radio Mirror's award for Best Programming Southern States. For 
39 years, WSB has pleased its audience, its community and its sponsors. It can sell 
your product to Atlanta’s million... and others throughout a six-state coverage area! 


833 Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC /WSOC-TV, Charlotte; WHIO WHIO-TV, Dayton 
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Getting Personal 


Michigan Campaigners: Thomas B. Adams, president of Campbell- 
Ewald, Detroit, was declared unofficial winner in a close race for a 
seat on the Wayne State University board of governors, by the slim 
margin of less than 2,000 votes. 
But John S. Pingel, exec vp of 
Ross Roy-BSF&D, Detroit, 
campaigned unsuccessfully for 
a seat on the Michigan State 
University board of trustees... 

New Editions: Larry Huckle, 
Chicago space salesman for 
Wall St. Journal, and his wife, 
Wanda, welcomed their third 
child, Colleen Diane, born 
April 1... 

Charles J. Rumrill, president 
of Rumrill Co., Rochester, 
N.Y., has been appointed to the 
U.S. trade mission to Finland 
and will spend some seven 
u weeks working on the proj- 
GLAD HATTER—Lynn Medberry was €¢t.-- 
picked as one of the country’s six ae rr forse ay lates, 
“best-hatted” women by the Mil- of art- ™ ns 


‘ ‘ : 7 Mont., recently was named 
linery Institute of America. She’s a 


; winner of the Billings adclub 
vp of Carson/Roberts Agency in award of merit for “more than 


Los Angeles. 25 years of advertising leader- 
ship and consistent effort to 


raise advertising standards”. . . 

Busy adman after hours is Bob Ragland, with the Chicago office 
of Branham Co., newspaper representatives. He recently had his 
composition, “Overture 1861,” performed by the symphony orchestra 
of Rockford, Ill. Bob spent almost a year of weekends and evenings 
writing the symphony to commemorate the Civil War Centennial, in 
addition to attending the American Conservatory in Chicago, where 
he’ll receive his master’s degree this June. . . 

Another note in the world of music: Elizabeth Marshall of the 
Charles F. Hutchinson agency, Boston, sang with the Chorus pro 
Musica of Boston at a special Carnegie Hall performance April 8.. . 


FAREWELL—Lous Angeles Times Publisher Otis Chandler (right) and 

some 160 Times staffers gathered March 29 to pay tribute and pre- 

sent gifts to Harold B. Jette, retiring former general advertising 

manager. Mr. Jette joined the newspaper in 1935, was appointed 

general ad manager in 1940, and since December has served in an 
advisory capacity. 


Heading the advertising and publishing committees working for 
the United Jewish Appeal in New York are Emil Mogul of Mogul, 
Williams & Saylor; Maxwell Dane of Doyle Dane Bernbach; John 
Smart of Esquire Inc.; and George J. Allan of Gannett Advertising 
Sales... 

Six admen recently became sponsors of the National Society for 
Crippled Children and Adults—the Easter Seal Society—serving 
throughout the year to back the society’s service program. They are 
Don Belding, consultant for Foote, Cone & Belding, Los Angeles; 
Melvin Brorby, senior vp of Needham, Louis & Brorby, Chicago; 
Charles Brower, president of BBDO, New York; Leo Burnett, board 
chairman of Leo Burnett Co., Chicago; Charles E. Claggett, board 
chairman and president of Gardner Advertising, St. Louis; and 
Thomas King, advertising and sales promotion manager of the Mer- 
chandise Mart, Chicago .. . 

Thomas J. Patterson, former vp and circulation director of Fam- 
ily Circle, who resigned to join the Episcopal ministry, was ordained 
a deacon April9... 

Elmo C. (Budd) Wilson, president of International Research As- 
sociates and International Advertising Assn., is back at his desk 
after a mild case of hepatitis... And another recoverer from a bout 
with hepatitis is Sterling (Red) Quinlan, ABC vp and station man- 
ager of WBKB, Chicago. He’s expected back at work April 17. . . 
Mary Entrekin, an account executive at Wexton Co., New York, is 
still on the critical list at Roosevelt Hospital—and still in need of 
blood—after a sports car accident April 3. She suffered broken legs, 
pelvis and jaw and other injuries. Prospective blood donors should 
contact the hospital. .. 

In a Palm Beach ceremony, Mrs. Irma Saltzsieder Stone married 
Publisher Joseph E. Ridder April 1. Mr. Ridder is board chairman 
of Ridder Publications, Twin Coast Newspapers Inc., and the New 
York Journal of Commerce. .. 
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“REMEMBERABLE-— 


... presents some ideas or facts I remember or recall later on.” 


That's how the Bolger Study defines this important 
media trait — one of 32 basic “‘image’”’ characteris- 
tics upon which 11 major magazines have been 
rated by their regular readers during a nationwide 
survey. As one of these publications, National Geo- 
graphic not only scored notably well in 24 of the 
32, but received the highest score of any magazine 
in 11 different traits! 


Among the latter is “rememberable’”’ —a most wel- 
come verdict to hear from a magazine’s audience, 
whether your concern is its editorial contents or 
the advertising messages that appear in its pages. 
Readers and advertisers alike know the vivid re- 
porting and colorful pictorialism of the Geographic 


—its wealth of fact about the many wonders of the 
world around us. All these DO add up to an ex- 
tremely powerful memorability. 


This alone is a large reason why more than half 
of all Geographic homes say they keep copies “‘in- 
definitely”, ‘for years” or “forever”. Fewer than 
4% say they discard them. (It is not unusual for 
advertisers to receive inquiries from advertise- 
ments that ran many years earlier. ) 


The Geographic’s 2,500,000-plus families are peo- 
ple who read attentively, remember well, and tend 
to take action accordingly. With a median income 
($9,236) that’s now more than 2%4rds above the 
national figure, they can afford to buy — and do — 
the many things their many interests demand. 
Which is very likely to include what you sell. 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a dual-media approach, utilizing the 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You fo (1) unduplicated, in-the-home circulation in both city zones and 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 


that’s twice the size of the next two stations combined! i i 
dual-media approach can help you. ow oe oe 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


BUYING RETAIL 


POPULATION: INCOME: SALES: 


FAMILIES: 


293,500 $454,208,000 $289,245,000 90,800 


Source: Sales Management Survey of Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc. 
and Michigan Spot Sales 


410 fi. Michigan Ave., Chicago 11, Ill. 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 
Represented by E. A. Faulkner & Associates 
307 N. Michigan Ave., Chicage 1, ill. 


Growth of Majors 
Makes Ball Sales 
Harder for Net TV 


| New York, April 11—Major 
| league baseball, a perennially 
| hard-to-sell item on the tv net- 
| works, has met even greater re- 
sistance from advertisers this year. 

Much of the difficulty stems 
from the fact that tv coverage is 
blacked out in major markets 
which have league teams. With 
the expansion of the American 
League this year, Minneapolis-St. 
Paul was added to the blacked-out 
list. 


# Another reason for the problem 
in selling baseball this year may 
have been the recession, Richard 
McHugh, manager of special pro- 


lost Bayuk cigars, its biggest sin- 
| gle baseball sponsor in 1960, when 
| that company pulled out of tv. 
| Bayuk bought half of the coverage 


clors 


MODERN MEDICINE is the one publication that 
covers the entire medical market, that puts your product 
story in the hands of every practicing physician in the U.S. 

MODERN MEDICINE?’s circulation is 188,910. It 
reaches 61,588 general practitioners, 105,405 specialists, 
12,048 osteopaths in states allowing unlimited prescribing, 
plus medical libraries, institutions, medical schools, 
interns, and others. 

For 29 years MODERN MEDICINE has been a part 
of the doctor’s life. He regularly relies on its editorial 
material for the latest developments in diagnosis and 
treatment and its advertising for new products and new 
therapies. 

In its new, improved format, MODERN MEDICINE 
is providing an even greater service to the U.S. doctor. 

When the U.S. doctor reads MODERN MEDICINE 
he is thinking about his patients. His mind is on medicine. 
To sell the doctor, to stimulate his action, present your 
product story in MODERN MEDICINE. 


| General Practitioners 


Allergists 


MODERN MEDICINE 4¢2 2 aa 


84 South 10th Street, Minneapolis 3, Minnesota 


Minneapolis + Chicago « New York «+ San Francisco « Los Angeles «+ 
Moderne du Canada + _ In Great Britain: Modern Medicine of Great Britain - 


In Canada: Modern Medicine.of Canada, Médecine 
In Australia: Modern Medicine of Australia 


gram sales at NBC-TV, said. NBC | 


Advertising Age, April 17, 1961 


RSPR oo] 


See the new COMET $22... ana 
take your seat in the newest, niftiest interior 
under the smartest roof in the compact field 


Foam-comtoured bucket seats ap front [adjust them separately), map locker in 
bermcen Full width, foam padded back seats Sifky. iorocce grain vinyl coverings 
con seats and deer pane Devp loop-yam carpeting Tasteful ommamentation [7 
stunning color schemes. I's clegamt yet i's practical. Its the newest...1's for vou... the 
Comet $22. See it! Then find owt how linke it costs at your Mercury-Comet dealers 


ne ome ae 


| LuUxuRY—Ads for Lincoln-Mercury’s 
|Comet S-22 luxury compact will 
|run in the May 5 Life and May 23 
Look. Newspaper ads will break 
| April 24 and the new car will be 
| pushed on tv. Kenyon & Eckhardt 


is the agency. 


| last year. 
| But NBC’s 1961 sales are almost 
|as high as 1960’s. Sponsors for 25 
| Saturday and 25 Sunday telecasts 
| are: General Mills (Knox-Reeves), 
varying from one-eighth to one- 
jsixth per telecast; Anheuser- 
| Busch (Gardner), one-half region- 
;al; Schlitz Old Milwaukee beer 
(Gordon Best); one-quarter of 
| Saturday in region not covered by 
| Anheuser-Busch, and General In- 
surance (Cole & Weber), one- 
quarter of alternate Sundays. 
NBC turned over the unsold 
time to its affiliates for local sale 
about four weeks ago. 


= CBS, on the other hand, turned 
over its unsold portion to its sta- 
tions only this week, after three 
prospective national advertisers 
bowed out, Jack Pervis, CBS pro- 
gram sales coordinator for sports, 
said. 

Only advertisers signed by CBS 
are Falstaff (Dancer-Fitzgerald- 
Sample), one-half on Saturday 
and one-quarter on Sunday in its 
area of distribution (about 60% 
of the country), and Colgate-Pal- 
molive (Bates), one-sixtcenth on 
Sunday. The network covers 25 
Saturday and 22 Sunday games. 

This sales record is short of last 
season when State Farm Insur- 
ance bought alternate one-quar- 
ters and General Mills bought 
alternate one-eighths. This year 
State Farm invested its money in 
\the “Jack Benny Show.” General 
| Mills, which has several programs 
|on NBC, bought baseball on that 
/network this year to get a better 
| discount, Mr. Pervis said. 


. ABC-TV discontinued its base- 
| ball “Game of the Week” because 
{of the blacked-out major cities 
|and has scheduled in its place 
|“ABC’s World of Sports.” The 
show will consist of 20 Saturday 
| afternoon telecasts, starting April 
29. Varying from 90 to 150 min- 
utes, it will include such sports as 
international basketball, baseball 
|and golf events. Buying one-quar- 
| ter each are R. J. Reynolds (Esty) 
/and General Mills (Knox-Reeves). 

In another sports move, NBC 
|signed a two-year pact with the 
| National Football League for ra- 
|dio-tv rights to the East-West 
|championship game. The network 
paid the professional league $615,- 
002 for the 1961 rights and agreed 
| to duplicate the amount next year. 
This is far above the reported 
$200,000 NBC paid annually un- 
|der a five-year contract which ex- 
pired last season. No sponsors have 
as yet been signed for next fall. = 


Collins Heads Media Records 
Leonard H. Collins, who has 
been with Media Records since 
1928 and a vp for 15 years, has 
been elected president. He suc- 
ceeds John Halpin, president since 
1946, who has retired. 
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The Chronicle Is Tops 
With Houston Retailers 


1960 TOTAL RETAIL ADVERTISING LINAGE 


CHRONICLE. . 23,728,253 Lines 


Post........19,730,208 Lines 
Press ....... 5,740,401 Lines 


Total City - i 


The Reason... Results! {pat = = 
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ODFREY in a variety of peak 
listening times. Godfrey when 
men (and wives who work) are home! 
Now you can put Arthur Godfrey’s 
unrivalled salesmanship to work with 
full flexibility. The new Extension 
Plan offers the specific audiences 
you want, at strategic times, plus the 
greatest salesman in broadcasting. 


DVERTISERS who sponsor one ten- 
minute segment of top-ranking 
Arthur Godfrey Time can now buy 
six additional program-integrated 
Godfrey commercials—as only he 
can deliver them—placed where they 
promise to do the most good. 


HIS PLAN really extends your 

Godfrey Time buy. Typically, 
it just about triples the number of 
different people reached and gross 
weekly audiences go up almost six 
times. And this isn’t just more people 
reached. This is more people reached 
—by Godfrey! It is a most impressive 
new advertising opportunity. We’d 
welcome your reaction to it. Call 
your CBS Radio Network represen- 
tative for full information. 
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Why let Advertising ‘sAge’” YOU? 
Forget nagging worries about deadlines, 
reproduction qualities and the like. Relax. 
Use the sure-to-please Century services! 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, INc. 


Electrotypes + Travis R.O.P. Giass Mats 
Plastic Plates « B & W and Color Proofing 
Duplicate Photoengravings 


160 East Illinois St., Chicago 11 « DElaware 7-1541 


Carpet Institute Issues | 
Newspaper Supplement 

The American Carpet Institute, 
New York, has issued its fifth} 
annual four-page newspaper sup- 
| plement to ad managers of dailies 
‘the weeklies. The newspapers use 


the material contained in the sup- 
plement for composing their own 
“Carpet Time” pages. Copies are 
also sent to 11,000 carpet stores, 
with letters urging their advertis- 
ing support of the event. 


Advertising Age, April 17, 1961 


U.S. Ad Push Urges 
Business to Expand 


Here and Overseas 


WaAsHINGTON, April 11—A_ task 
force from Grey Advertising was at 
the Department of Commerce last 
week to consider plans for a new 
public service campaign which the 
Advertising Council expects to pro- 
duce soon, as part of its “Confi- 


_Barcolene Begins Campaign 

Barcolene Co., Boston, will run 
‘at least six color pages in north- 
|eastern editions of Life, Look and 
|The Saturday Evening Post, plus 
/ newspaper ads and television spots 


this year. Print ads will contain) 


three 10¢ coupons for Barcolene 
products. The company is introduc- 
|ing three new products—Compare 
spray-on wax, Cloud 9 fabric 


|softener in pre-measured packets, | 


and Alcohol Rub spray-on rubbing 
compound. Silton Bros., Callaway, 
Boston, is the agency. 


“Well, we decided one thing, anyhow: we include 


Huntington-Charleston and WSAZ-TV.” 


THE HUNTINGTON-CHARLESTON MARKET means two million people with $4 billion dollars to 
spend annually. It’s a Dynamic Circle that encompasses 72 counties in 4 states—an area of tremendous 
industrial might in the heart of this “American Ruhr” region of the great Ohio Valley. The nearly half-a- 
million TV homes here can be reached by only one single medium: WSAZ-TV. For this market was 


SAZ-TV 


created by WSAZ-TV’s power and programming. Your Katz Agency 
man can show you in a hurry why putting Huntington-Charleston 


and WSAZ-TV on the list is such an easy and logical decision. HUNTINGTON + CHARLESTON 


CHANNEL 3BNBC 


dence in America”’ project. 
Utilizing radio, tv and business 
|papers, the campaign would urge 
|business men to go ahead with 
| plans for modernizing and expand- 
|ing their facilities and expanding 
\their marketing into overseas areas. 
In the broadcast spots and trade 
|paper ads business men would be 
| given specific information on new 
| business opportunities. They would 
be advised of the assistance that 
is available at the Commerce De- 
partment’s 33 field offices. 


® The campaign, on a “we want 
to help your business grow” theme, 
is the first ever staged by the Ad- 
vertising Council in support of 
business promotional facilities of- 
fered by the Commerce Depart- 
ment. The department and the 
council both regard the proposed 
campaign as an indication of im- 
proved working. relationships 
which are developing between the 
two organizations. 

The council’s “Confidence in 
America” campaign, developed by 
McCann-Erickson and under way 
in general media, stresses long- 
range factors which will contribute 
to national growth and prosperity. 
The new campaign, developed by 
Grey Advertising for the more spe- 
cialized purposes, will deal with 
immediate business opportunities. 


= In the campaign, the Depart- 
ment of Commerce hopes to give 
specific examples of the kind of 
market-planning assistance that 
is available, at Commerce Depart- 
ment field offices, for business men 
who are exploring the export mar- 
ket. In the proposed radio-tv spots, 
Commerce Secretary Luther Hodg- 
es will explain the scope of Com- 
merce Department’s services, in- 
cluding its ability to provide lists 
of distributors in overseas markets 
| with credit ratings on the individ- 
| ual distributors on its lists. 

All “Confidence in America” ac- 
tivity for the Advertising Council 
is under the direction of Robert 
|M. Gray, Humble Oil & Refining 
|Co. The new project for the Com- 
|merce Department is being super- 
| vised by Robert Keim for the Grey 


fj} agency. William Ruder, special as- 


|sistant to the Secretary of Com- 
|merce, is in charge of the depart- 


#|ment’s public relations, represent- 


jing the department. Mr. Ruder is 
|/on leave from Ruder & Finn, New 
| York public relations firm. + 


Geyer Installs Package Tester 

Geyer, Morey, Madden & Bal- 
lard has announced that it has 
installed a new machine called the 
| Visiometric Comparator in its New 
| York office to test the visual im- 
|pact of packages, advertising lay- 
}outs and television commercials. 
|Developed by R. E. Van Rosen, 
director of Technopak Corp., New 
York, the Visiometric Comparator 
is described as “an electronic ma- 
chine built somewhat like a shad- 
ow box, in which varying degrees 
of light can be applied” to pack- 
ages or ads. 


Alcoa Signs Astaire 

Aluminum Co. of America, Pitts- 
burgh, has signed dancer-actor 
Fred Astaire to introduce each 
program of its “Alcoa Premiere,” 
which will debut on ABC-TV next 
fall. Mr. Astaire will also star in 
several of the shows in the series, 
which will consist of an equal 
‘number of hour and half-hour 
shows. 
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This is an Anthracothorax nigricollis. 


. It is one kind of hummingbird. 
, Hummingbirds come in 319 kinds. 
| ‘ ()( IK They can all fly sideways or backward 
Ln or, if they feel like it, upside down. 
(They can fly rightside up too, but who can’t?) 
Hummingbirds eat 50 or 60 meals a day. 
They -do not sing well (no wonder). 
They move so fast people can hardly see them, 
much as we would like to. 
An industrialist traveled 100,000 miles 
to see them...and take pictures. 
You can see 18 kinds of hummingbirds=. 
including the Anthracothorax nigricollis— 
in Look-Kromatic color in the current Look, J 
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Woody says: In Central Illinois there’s no extra charge for 


RED CARPET” ADVERTISING 


*Red Carpet Advertising? It’s no extra charge advertising plus down- 
to-earth local merchandising. Here’s how it works: 1. We send direct 
mail to retailers inviting local tie-in ads. 2. We follow up, with 
personal calls. 3. We send you a written report. Mail your ad or 
come in person, the “Red Carpet” is out. Combine this hard-hitting 
plan with a $233,000,000 market in Illinois’ 7 richest counties; 
incomes 20% above average; balanced industry, farm, education. 
It’s the ideal market right in the heart of the Golden Central Illinois 
corn belt. 


R.O.P. Spot Color--plus Full Color (black and 
1, 2, or 3 colors Daily and Sunday) 


Pantagraph 


Represented by: Ward-Griffith Co., Inc. 


Advertising Age, April 17, 1961 


Information for Advertisers 


“The Market: Its Newspapers,” 
a 100-page study of the Los An- 
geles market, including data on 
population, industry, employment, 
retail trade, housing and income, 
has been published by and is avail- 
able from the Times-Mirror Co., 
202 W. First St., Los Angeles 53. 


e “The 15th Newspaper Reader- 
ship Study of Michigan Automotive 
& Advertising Executives,” a study 
of newspaper reading habits of De- 
troit area automotive executives, is 
available from the Promotion De- 
partment, Free Press, Detroit 31. 


| e “The Outdoor Story,” a 68-page 
booklet analyzing the uses and 
|values of the outdoor advertising 
medium, has been published by the 
Outdoor Advertising Assn. of 
America. The book, which reviews 


“We use N.E.D. to find 
hidden buying influences 
we never knew existed”* 


® Uncovering new buying influences, finding new markets, new 
customers ... these are the important jobs New Equipment Digest 
does best—and most economically. 


That’s why more companies today place more product advertising 
in N.E.D. than in any other industrial publication. They want new 
business and N.E.D. gets it. 


At the same time, advertising in N.E.D. maintains broad, industry- 
wide contact with present customers and prospects. No other 
industry publication reaches so many key men in as many plants in 
all major industries. 


Ask your N.E.D. representative for documentation of this impres- 


sive story. *Case histories on request 


& 


Industry's leading Product News Publication 


Now over 87,000 copies (total distribution) in over 46,000 industrial plants 


the development and growth of the 
medium, is available to members 
of OAAA for distribution to 
schools, libraries, local legislators 
and others, from the Outdoor Ad- 
vertising Assn. of America, 24 W. 
Erie St., Chicago 10. 


e “So Now You're Publicity Chair- 
man,” a 16-page booklet designed 
to assist those involved in publicity 
development for clubs, churches 
etc., has been published by John 
Hancock Mutual Life Insurance Co. 
The booklet describes accepted 
techniques in the preparation and 
distribution of news releases and 
feature material for newspapers, 
magazines, radio and tv outlets. 
Copies may be obtained by writing 
News Bureau, B-21, John Hancock 
Mutual Life Insurance Co., 200 
Berkeley St., Boston 17. 


e The “1961 Directory of Discount 
Houses,” containing listings of over 
1,100 discount and self-service de- 
partment stores in the U.S., has 
jbeen published by National Re- 
search Bureau, 415 N. Dearborn, 
Chicago. 


e Lincoln University’s department 
| of journalism has published its an- 
nual “Negro Newspaper Directory.” 
The directory contains name of 
newspaper, name of publisher or 
editor, address, circulation figures 
and frequency of publication. 
Priced at $1 each, copies are avail- 
able from Lincoln University, De- 


partment of Journalism, Jefferson 
City, Mo. 


e “Seventh Annual Survey of 
Electronic Original Equipment 
Manufacturers,” a 28-page study 
covering purchases of 73 different 
key electronic products, including 
data on dollar volume of purchases 
among companies in the electronic 
original equipment market, has 
been published by Electronic 
Equipment Engineering. The study 
is available without charge to ex- 
ecutives in plants manufacturing 
electronic products from Electronic 
Equipment Engineering, 172 S. 
Broadway, White Plains, N.Y. The 
study is priced at $10 per copy to 
all others interested. 


e “Boom in Babyland,” a color 
sound slidefilm containing market- 
ing facts and research data about 
the entire babyfood business, has 
been produced by Rossmore Prod- 
uctions & Selling Methods for 
Beechnut Lifesavers. The film is 
being shown nationally through 
Beechnut sales offices. Additional 
information may be obtained from 
Anne Koller, Rossmore Produc- 
tions & Selling Methods, 50 E. 42nd 
St., New York 17. + 


Delaware Governor Supports 
Educational TV Station Plan 

Gov. Elbert N. Carvel’s support 
has endorsed the acquisition of 
Wilmington’s unused Channel 12 
by a non-profit organization seek- 
ing to provide an educational sta- 
tion in the tri-state Delaware Val- 
ley area. WHYY-TYV, Philadelphia, 
one of the leaders behind the edu- 
cational tv plan, and other forces 
supporting it, face two other con- 
tenders for the channel, Metro- 
politan Broadcasting Co. and Rol- 
lins Broadcasting. 


Dodge Group Names Matlack 

The Portland area Dodge dealers’ 
association has named Jack Mat- 
\lack Promotions, Portland, Ore., 
‘to handle its advertising. Joseph W. 
James, Portland regional manager 
\of Dodge, said Batten, Barton, 
'Durstine & Osborn, which has the 
‘national Dodge account as well as 
most other Dodge dealer groups, 
will continue its policy of counsel- 
jing local dealers. 
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In Rochester, N. Y., home of the Red Wings, 
club owners alone can fill more than half of 
the stadium. 

This is the SKILLionaire’s team. Literally. 
He and 8,221 other SKILLionaires pooled 
resources in 1956 to buy it, just to be sure 
of keeping top-notch baseball in their city. 

The SKILLionaire is the man on the street 
in Rochester, N. Y. He does everything in a 
big way, actively searching for the most ef- 
fective ways to spend his time and his fam- 
ily’s $8,014 average annual spendable in- 
come. 

He's a trend setter. He was the first to 
use voting machines (1895). He invented the 
street car transfer. He used the first fountain 
pen. He continuously tries new products. 


the SKILLionaire 


goes to a meeting 
of stockholders 


(Ask Dowgard, Alpine, Minute Maid and 
others. They tested here, effectively.) 

As a skilled worker in a precision indus- 
try, the SKILLionaire earns a pay check 
that’s a hefty cut above the national aver- 
age. And he keeps earning it. In 1960, Roch- 
ester had fewer man-days lost because of 
work stoppages than any other major metro- 


politan area in the United States. 

We're on good terms with the SKILLion- 
aire. Nearly every family in metropolitan 
Rochester buys and reads one or both of 
our newspapers daily. For your copy of 
“The Case for the SKILLionaire,” write to 
the National Advertising Manager, Gannett 
Newspapers, Rochester, N. Y. 


ROCHESTER TIMES-UNION and DEM- 
OCRAT anp CHRONICLE ... Members: 
Gannett Group of Newspapers. Repre- 
sented by Gannett Advertising Sales, 
Inc., New York, Philadelphia, Chicago, 
Hartford, Syracuse, San Francisco, and 
Detroit. 
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Smith /Greenland Names Stein; | with Grey Advertising Agency, an 
Adds Rokeach Account account executive. Smith/Green- 
4 /land also has been named to han- 
Smith/Greenland Co., New York, | ce 
has appointed Joel Stein, former] (die advertising for I. Rokeach & 


y |Sons, New York, manufacturer of 
| kosher products. 
ON ANY 
KNOCK poor 
RESULTS WILL AMAZE YOU/ 
Customers will 


Fletcher Richards Names Two 
Fletcher Richards, Calkins & 

wont to write you to get the Holden, New York, has appointed 

er aeadecis aed ern. - Robert B. Saul, formerly ~ ay 
NESS tor vag si) "PUEE SAMPLE! —— ternational Business Machines, an 
account executive. Thomas H. 
Young Jr., on the U.S. Rubber in- 


MARVIC ADV. CORP. > 2 
861 RG MANHATTAN AVE., BROOKLYN 22, N.Y. 


ternational account for five years, 
has been appointed a vp of the 
agency. 


Kelliher Joins KFRC 

Dick Kelliher, formerly eastern 
sales manager and assistant na- 
tional sales manager of Adam 
Young Inc., has been named to the 
new post of national sales manager 
of KFRC, RKO General radio sta- 
tion in San Francisco. Mr. Kelliher 
will make his headquarters in 
RKO’s headquarters in New York. 


U.S. Book Publishers 
Don’t Use Radio-TV 
Enough: Pryce-Jones 


New York, April 11—What sells | 
books in England? “The most im- |’ 


portant thing is to contact the bush 
telegraph and get the book talked 
about in ordinary conversation,” 
according to Alan Pryce-Jones, 
English author, publisher and for- 


mer editor of the Times Literary | 


FIRST in Cleveland 
in TOBACCO 
ADVERTISING“ 


TH 


in America in total Advertising 


Cleveland Plain Dealer 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


‘ CLEVELAND 26 ADJACENT TOTAL 
OMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,347,689 $1,977,224 $4,324,913 HERE IS THE 
Retail Food 581,935 498,319 1,080,254 COMPACT MARKET 
Retail Drug 92,487 59,441 151,928 WITH RETAIL SALES 
Automotive 357,776 368,264 726,040 LARGER THAN ANY 
Gas Stations 144,966 161,669 306,635 ONE OF 35 
Furniture, Hsid. Appliances _-121,723 86,025 207,748 : ENTIRE STATES 
(Source, Sales Management Survey of Buying Power, May 10, 1960) ei oe 
Akron, Canton and Youngstown Counties are not included in above sales ..-- pel 
Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network 
Eastern Resort, Travel Representative: The Kennedy Co., 420 Lexington Ave., N. Y.* 9801 Collins Ave., Miami Beach 54, Fla 


* Source: Media Records 


They both placed their faith in The Hartford 


Se lire te ne Pact Nome he 


TESTIMONIALS—The Hartford Insur- 
ance Group is running this ad 
showing woodcuts of two early 
policyholders—Lincoln and Lee. 
The ad will appear in National 
Geographic and The Saturday Eve- 
ning Post. McCann-Marschalk Co., 
New York, is the agency. 


Supplement. 

Speaking before the Publishers 
Adclub, Mr. Pryce-Jones said that 
contrary to what some authors be- 
lieve, a large advertising campaign 
is not what sells the books. The 
best stimulus is an author who re- 
alizes the power of the bush tele- 
graph and does something about 
it, he said. 

“Every time the Sitwells have a 
public row at the Ritz Hotel in 
Paris, every time Brenden Behan 
falls off the stage into the audience, 
every time Norman Mailer gets the 
curtain rung down on him, this 
does more to sell their books than 
good .reviews,” he maintained. 


e Although he mentioned adver- 
tising only briefly in his diagnosis 
of what sells books, Mr. Pryce- 
Jones later told ADVERTISING AGE 
he did not believe that advertising 
could stimulate the first sales of a 
book. Advertising’s value is to push 
sales along after they have already 
started. “I don’t believe advertising 
can get sales going at the begin- 
ning,” he repeated. 

“The selling powers of radio and 
.tv in the book field are not as well 
utilized in the U.S. as in England,” 
Mr. Pryce-Jones told the group. As 
an example, he cited an English 
radio show where critics discuss 
movies, books, art, etc. Discussion 
of a book on this show often re- 
sults in increased sales, he said. 
Another example: A tv show fea- 
turing an author and his critics. 
Such a show “sells books very 
effectively,” he said. “There’s a 
lot to be done in tv here that isn’t 
being done.” 


s Mr. Pryce-Jones also deemed 
important a readily recognizable 
house style for a publisher—con- 
trary to the beliefs of many 
American houses. In England, cer- 
tain publishers are associated with 
certain types of books, he said, and 
you can easily predict whether a 
book will be good just by its ap- 
pearance. Publishers should pay 
more attention to the appearance 
of their books—the physical ap- 
pearance cannot be overstressed, 
he recommended. 


s Another area which could be 
better exploited: Jacket blurbs. 
“Many good books lose sales be- 
cause of bad jacket blurbs. They’re 
never as good as they should be.” 

Although in the US., book re- 
views are often thought to have 
the power to launch or kill a book, 
Mr. Pryce-Jones said that in Eng- 
| land, reviews “won’t create the 
| sale.” 
| It really doesn’t matter how a 
| book is reviewed, he said—“unless 
\the review is a strong attack.” An 
|especially deadly review will often 
| send the public straight out to buy 
the book, he observed. + 
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NO OTHER DIRECTORY CONTAINS SO MUCH AUTHORITATIVE INFORMATION! 


e@ Specific Product Listing! No matter how many products a com- 
pany makes, each is listed (after verification each year by ques- 
tionnaire) under its specific heading. More than 3,000 products are 
cross-indexed. Bold face type, in which advertisers’ names and 
page numbers appear, lead buyers quickly to the advertising pages 
for technical information. 

e@ Specially Edited Reference Section! 64 pages of Market Data 
and Design Data. Here’s a wealth of information amassed by the 
26-man editorial staff of electronics magazine—available nowhere 
else. An indispensable source of data about: military electronic pro- 
curement, sub-contracting, materials information centers, listing 
of industry organizations, and government services, expanded sym- 
bols dictionary, design data, etc. 

e@ Index to Articles in electronics! For the first time, the annual 
“Index of Editorial Articles’’ which has appeared in electronics will 
be published in the 1961 EBG. This new addition to the BUYERS’ 
GUIDE will further increase its use . . . assure extra advertiser bene- 
fits. 

e Abstracts of Feature Articles in electronics. Another first-time 
service! The 1961 EBG will have abstracts of all feature articles 


electronics buyers’ guide 


and reference issue 
The electronic engineer’s Basic Buying Book 


ni 


0.19 


listed in the ‘‘Index of Articles in electronics,’’ obtainable only in 
EBG. They make the Index more meaningful to engineers. 

e Registered Trade Name Index; Manufacturers’ Representatives! 
The buyer may know products only by trade name. EBG quickly tells 
who makes what and where to buy it. Manufacturers’ representa- 
tives and distributors are both included in their own individual sec- 
tions as advertisers in the BUYERS’ GUIDE. 

@ 21 Years of Publication! Editorial content is the direct result of 
close cooperation between industry leaders and the EBG staff aimed 
at producing the most accurate, complete and authentic listings 
and buying data. Easiest to use because the industry itself helps 
each year to: correctly classify and reclassify products; make cross- 
references complete; establish correct nomenclature. 

e Local Sales Office Listing! The buyer easily locates the manu- 
facturer’s nearest sales office, address, phone number. The Manu- 
facturers’ Index contains all the manufacturers’ representatives 
and/or local sales offices of every company listed in the Product 
Directory Section. Buyers contact the nearest source of information 
or supply . . . that’s where your advertising in EBG really pays off. 
e@ You know what you’re getting! Circulation is audited by ABC. 


@ @ A McGRAW-HILL PUBLICATION, 
330 West 42nd Street, New York 36, N. Y. 
Published, July 20. 
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ae REAL TEST of a magazine’s ability to deliver cus- 
tomers for you is its strength in covering the people 
best able and ready to buy what you have to sell. 


It takes more than interest, mood and desire to make 
a customer. It takes these, plus the authority to say 
“yes” in terms of position, and the ability to say “yes” in 
terms of buying power. (“U.S.News & World Report”, 
for example, delivers up to 1,000,000 more vacation 
travelers by plane, train and ship than leading maga- 
zines in which travel is the dominant theme.* ) 


It also takes more than reader numbers to make cus- 
tomers. (“U.S.News & World Report”, with 5,000,000 
less circulation than a leading mass magazine, covers 
30,000 more air conditioning buyers, 377,000 more 
stock buyers, and 55,000 more car rentals!* ) 


What it really takes to make customers is income—con- 
firmed by study after study in the basic markets that 
buy. Income, of course, determines personal buying 
power. Income also reflects managerial positions with 
business buying power. 


This helps explain why more and more advertisers are 
using “U.S.News & World Report” as the spearhead of 
more and more major campaigns. No other news maga- 
zine is so concentrated among the responsible, high- 
income people—people who need and use the impor- 
tant news in shaping their plans and decisions. 

Their average family income is higher than that of any 
other news magazine, higher than any magazine with 
more than 1,000,000 circulation. This higher and more 
active buying power is another reason “U.S.News & 
World Report” consistently out-performs other maga- 
zines in advertising cost efficiency or campaign effec- 
tiveness for business and industrial advertisers and for 
quality consumer advertisers. 


So, in covering the buying markets of America, it’s no 


wonder so many leading advertisers are recognizing 
“U.S.News & World Report” as— 


. . . the most important magazine of all 


“MORE CUSTOMERS 
IN 1961 FOR THE SAME 
ADVERTISING DOLLARS” 


... iS the title of the new report on how leading 
magazines cover known buyers in a wide variety 
of markets—corporate stock, new cars, business 
and vacation travel, air conditioning, etc. Available 
in film strip or booklet. Ask your advertising agency 
or contact “U.S.News & World Report” advertising 
sales offices at 45 Rockefeller Plaza, New York 20, 
N. Y. Other advertising sales offices in Boston, Phila- 
delphia, Cleveland, Pittsburgh, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington 
and London. 


* Source: “Car Owner Study”, conducted jointly by Benson & Ben- 
son, Inc., Princeton, N. J., and Market Research Division of 
“U.S.News & World Report”. 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,200,000 net paid circulation 
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Advertising Age, April 17, 1961 


Trademark Should 
Be Modern, but Alter 


It with Care: Faison 


Cuicaco, April 11—The rush of 
many leading companies to mod- 
ernize their trademarks has 
resulted in a sameness that is de- 
stroying the very goal these com- 
| panies set out to attain. 
| That’s the finding of Edmund 
| W. J. Faison, president of Visual 
| Research, Chicago, who spoke at a 
| luncheon meeting of the Chicago 
chapter of the American Market- 
ing Assn. last week. 

“Me-tooism, the bane of today’s 


WANT TO SAVE MONEY 
ON YOUR PRINTING? 


Right now we have limited WEB-FED LITHOGRA- MERCHANDISER 
PHY time available at attractive hourly rates. This new red- 
and-yellow mer- 
chandiser, de- 
signed to help sell 
fractional horse- 
power motors, is 


You can save money on your printing and be assured of high 
quality reproduction in 4-color or black & white—standard 
size—perfecting, web lithography. Complete production serv- 
ices—midwest location—3 shift operation. 


To take advantage of low rate you must schedule your job being made marketing, afflicts not only 
immediately—get in before press time is sold out. available to deal- smaller companies but also top 
— ers by G ] corporations—which should know 

WIRE—WRITE—BOX NO. 668, Advertising Age Seaton 4 


Electric’s general 

purpose motor 

department, Fori 
Wayne, Ind. 


better,” Dr. Faison observed. 
Robert Sidney Dickens, presi- 
dent of Dickens Inc., Chicago, de- 
sign company, concurred with Dr. 
Faison that trademark changes— 
a trend that has involved virtually 
every one of the 100 biggest con- 
‘ ele ; sumer goods marketers—haven’t 
Another thinly disguised WJR success story always been for the better. 


200 E. Illinois St., Chicago 11, Illinois 


s The major reason for changing 


trademarks appears to be an at- 
tempt to keep up with competition, 
i with most marketers striving for 


a “modern, progressive” image, 
the researcher and designer agreed. 
This situation “makes as much 
. sense as the ‘Jackie-itis’ afflicting 
\ women’s fashions,’ Dr. Faison 
charged. ‘“‘What is appropriate for 
one woman—or company—is not 
necessarily right for another,” he 
said. 

Dr. Faison said he objected to 
ae the trademark “me-tooism” chief- 
ly because it “makes very poor 
[{f marketing sense. There are too 

many products already which are 

\ hard to distinguish from their 

competitors’, and the trademark 

similarity adds to the confusion,” 
\\ he said. 

Before effecting a change, a 
company should carefully research 
its present trademark in order to 
determine whether or not it prop- 
erly reflects the company and/or 


product image. If research shows 

\ that the trademark is inappropri- 
oe ate, change or modification is 
~. definitely in order, Dr. Faison 


said, but added that the need for 
change should be clear-cut. “Re- 
member that many years and 
many dollars have gone into pro- 
moting the old trademark,” he 
said. 


a Mr. Dickens said that “company 
appearance,” symbolized by the 
trademark, is the only ingredient 
of a corporate image that the com- 
pany can completely control. The 
others—product performance and 
employes—cannot be controlled to 
the same extent, he said. 

Response to a commercial has never been higher Br. Paloen Enos Suen et Se 

a good trademark must pass: Visi- 
bility, memorability and appropri- 
ateness. Each of these factors has 


‘Shieh’? 3 . * . ifi i . a aid, list- 
A new “high” in response to a WJR commercial it upon landing! The deal that resulted from this cay Moeengpeesyion eGo 
has been established! It happened just recently in mile-high response—not to mention five others from ; ; 
i Sale : : , ; e One color cannot be said to be a 

a private plane some 5,000 feet over Michigan. A earth-bound businessmen —paid for the investment more visible than others—it is the 
Grand Rapids businessman, listening to WJR while | company’s WJR schedule “many times over.” contrast of colors that makes them 
his pilot flew him home, heard a one-minute com- Proof again that advertising on WJR pays off with visible. 
mercial explaining some of the advantages of — immediate response—because the right people hear e Simple forms, such as a circle n 
expansion through i i . : or a square, are more easily re- 

= Mee ach wenines Senn. a — See Shey happen to be. Why not get all membered than complex ones; the 
ested—so interested that he set up his portable the facts yourself? Give WJR or your Henry I. inherent danger in simplicity is 


typewriter, wrote a response on the spot, and mailed Christal rep a call today. that the symbols may be remem- 


bered but not associated with the 
company using them. 


e Before an appropriate trade- 
mark can be designed, the com- 


i pany must decide what qualities 
VW — Ca : bs it wants to be known for and what 


image it wishes to evoke. 
760 KC 50,000 WATTS $. JS 
Represented by Henry |. Christal Co., U.S. & Canada = Ideally, a trademark should be 
Atlanta - Boston - Chicago - Detroit - San Francisco 


suitable for use on all company 
products, in all advertising, on 
stationery, shipping containers 
and delivery trucks and also in all 
| markets, without change, the two 
|men said. = 


Everyone enjoys listening to WJR because 
WJR has something for everyone. 
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How they won the big ones 


Jack McCartan, star goalie, helps the United 
States hockey team defeat the Russians in the 
biggest upset of the 1960 Winter Oympics. 


UPI 


Concentrate where it counts, in the “A’’ markets 


... Where 43.3’, of drug store sales are made 

In these big rich, decision-making markets and contiguous counties, 
American Weekly concentrates 86°/. of its circulation...and works better... 
more efficiently...more effectively than does any other magazine. Where net- 
work TV and national magazines “thin-out”, American Weekly “thicks-in”. 


“American Weekly 


“OVER 1,472,000 READER RESPONSES IN ONE YEAR” 
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Advertising Age, April 17, 1961 


April offer’ 
BE OUR GUEST 
ON BEAUTYREST 


aiting you here is B00, 


. tasz, 
with it, 42 


* somone 
ee ye 


‘I's be-kind-to-your-back 
month with Beautyrest! 
And it’s be-kind-to-your- 
budget month with new, 
easy Beautyrest terms! 
Choose any one of 24 
styles, sizes and firm- 
nesses to fit your needs 
and pocketbook. 

Choice of normal-firm or 
extra-firey, quilted or 


1Uas, ow” | es 
& TTT93ur ym we" BE OUR GUEST—This color spread in the April 7 Life offers a 30-night 


tryout of a Simmons Beautyrest mattress with a money-back guar- 
il} antee. Stores are tying in with displays, co-op newspaper ads and 
Mel e, Inc. direct mailing of “guest cards.” Any returned mattresses will be de- 
stroyed, to comply with state laws. Young & Rubicam, New York, 
is the agency. 


Midstream Change of 
Plan on Gourmet Line 
TEXAS OKLAHOMA 
cn, April 1961 ps April 1961 Costly Switch: Adler 
mefsto MONTREAL, April 11—An execu- 
The Fa rmetestockma n The Far ckman tive of McCann-Erickson’s research 
hed Rete Tens Rare famiies Grow Better Crap. imrere Thee Uresiock. txhy Meders Eyaipment unt Acharre Fer rg Lived te ep Rar Famaiies Grow Better Crops, improve The Livestoct, Enjoy Madera Equipment and Achieve Finer Living affiliate told a short, short story 
ie ale . : ae here last week about General we 
aaa Foods, without mentioning that OF 
advertiser’s name. 


“Several years ago,” said Lee 
Adler, client service director of are © 
Marplan, before the Advertising & Pee 
Sales Executives Club of Montreal, Pegs 
“one of the largest U.S. food mar- 
keters brought out a line of higher- 
price fancy foods [Gourmet Foods] 
with the primary intention of 
dressing up its line. Only a modest 
profit contribution was expected. 

“After a few years, the line was 
reevaluated with profitable vol- 
ume as the principal rather than 
as the secondary yardstick. Of 
course, a company’s requirements 
can—and do—change. But in this 
case, the original ‘mix’ of objec- 
tives was ignored. As a conse- 
quence, the line was dropped, with 
considerable loss to the company 
in prestige and invested capital.” 


e Mr. Adler’s point, concerned 
with new product planning, was 

Edited specifically for TEXAS! Edited specifically for OKLAHOMA! that companies should not change 
:, - » signals in midstream. “Set up cri- 

teria for the evaluation of new 
product performance and stick to 
them,” he said. “These criteria 
come from the objectives original- 


ly laid down. If a company intro- 
LOCALIZED EDITING duces a new item at a higher price 
than its regular line to serve as a 

cs d ti ca lt prestige leader, the company 
should generally not expect to 

gets maximum a ver Ising resu s achieve as much volume as it 


in rural Texas and Oklahoma! would with a more moderate price. 


But if a company later evaluates 


the item from a volume standpoint, 


° ° . . . it’ i 
Two magazines each month! Beginning with the front cover, each is — Be eae 
Buc, different because there’s completely different editorial content on the inside! Mr. Adler cautioned against 
ci ve ik . Y : : : using “general rules of appraisal” 
: Each month, one issue of the Farmer Stockman is edited specifically for i the now pretest Gi0k, te ane 
Texas... while the other is edited specifically for Oklahoma! 


a tobacco company that could ex- 


pect to get 0.5% of the cigaret 
Advertisers who know say their experience shows that a magazine locally —- aoe pnd ppp bere 
edited, like the Farmer-Stockman, is much more effective than one containing ‘ 


since this would amount to 2.3 
billion cigarets. On the other hand, 
a 2% share of the household 


broad editorial treatment—and circulating in a large area! 


. +4. . . cleaner market might be insuffi- 
For space reservations, or additional data... write, wire or phone your cient. 7 s 
nearest Farmer-Stockman office now. 
s He urged advertisers to take 
MORE PAID SUBSCRIBERS THAN ANY OTHER STATE FARM PAPER! 


enough time to allow a new prod- 
uct to catch on. “I find it takes 


an average of two to three years 
Th to go through the whole cycle of 
(e arm @ffe oc man product development. Sometimes 
it takes up to seven or even ten 
OKLAHOMA CITY @ DALLAS years,” he said. # 


J. H. Hunter, Advertising Director 


SALES OFFICES Group West Moves 

, ™~ Group West Inc., Los Angeles 

z CHICAGO 11, SUperiar 7-6145 NEW YORK 17, MUrray Hill 4.3340 OKLAHOMA CITY |, CEntral 2-3311 DALLAS 5, LAkeside 1.3121 2 company specializing oat creative 
400 N. Michigon Avenve 420 Lexington Avenve 500 N. Broodwoy 4321 N. Centro! Expresswoy i Hetero} poe rg mass aonay po 5455 Wil- 
Lee Hainline, Mgr Joe Paulsen, Mgr Bill Pullen, Mgr Alex McCommos, Jr., Mgr. awe 


shire Blvd. 
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The New Yorker creates 


“With today’s rising educational level and 
broadening horizons, the American people are 
becoming more and more interested in culture 
and creativity. It is up to publications like 


The New Yorker Magazine to stimulate this 


Somer 


interest, and to projects like Lincoln Center to 


satisfy the public’s artistic needs.” 


Reginald Allen, Executive’ Director for Operation, , _ 
Lincoln Center for the Performing Arts 
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ONE OF MANY 
SPECTACULAR 
VIEWS 


of Chicago is captured by camera- 
man Andy Costikyan for “Mural 
—Midwest Metropolis’. Gordon 
Weisenborn (second from. left) 
wrote and directed the highly 
acclaimed, excitingly moving pub- 
lic relations film for the Sperry 
& Hutchinson Company, through 
Mayer & O’Brien, produced by... 


ai 


FRED A. NILES PRODUCTIONS, INC. 
1058 W. Washington Blvd. » Chicago 7 
In Hollywood: 650 N. Bronson 


Rambler Ads Use}! 


Pure Oil Test to 


Knock Mobil Run : 


Detroit, April 11—American 
Motors is cashing in on its Ram- 
bler victories in the Pure Oil 
Economy Tests with a _ sudden 
burst of newspaper ads that are 
obviously designed to snipe at the 
recent Mobilgas Economy Run, 
while they boost Rambler. 


Page ads broke this week in 
national editions of the Wall 
Street Journal and the Christian 
Science Monitor, plus dailies in | 
New York, Detroit, Philadelphia, | 
Chicago, Los Angeles and San| 
Francisco. The ad plays up the 
Pure Oil tests, held in February 
at the Daytona International 
Speedway, as the “biggest, tough- 


All You Need to Know About Aspirin, 


or More 


Para and pedants call it acetylsalicylic 

acid. Chap name of Gerhardt whipped it 
up in 1853, but it wasn’t until deadlines be- 
came common that anyone could think of a 
use for the stuff. Actually, Heindrich Dreser, 
researcher for Bayer in Germany, was looking 
for a palliative for rheumatoid arthritis suf- 
ferers who couldn't stand the side effects of 
salicylates, real stomach bombs widely used 
around 1899, when he tried old Gerhardt’s 
concoction. It worked. 


One thing led to another. Some character 
with arthritis and a hangover took it, felt 
better, and schnapps sales boomed. It was 
serendipitous for drinkers but eventually 
tough on Bayer. The name aspirin evolved 
after a generation of prescription-fillers got 
headaches trying to read acetylsalicylic acid, 
scrawled by doctors not famous for calligra- 
phy. It became acetyl-spiric, then aspirin, and 
not a minute too soon. 


Bayer’s U.S. patent expired in 1917, fol- 
lowed in a few years by schnapps itself, it said 
there in the 18th Amendment. After a long 
legal hassle, Bayer saw the courts decide that 
the name had entered the public domain, or 
whatever words enter when they become com- 
mon nouns. 


That aspirin relieves pain and reduces 
fever is pretty well established. The reason 


for this is another matter, perhaps hidden 
deep in the Antarctic of the body. Some 17 
billion aspirin are produced annually in the 
U. S. Eastern lowans consume less than their 
share, since they have fewer headaches, and 
WMT-TYV, CBS Television for Eastern lowa. 
Cedar Rapids-Waterloo. Affiliated with WMT 
Radio, K-WMT Fort Dodge, WEBC Duluth. 


National Representatives, The Katz Agency. 
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TOUGH TEST—Rambler is using this 
ad in dailies to promote its showing 
in the Pure Oil Economy Tests as 
an antidote to rivals’ ads on the 
Mobilgas Economy Run. 


est 1961 economy contest of all.” 

A week ago, Rambler used its 
full list of some 2,500 newspapers 
for an ad that showed Rambler’s 
driver with an armful of trophies, 
alongside other drivers with fewer 
trophies. This ad, which ranged 
from 400 to 1,500 lines, also played 
up Rambler’s gasoline mileage. 

Rambler will continue to plug 
the Pure Oil results in upcoming 
newspaper ads, but with less em- 
phasis. A new ad, breaking this 
week, shows six 6’ men sitting in 
a Rambler Classic. 


= The Pure Oil ad features an 
aerial map of the Daytona Speed- 
way, with call-outs indicating 
points where cars (1) had to make 
complete stops, (2) had to acceler- 
ate quickly to maintain the re- 
quired 40 mph average, and (3) 
maintained a minimum speed on 
the backstretch of 65 mph. “No 
chance for special economy run 
driving techniques on this course,” 
read the adjacent copy. 

Body copy also said, “Every 
US.-built production car is eligi- 
ble to compete. None are barred, 
as in some other runs.” This was 
an obvious reference to the Mobil- 
gas run, from which Rambler 
Americans were barred (AA, 
March 20). Rambler did not par- 
ticipate at all in the Mobilgas run. 

The Pure Oil test ads, inciden- 
tally, are helping to boost Ram- 
bler’s newspaper linage for March 
and April to about 5% higher than 
last year. Rambler is sticking with 
newspapers—as one agency man 
said, ““There’s no reason to change 
now, because newspapers have 
done a good job for us.” 

Geyer, Morey, Madden & Bal- 
lard is the Rambler agency. + 


Cowan Heads Brandeis 
Communications Research 

Louis G. Cowan, onetime presi- 
dent of CBS Television, has been 
named director of the new commu- 
nication research center at Bran- 
deis University, Waltham, Mass. 
Henry Morgenthau III, executive 
producer of WGBH, education tv 
station in Boston, is associate di- 
rector. Mr. Cowan, who left CBS in 
December, 1959, is currently a vis- 
iting lecturer at Columbia Univer- 
sity’s Graduate School of Journal- 
ism. His book on communication 
will be published by Harper’s next 
year. 


Technicolor Gets Hartley 

Technicolor Inc., New York, has 
acquired Hartley Co., Pasadena, 
Cal., in exchange for an undis- 
closed number of shares of Tech- 
nicolor common stock. H»:tley 
makes ball point pen cartridges, 
as well as being engaged in chem- 
ical research and the design and 
production of automated machin- 
ery. Hartley Sears, president of 
Hartley, was elected a director of 
Technicolor. 


Bi Sa et gee a et ya SS SONS. Ck SRR eee emia Meh a) ri sane ae ee | ea cs). oo cee S'S. eile BN ee erat Spelt OE 0 i ec, ° Ree er occ ee 
Ae eee ot? «act Me eee ger ae ORR Ss ing vel SRE S hte ee Sapa motes = Bae Hap . Sager : Be ews) el if) See aaa C iat gis, Poet 2 Ae he A Ra teeta Ss ee ie: ae cone ee ae eta Oneetin a 
oe a ee ee ee ee” ee ee ee eee ee ee 
1 eas : : er” 
hie) 2 sie . ee 
a i, an ’ a 
wee . 
. 
. 38 Advertising Age, April 17, 1961 oie. 
; wis 
: —— ae 
} | orer ; ae 
: : Po wy em = : i — ; ea 
7” 7 : a a 
ie a eo em eer ie es a FF Re ee nen ea et counse... pe eee ete 
r Bat 4 eee ee > Fa a 
= See See ee ami -— ee 4 - 
cies slime arise aes 5 oa) oe eo) oe — oa ee ae Th ugh ’ 
eg fe af x J " ‘ mo a F = ; a ’ 
1 be ¥ —— i aga 
. - - te, 14 
=i oe a ne - ee | The Biggest, Toughest 1961 Economy Contest Of All i 
Pet a ee ee . mee ; 
.,.,.”).l.llU aw 4 RAMBLER AMERICAN CUSTOM Beat The Whole Field 
Bios: oe ‘Teer Af > a Including Falcon, Corvair, Lark 6,Tempest4 =. 
ee sas ee te ’ =~ - yee oy ite ed 
. ee i pag a F - > £ . 4 Sa Pret CY Rg SoS — 
ee = a YY, > Ses OS aa 
eee . Ce ste hand it i- —s. BS = Sats ; : ’ ae 
— et. lf a Se a a” 
, aca ¥ ess io. oe. ||Cldfl Bae aX ence F —— . ob 
A ae ; ae ox ol Bn. ES oe. 5 =, 3S facial 2) <i ceca poe 
ci ia . sis pes ye ae ae . 3 aa : ei — : e ee 
ee ‘ : ee — pape He 4 us , aa = a . \ — — z 
5 Py ee “eh . ' amie ? ns si & ; meena pele een ; wee fe ee === pe Soen, HESS? | /& | ig ch gee 
a | av i rr aie | Bast o> osu | 1p — 
cee” iy —_ gor. - : : ; Lae iat 2 here tay age SER ee: Se ee ee re a: 
alt : ra fe ai, cece i is : Drive The Revegnined Leomomy King | P sa 
a + oe. ao. Ji - ; Beg ey, ; A Yow Keaebter Beater + Mow! ae ' 
= i oe ge RAMBLER... World Standard Of Compact Car Excellence o 
ie chase eS 2g ‘ age eae ay : ce 
5 2 feo: ae mae. eeoae Sh el ee ee 
a i ° E + . F on a foo’ Tae me bas eae 
ee , : 4 Se 
Se ae Prat 
ie PRBS | 4 ae 
Sian a Chil 
Eee ee nO Le Soe 
= 
® 
ie, bad ¥ 
oe ee ‘ ; 
: . oo. 
Riise. Tes ' cy 
e 2 coe le = 
Bee ca ee 
eee. . ‘aaa 
ae fe ii se 
Tage eRe <a 
ee es é e ‘sia 
. q 
. sills Pe - ai 
o oes hom eles 
ay a ee Sc 
eee oe 
feces | ae 
eee fom sah ; be | Teo 
ae re _ aa 
remains BEM. “! 5 5 | see 
a gee : | . 
ee 7 ae ‘ Bes 
EA ih! e ae 5 : a 
: 3.30 ¢,, tury. ae ‘ = 
f } dag te dt 39 . Asis é = 
: By Apt: Ps . Lees ; 2 . ss 
in sae 
3 t 4, See ee. 
rit Name "Rey, ZL i ame 
: ihe Soe a "Oa, ° Rite, “* 
1 AS Treg, Ne, Fat PAL Mp ee 
e. . ert _ 
Q i Paes th, 
: re ° a eas, 7 csi 
ii : i e es ‘3 F 
aS. . i . oe 
Be oh BE ea ” - 
fi 4 . . 3 
a ee | _ 
‘3 “py - 
x Ty a 
if | bh 
nal Same 2 UY | ie 
oe PRy 2 
Po si AG %y : “= 
; ee ~ M, D. 
, ‘ - 3 
$ ~ . 


Man's exploring mind spurs the huge aircraft-missile industry along at a fantastic pace. Communi- 
cating with the engineering mind in its own special language is a challenging editorial responsibility. 
Aircraft & Missiles, one of Chilton’s 19 outstanding business magazines, does it with unques- 
tioned success and authority. CHILTON COMPANY, Chestnut & 56th Sts., Phila. 39, Pa. 
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aay Here is the one art and layout service 
thet provides ALL OF THE TOOLS for effective 
layouts from “sly te completed paste up. 
$ O@ to cover mailing 
=m cost brings you 
— The Comoptete Current Issue 
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@ free issue in the last six months, 
Attach one dollar te letterhead and mail today te 


ke Sy 
pe Ke 


~ 
£ 


a 


p | South Milwaukee, 
fi |launched a new quarterly maga- 


C.\*Moore County News’ Is Daily 


‘Outdoor Lighting’ Bows 
| Harsh Publications, Box 91, 
Wis., has 


zine, Outdoor Lighting. M. 

Harsh, formerly with Line Mate- 

rial Industries, Milwaukee, is pub- 

|lisher of the new publication. Out- 

\door Lighting has a guaranteed 

| eee of 9,306. Rate for a bkw 
page, one time, is $385. 


Schick Safety Names Kent 


Curtis Kent, sales promotion 
ened of Schick Safety Razor 


Co., division of Eversharp Inc., has 
been named advertising manager, 
with headquarters in Culver City, 
Cal. 


Moore County News, Dumas, 
Tex., semi-weekly, has begun daily 
publication. The newspaper in- 
creased from weekly to semi-week- 
ly publication in 1957. 


‘Parade’ Sets July Move 
Parade, New York, has an- 
nounced that it will move its of- 


fices to 733 Third Ave. in July. going to print; 


Advertising Age, April 17, 1961 


Glamorene’s New 
Radio Drive Spoofs 
Kiddies, Testimonials 


Cuirton, N.J., April 11—Glam- 
orene Products this week kicked 
off the biggest spring cleaning 
advertising push in its history, 
earmarking more than $250,000 in 
a two-media promotion of its line 
of household cleaners. 

Spot radio got the lion’s share of 

the budget, with the remainder 
13-week radio 
schedules are being run on about 
51 stations in 45 markets. Between - 
15 and 50 spots per week per 
market are used. 
A series of six light-hearted 
commercials spoof several tech- 
niques which Glamorene’s agency, 
Riedl & Freede, feels have been 
overworked lately by radio ad- 
vertisers. The ads poke fun at the 
excessive use of children in com- 
mercials, the too frequent at- 
tempts at humor and the heavy 
emphasis on sound effects. An- 
other ad kids testimonial commer- 
cials: 

Agent: My friend, I understand 
you are in charge of the Glamo- 
rene oven cleaner commercials. 

Producer: That’s right. 

Agent: Testimonials—that’s what 
you need, testimonials. I represent 
the finest names in endorsements 
today. 

Producer: No, we’re not using... 

Agent: Listen, I’m not talking 
about glamorous Hollywood stars. 
I’m talking about believable, or- 
dinary people. I got a nice, old 
lady in Peoria who loves the easy 
way Glamorene oven cleaner 
squeezes on from that plastic tube 
with the built-in sponge applica- 
tor. 

Producer: Sorry, but... 

Agent: Would you consider a 
sweet, young housewife... 


s The radio spot ends with the 
unrelenting agent suggesting, 
“Maybe you could use a Boy Scout 
troop that cleans its barbecue 
grills with Glamorene?” 

Radio will be backed with small- 
size magazine ads, including 10 in 
Good Housekeeping and about six 
each in Parents’ Magazine and 


.|Sunset Magazine. Glamorene also 


runs a continuous schedule in a 
leng list of business publications. 
The company may add Sunday 


~ | supplements to its schedule. + 


‘Trampoline’ Is Generic, 
U. S. District Court Rules 

Judge Roy L. Stephenson, in 
U. S. district court in Des Moines, 
has ruled that the word “trampo- 
line” is generic. The ruling came 
in a trademark suit brought by 


| | Nissen Trampoline Co., Cedar Rap- 


lids, against American Trampoline 
|Co., Jefferson, Ia. Judge Stephen- 
|son declared the trademarks “Nis- 
sen Trampoline” and “Tramp” are 
\invalid. 


‘Yatte Adds Three Accounts 
S| Fred Yaffe & Co., Detroit, has 
|added three accounts which are 
mm | expected to bring a total of $250,- 
000 in new billings. They are Na- 
'tional Vacuum Co., A.E.S. Hi Fi 


= |Components, and Crane —— 
iB . Nati 1 Vacuum an 
MASSACHUS ETTS nee =e new organizations. 


|A.E.S., a Cleveland company, did 
not have a regular agency previ- 
ously. The accounts will use news- 
papers and tv, with radio picking 
up in the summer months, the 
agency said. 


INSTITUTE 
OF TECHNOLOGY 


OKLAHOMA Crev 


‘Hague Joins ‘Asia Magazine’ 

Elliot Hague, formerly with 
Sales Management, has joined the 
U. S. sales staff of Asia Magazine, 
English-language newspaper sup-~- 
plement to be launched from Hong 
Kong in October (AA, March 27). 
Mr. Hague will be headquartered 
in New York as eastern advertis- 
ing manager. 
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Your Unit bonus: Top choice with top income farmers 


In every classification—swine, dairy, poultry, corn, 
cropland, tractors, trucks—total preference and 
preference of the top producers go to Midwest 
Farm Paper Unit. The new McCann Erickson 
study is packed with useful, unbiased facts and 


figures. It gives you a new measure of your sales 
potential in “‘the world’s richest farm market’ — 
a new gauge of effective advertising coverage. 
Write your nearest sales office for a free copy of 
this eighty-two page study now. 


MIDWEST UNIT Zon Aco 


MIDWEST FARM PAPER UNIT 


SALES OFFICES AT: 35 E. Wacker Drive, 
Chicago 1 * 250 Park Ave., New York 17, 
New York « 110 Sutter St., San Francisco 4 
159 S. Vermont Ave., Los Angeles 4. 
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WHO BUYS THEM NEW- WHO BUYS TWO? 
A NEW REPORT ON YOUR BEST CAR MARKET. 


It was true in 1957-1958! True in 1959! True again in 1960! 
Holiday families are your best new-car, two-car market! A 
third annual study just completed shows that in 1960, 
31.9% of Holiday families bought at least one new car, of 
these, 13.5% bought two or more! Your Holiday salesman 
has the full story. Call him today! HOLIDAY MAGAZINE 
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BROIL WITH BRIX...THE PERFECT CHARCOAL 
| Rt SARA: 


OUTDOOR CAMPAIGN—-Charcoal Brix Co. has scheduled a first time 

outdoor poster campaign in six East Coast states. “Fire glow” ef- 

fect is achieved by showing burning charcoal at right in radiant red 

color. The outdoor push will be supplemented by radio. S. E. Zubrow 
Co. is the agency. 
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WEEK 


Lane Gerth 


Dealey Brooks Carroll DuPont 
OPENING—Among the 1,000 broadcasting, advertising and business 
executives attending the opening of the new $3,500,000 studio of 
WFAA, Dallas, were Joe Dealey, president, and James M. Moroney 
Sr., vice-chairman of the board of Dallas Morning News, parent com- 


STRAWBERRY—General Mills will use 
ads like this in Sunday supple- 


Moroney Burke Baxter Miller 
pany of the tv, am and fm outlet, welcoming Randall E. Brooks, Rog- 
ers & Smith; Timothy Carroll, TV Guide; Larry DuPont, Tracy-Locke 
Co.; R. J. Burke, R. J. Burke Advertising; Don Baxter, Don L. Baxter 
Inc.; and Paul Miller, James H. Susong Advertising. 


Davey LeConte 
HONOR—A plaque commemorating 
the fact that Davey Tree Surgery 
has advertised in every issue of 
Sunset Magazine for 25 years is 
presented to Keith Davey, presi- 
dent of the company. Ed Gerth, of 
Gerth, Brown, Clark & Elkus, 
agency for the account, holds the 
plasue. Looking on are Laurence 
W. Lane Sr., board chairman, Lane 
Publishing Co., and Al LeConte, 
Sunset rep, who together sold Mr. 
Gerth on the first Sunset insertion. 
Mr. LeConte is still servicing the 

account. 
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ments plus tv announcements dur- 
ing the fresh strawberry season in 
May for its Gold Medal flour. Flour 
sacks will feature a refund offer on 
strawberries. Dancer-Fitzgerald- 


General Ourdoor Ady Co. 


a tet D8 


BECAUSE—Life Insurance Co. of Georgia is using radio and outdoor 
throughout its 11-state territory pushing its “Because you love 
them” theme. Liller, Neal, Battle & Lindsey is the agency. 


BULLETIN!—Mather & Crowther, London, which has just been named 
to handle all automotive products for Shell in Britain (AA, April 
3), uses only 11 words in a new newspaper campaign linking up 
Shell gas with Shell motor oil—a sharp contrast to Shell’s 1,100- 
word ads now being used by Ogilvy, Benson & Mather in the U.S. 
Francis Ogilvy, elder brother of David Ogilvy, is managing director 


Sample is the agency. 


Lathers Storozuk Ribokas Montgomery 

COLLEGIATE CONFERENCE—Maid Marion Montgomery, of Henri, Hurst & 
McDonald; Frank Baker, of Grant, Schwenck & Baker and president 
of the Chicago Federated Advertising Club; and Frank Walsh, of 
Campbell-Mithun, answer questions from college students at a dis- 


cussion session during the four-day Collegiate Advertising Confer- 


of Mather & Crowther. 


Baker Caserta Allen Walsh 
ence sponsored by the CFAC and the Women’s Advertising Club of 
Chicago. Getting some practical tips on advertising are Mary Ellen 
Lathers, University of Wisconsin; Robert Storozuk, Roosevelt Uni- 
versity; Vicky Ribokas, Creighton University; Timothy A. Caserta, 
Loyola University of the South; and Jeannie Allen, Oklahoma State. 


ON THE MAP—This model studies a 
map to find the best way to get to 
the Public Utilities Advertising 
Assn.’s 1961 convention in Detroit 
May 3-5. 
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Of the top 10 markets in the U.S., nine are cities but one is a state! lowa with a population of 2,757,537 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston. The unique circulation*of 
the Des Moines Register and Tribune puts Iowa in the top ten—it reaches nearly 70% of the whole state! 


*For example, though the daily Register 
and Tribune gives saturation coverage to 
the city of Des Moines, yet this accounts 
for only 30% of the total daily state-wide 
circulation of over 350,000 families, all over 
Iowa. And these papers are 85% home 
delivered! 


It ae ae et On Sw eet See ana nee tee BS OR Say ee, SoG > “4 aa eae oe! oo <A 3 oT gee te es ee: So = eh’. eR. | en Rear etrr es 2 S.. a y per eile re OE ORs Te OY 
“fe ees aptly Pak 5s Pike oS ae een pak? ag ay py | aie ate agin ee Oe aa eo an : 8% eee ete Pp eiBiN de Sa tae hema Die 8 - ie: t eS ee , ied Be nag omnes sie: a aes ges, eS ee oe Gear! bee. 
asa eee ba gs Se i 2s eet a Asis Sees eee 2 Sees eae oa er " Raye e * age oe Petree ses 1S r Be ee ie eae pT Se cee c - 
oe 2 a : ‘ wes: a j * Si ae ites, : ‘ wei i ‘ : e o 
ae ; ‘ ee 
a By 
Se ue 
ahi We Shek 
ae : 
ae 
| ee. 
| : : | 
. | , 
, aos 
os LaF 
PR = - 
My ae : 
kee 
eae { | 
, 
gt a 
i 
H 
\ 
- j 3 
Bie oR. | e 
ere \ | 
Lee a 
Lee Nine a 
i ee ‘ 
= Be ee 
=) = = 
« eid = 
ps : Tore a 
spe - a . : . 
: ) | ‘ S oa 
i x “ 
® é. | : 
| Bs 
ie p 
pees | | 
s are 
- . 
Nera } | 
‘a ( | 
\ | 
$ “ | 
| : 
‘hi | 
2) j 
% vie | 
q ie ’ 
: : sf A 
7) Fare sey a ra . pe hGe si 
ete 1) a Se ae ee NS is : 
Le aa a a ef : een 2 ; ies: j 
ee a a elie galt oa ‘ a 
ie bs = Se 6 ee a 4 
fs % ae 
- + %@ 2 E ne 
: y ies ; 
| “ F Al 
oe 
ee 
rami 
SS « es | | | 
% ons 20 4 ~ o Ae 
: ; =k ages ‘ 
: ‘* la 2 
| ee = 
| ( ie ye F, ~~ 
| Sane: 
| | ee ' 7" we : 
| bad) * eu 3 
wal 4 a ie Re ; 
CG 
o. " . | 
| , 
ee | 
Ba) Bs 
agers | 
=) “ aha 
a | 
Pies yah | 
' 
j 
{ 
| 7 
at 
a5 
\ 
Ne 2 ae a eee See abs ees a 3 Se or 2 * pares ae URE rk. piste 7 3 s et ; 3 ? : : ee, “a oa 


Ad Career Didn't 
Help Me at All, 
Bowles Tells CBS 


(Continued from Page 3) 
that time to make some money and 
then go into public life, or did you 
iritend to stay... 

Bowles: | made up my mind I 
was going to get into public life as 
soon as I could. When I was 37, I 
think, or 38, I left business and 
went to government. 

Niven: You and Mr. Benton 
founded your firm when you were 
28 or 29... 

Mr. Bowles: 27 or 28. 


| 


vertising, people try to appeal to 
people who have some money. 
Perhaps they go down to the $4,- 
000 or $5,000 level, but they rarely 
go below that, because this isn’t a 
big enough market. 

In public life and politics and 
democracy, the people’ with the 
smaller incomes are just as im- 
portant as anybody else. 

Niven: Well, in your campaigns 
for elective office later, did you 
bring to your campaigns any of 
the techniques which you'd 
learned? 

Bowles: No, I don’t think [so]. 
I didn’t learn anything out of [ad- 
vertising that ever helped] me 
with government at all, ever. As a 
matter of fact, I wished I hadn’t 
spent the time, and if I were doing 
it over again I would have gone 
into government immediately after 


Niven: And at that time you | college, and stayed in it. 


presumably intended to make a 


I figure I lost 15 years I might 


career right there in advertising? | have used some other way, that I 
Bowles: No. I was really intend-| think I would have perhaps en- 


ing to get out in a few years, and 
did. I wanted to get out by the 
time I was 35. I made it when I 
was 38, I think. 

Niven: Much of the criticism of 
advertising comes from people 
who are now at least your fellow 
Democratic liberals. Do you share 
their views? For instance, Mr. 
Galbraith has talked about a fed- 
eral tax on advertising, and there 
have been many criticisms of the 
ideology and the rationale of Mad- 
ison Ave. from Democratic liberal 
sources. 

Do you share their views or... 

Bowles: Well, I would criticize a 
lot of it. There’s a phoniness that 
runs through a lot of it, and I 
don’t ever welcome that anywhere. 
It’s a necessary thing. It’s an im- 
portant enterprise in business. It 
contributes a lot, or should con- 
tribute a lot, to helping hold down 
prices by getting bigger markets, 
and all the rest. But I’ve hardly 
thought about it in 20 years. It’s 
been 21 or 22 years since I’ve even 
been inside one of those things. 

Niven: One of your biographers 
said that you brought to your 
work the greatest asset an adver- 
tising man can have, the unques- 
tioning conviction that bigger sales 
of whatever product he was in- 
terested in at the moment would 
make the world healthier, happier, 
and more prosperous. 

Bowles: I deny it. 

Niven: You deny it. You don’t 
think you ever had that attitude? 

Bowles: Not at all. That’s ridic- 
ulous, of course. 

Niven: You didn’t invest your 
every account with a social... 

Bowles: Oh, Lord, no. That 
would be very silly. No. This is 22 
years ago since I’ve even seen an 
advertising agency. 


Niven: You've also been quoted | 


as saying that many phases of ad- 

vertising always repelled you. 
Bowles: Well, the phony part of 

it, the great exaggeration. But one 


thing I think is very important, | 
that isn’t realized lots of times [is] | 


that advertising and public life 


are 1,000,000 miles apart. In ad- | 


Can Barr premiums 
help in your promotion? Write us 
about your need and our Art Department 
will furnish a free design and message 
We'll give you real sales 
building ideas 


The BARS RUBBER PRODUCTS COMPANY 


SANDUSKY, OMIO 


joyed more and contributed more. 
Niven: On the other hand, didn’t 


those 15 years give you a financial 
security ... 

Bowles: Not much, not much. 

Niven: Not much? Well, your 
colleague, Mr. Benton, when he 
ran for senator from Connecticut, 
I think he said, didn’t he, that he 
was using many of the techniques, 
in image projection, that he had 
picked up? 

Bowles: Well, it never taught me 
anything. 

Niven: It didn’t? 

Bowles: As a matter of fact, I 
think advertising techniques are 
what cost the Republican party so 
many elections. They use too many 
of them, I think. 

Niven: Didn’t you use any at Los 
Angeles, as chairman of the plat- 
form committee? 

Bowles: I just read a platform. 

Niven: Well, Mr. Stevenson, 
among other Democrats, has com- 
plained that the idea that you can 
merchandise candidates for office 
like breakfast cereal is the ulti- 
mate indignity to the democratic 
process. 


Bowles: Well, I couldn’t agree 
more. I think that is completely 
true. 

Niven: And you, you resent the 
so-called hucksterization of poli- 
tics? 

Bowles: Yes. And I don’t think 
it works. You see, in advertising, 
things are exaggerated. If you 
exaggerate the qualities of a soap 
or a breakfast food and go into a 
lot of wild adjectives about how 
wonderful they are, people sort of 
smile and they buy the soap or 
breakfast food. But decisions in 
government are serious questions 
involving tremendous issues and 
stakes, and it just doesn’t apply 
very well, I don’t think. I think 
that the people who do try to ap- 
ply it usually find it fails. 

I don’t want to get into person- 
alities, but I could mention several 
people who I think were ruined in 
public life by trying to use those 
techniques. They don’t work very 
well. 

Niven: They don’t even work in 
getting you elected, apart from 
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helping you afterwards? 

Bowles: No. I don’t think they 
do. The repetition of simple ideas, 
after all, that has nothing to do 
with advertising. People have 
known that—clergymen have 
known that—for 1,000 years. 

Niven: You and Mr. Benton 
founded your [agency] in 1929, 
just before the depression. 

Bowles: Just before the depres- 
sion. 

Niven: I read somewhere that 
in your first six months you only 
had $25,000 in billings and faced 
bankruptcy. How did you turn 
the corner? Do you remember? 

Bowles: Well, we worked very 
hard at a lot of things, and grad- 
ually everything began to go well. 
We had to work very hard. But 
those years seem a long, long way 
off. You’ve made me think of them 
for the first time in ten years, I 
think. " 

Niven: Much of your success 
was in radio, of course, wasn’t. it? 

Bowles: We did some, yes. 

Niven: Well, sir, did there come 


How a Spokane Retailer Sells a market that’s 


“My customers come not 
from metropolitan 
Spokane alone but from 
the total 36-County 


Spokane Market” 


papers. And we 


~“Since Pay Less Drug Store was estab- 
lished over 28 years ago, 95 per cent or more 
of our ad budget has been devoted to news- 


have had substantial sales 


increases in every succeeding year during this 
period. This success is largely due to the fact 
that our advertisements in The Spokesman- 
Review and Spokane Daily Chronicle sell 
merchandise to people throughout the 36 


counties of the Spokane Market.” 


JOE O'LAREY 
PAY LESS DRUG STORE 
SPOKANE, WASHINGTON 
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a time, there in your offices in 
Madison Ave., when you said, “I 
want away from all this; I want 
to go to Washington and serve the 
government?” 

Bowles: Oh, yes. I did. I came 
down a good deal during the 1930s, 
when Roosevelt was here; [I] did 
a lot of odd jobs of various kinds, 
and then when the war started I 
went into government, and have 
stayed ever since, in one way or 
another. # 


Chet, You’ve Been 
Away Too Long: Lusk 


(Continued from Page 3) 
areas, including market research 
and the use of media. 

“Television, the medium on 


which Mr. Bowles chose to issue 
his remarks, was still in its in-| 
fancy when he was an advertising | 
agency executive, for instance. Mr. 
Bowles also, apparently, is un- 


public in the last 20 years, and 
that most advertising today ap- 
peals to every consumer, regard- 
less of his or her income. When 
Mr. Benton left the agency in 1935, 
the gross national product was 
only $72.5 billion. Six years later, 
when Mr. Bowles left, it was 
$125.8 billion. In 1961, the GNP 
will reach somewhere between 
$505 billion and $510 billion, an 
increase of 600% over 1935 and 
300% over 1942. 


= “There are, in fact,” continued 
Mr. Lusk, “more buyers than there 
are voters today. People at all 
levels of income buy automobiles, 
houses, clothing, food, drugs, soap, 
toothpaste, cigarets, life insurance, 
household supplies. 

“Mr. Bowles, I am afraid, is 
guilty of exaggeration when he 
says things are exaggerated in 
advertising. 

“I think he should be reminded 
that the consumer of today, in 


cated and has been exposed to a|and government were millions of 
much greater amount of advertis-|miles apart, he enacted another 
ing. Today advertising, without | scene in a continuing drama of ir- 
believability, would fail. We at|ritation which has been playing at 


Benton & Bowles have never in 


intervals all during the postwar 


our memory used what Mr. Bowles | period. 


termed ‘wild adjectives’ in de- 


When Chester Bowles followed 


scribing the products and services | William Benton out of the agency 


of our clients.” 


business and into politics, he sold 


Mr. Lusk added that repetition in| his interest, and the agency name, 
advertising is “simply one of the|to his associates. It has been mu- 
soundest aspects of advertising | tually annoying since. 


and has been since psychologists, 


For by the time Mr. Bowles had 


after careful study, brought out | become head of the Office of Price 
the fundamental factors of learn- | Administration, his old agency had 
ing and communication. Repeti- | the National Assn. of Manufactur- 
tion has a great deal to do with /ers as an account. The NAM was 


| advertising, just as it has a great |dedicated to the principle of the 


deal to do with all areas of com- rapid abolition of price control, and 


munication.” 


BENTON & BOWLES VS. 
BOWLES, ROUND II? 


New York, April 11—When 


\the scathing NAM ads raked Mr. 
Bowles where he was most sensi- 
tive. As Washington cocktail party 
goers discovered that Mr. Bowles 


was being, in a sense, the victim | 
of his own creation, their hilarity 


Robert E. Lusk, president of Ben- 
ton & Bowles, hastened to reply 


was doubly annoying. 


aware that there has been a great | 
| democratization of the consuming | 


years ago, is much more sophisti- 


contrast to the consumer of 20) after Chester Bowles had told a| =m Mr. Bowles told friends he had 
| CBS interviewer that advertising;made a mistake in selling the 


Here’s proof the Spokane Market is the 
one big exception to the Metro area concept 
of measuring a market. : 

Pay Less Drug Store doubled, tripled, 
even quadrupled sales in just a few years — 
and principally because of customers who live 
in 35 counties outside Metropolitan Spokane! 

Over 1.1 million people live in the Spo- 
kane Market. Their income exceeds $2.1 bil- 
lion annually. They spend over $1.4 billion 
at retail. 

No Pacific Northwest sales job is com- 
plete until this major market is sold. Papers 
published in coastal cities 300 miles away 


TIMES AS BIG AS IT LOOKS 


can’t do it. It can be sold economically, effec- 
tively only from Spokane — with the two 
dailies Spokane Market families consider 
“local” papers: The Spokesman-Review and 
Spokane Daily Chronicle. 

These Spokane dailies reach over 9 out 
of 10 families in Metro Spokane; 7 out of 10 
families in the 24-County Retail Trading. 
Zone; approximately 5 out of 10 families in 
the FULL 36-County Spokane Market. 

They penetrate to the very core of buy- 
ing impulses . . . cause thousands to buy mer- 
chandise in local stores throughout the 36- 
County Market . . . prompt thousands more 
to travel to Spokane and shop. 

Whether you sell drugs, general mer- 
chandise or food the Spokane Market is an 
“A” Schedule must — a market 4 times as big 
as its metro area! 

Give your business the stimulus of an 
advertising campaign in The Spokesman- 
Review and Spokane Daily Chronicle. 


Measuring Only the {POPULATION = 291,100 1,159,200 
Metro Area Misses the | e 727 
Real Sales Volume of [g NETINCOME ——_—_—$578,498,000 __$2,118,727,000 

the Spokane Market TH RETANL SALES =»: $379,688,000 _—- $1,428,990,000 


Source: Sales Management, “Survey of Buying Power,” July 10, 1960 


Spokane is a Burgoyne Grocery and Drug Test City 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 


GROWTH OF 
BENTON & BOWLES 
Since 1941, over 50% of yearly 
increase has come from existing 
clients in expanding campaigns 

and in new assignments, 
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NOTE: At the end of 1940, Benton & Bowles lost the 
Colgate-Palmolive-Peet account and the Continental 
Baking account. In 1941, and shortly thereafter, these 
were replaced with accounts in the same fields, which are 
among our present chents. 


TURNING POINT—This graph, which 
indicates that Benton & Bowles’ 
big surge occurred after the de- 
parture of Messrs. Benton and 
Bowles, appeared in a B&B house 
ad in Advertising Age Jan. 7, 1952. 


agency name; that he should have 
insisted that the name be changed 
after he and Mr. Benton (by then, 
Sen. Bentom) were no longer part 
of its management. 

But the far-ranging political ac- 
tivities of Messrs. Bowles and Ben- 
ton had their effect on the agency, 
as well, and a number of years 
later it published a house adver- 
tisement in which it graphed its 
growth in billings, and carefully 
pointed out that the growth had 
come, for the most part, after Wil- 
liam Benton and Chester Bowles 
had left the agency. + 


Washington Apple Group 
Launches Radio Push 


Washington State Apple Com- 
mission, Wenatchee, has launched 
a new campaign to promote its 
winesap apples, using radio spots 
in 76 cities. Another 15 to 20 cities 
may be added on recommendation 
of the commission’s field men to 


chain and voluntary retail groups. 
Cole & Weber, Seattle, handles the 
account. 


KSLA-TV 


SHREVEPORT 
LOUISIANA 


tie in with local promotions by. 
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1000 
SALES IDEAS 
ONLY $10 
Successful ideas from 
successful companies on 
SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you receive 
Briefed with its 100 or more sales- 
tested, profitable experiences . . . 
showing results produced . . . as re- 


ported in the nation’s leading busi- 
ness and trade publications. Adapt 
them to your own profitable use. 
Worth many times the $10 you send! 


rie 


400 Madison Ave. (Dept. A) New York 17,N.Y. 


Don't Cut Ads in 
Slump, Lewis Urges 
Financial PR Group 


OKLAHOMA CITy, April 12— 
“When things get a little tough, 
then is the time to place emphasis 
on a good advertising program,” 
| Harold W. Lewis, vp of the First 
National Bank of Chicago, told a 
regional meeting of the Financial 
Public Relations Assn. here today. 

An institution’s success in the 
current economy depends to a 
large extent on resisting the temp- 
tation to cut back on advertising, 
| he said. 

“Many financial institutions 
which enjoyed record earnings in 
1960 believe that the 1961 results 
| will not be quite so good,” Mr. 
| Lewis reported. 
| “Administrative officers will 
| carefully examine expenditures, 
/including advertising appropria- 
tions...This is no time to make 


advertising the scapegoat of = 4 
retrenchment program,’’ 
warned, pointing out that success- 
ful banks and other institutions | 
have found that the money goes to | 
the organization that keeps its 
name before the public. | 


# Ernest G. Gearhart Jr., vp of the | 
First National Bank of Miami, | 
said banks can no longer afford to 
wait for business to walk in the 
front door as a result of advertis- 
ing or clever merchandising. He 
suggested increased personal sell- | 
ing of bank services. 

Robert A. Bachle, vp of the Na- | 
tional Boulevard Bank, Chicago, | 
told the meeting that banks 
“sometimes direct too much of 
their business development time 
toward the solicitation of new 
customers and too little toward 
selling additional services to pres- 
ent customers.” As a result, he 
said, a “surprising” number of 
customers are unaware of the 
many financial services available 
to them. # 
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Advertising Age, April 17, 1961 
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NEW ADVERTISING, 


108 ADVE essnaes : 
pune Leteed ° 


Mcintosh Anderson Howe 


NEW NEW NEW—New England Mutual Life Insurance Co., Boston, is 
replacing its New series of ads featuring paintings by American 
illustrators, with three new campaigns. One series, with the “If you 
were born in 19—” theme, plays on outstanding events in each year. 
A second campaign is aimed at getting women to encourage their 


husbands to get more insurance. 


Brings out the best. 


Black and white has a beauty of 
its own—colorful contrasts of tone, 
shades and shadows, a dignity and 
distinction which requires the finest 


in graphic reproduction. 


Widely known as the leading 
four-colorgravureservicer, Intaglio 
likewise leads in monotone gravure 
quality—brings out the best! Offers 
superior facilities for preparation 
and proofing of monotone positives 
and rotoprints for publications, 
advertisers, and packagers. 


Intaglio craftsmen have the 
skills developed only with time. Of 


Intaglio today! 


A third explains the company’s 
services to business men. Looking 
over display of ads are Lee Bar- 
rett, ad manager; James B. Mc- 
Intosh, administrutive vp; O. Kel- 
ley Anderson, president of the 
company; and Richard O. Howe 
of BBDO, the agency. 


Wharton Establishes 
Consumer Panel Study 

University of Pennsylvania’s 
Wharton School of Finance & Com- 
merce, Philadelphia, has estab- 
lished a quarterly consumer panel 
study of families in the Philadel- 
phia area to determine their eco- 
nomic behavior over a period of 
one to four years. The study is de- 
signed to reveal spending and sav- 
ing patterns, including those fol- 
lowing temporary changes in 
income, such as tax refunds, or 
temporary unemployment. A ran- 
dom sample of families will be in- 
terviewed during April and rein- 
terviewed in July, October and in 
January, 1962. 

The study is being supported by 
contributions from Armstrong Cork 
Co., Bell Telephone Co. of Penn- 


the staff of nearly 600, 35% have 
been with us ten years or longer— 
deliver superlative quality in either 
color or monotone! 


For the finest in gravure, rely 
on Intaglio. Pioneers in perfecting 
gravure reproduction methods, with 
a quarter century of experience . . 
four modern plants in New York, 
Chicago, Detroit and Cincinnati 
... and seven offices conveniently 
located for service, Intaglio merits 
your preference and patronage. Call 


Intaglio SErvVICE corPorATION 


America’s First Gravure Servicers 


305 East 46th St., New York—731 Plymouth Court, Chicago—40 Hague Ave., Detroit— 
1828 Lewis Tower Bidg., Philadelphia—126 West McMicken Ave., Cincinnati— 
1932 Hyperion Ave., Los Angeles—544 Market St., San Francisco— 


sylvania, Federal Reserve Bank of 
| Philadelphia, Ford Motor Co. and 
|/Sun Oil Co. National Analysts, 
| Philadelphia, will act as data col- 
| lecting agents. 


Arcade Agency Buys TV Time 
| Arcade Advertising Agency, 
| Chattanooga, recently sponsored 
a two-hour prime-time telecast of 
| the “Sergeant York” feature movie 
on WTVC-TV, Chattanooga. The 
| agency used the seven commercials 
|to promote its services. One an- 
nouncement featured a display of 
the products made by Arcade’s 
clients. 


Top Slice 
of the 
Mass Market 


In the higher income neigh- 
borhoods of New York’s 
mass market, The Mirror 
Is strongest. Weakest in 
the siums. 


Take a tip from New York's 
retailadvertisers,who must 
get results. See how high 
among New York's seven 
dalllesthey rate The Mirror. 


Make 
The Mirror 
a MUST! 
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Better Homes & Gardens 1961 || 
HOME ‘15 


How to catch | tWPROVEMENT 
your customers |!DEAS 


How to build space-saving 


In d buying mood! STORAGE UNITS that are both 


A eR RS. La aee specialized and decorative 


RESTYLING KITCHENS 
for increased efficiency 


aS — 
SxINISHING BONUS SPACE 
ATTICS, BASEMENTS, and GARAGES page 123 


Tf wwe. 8 


Publisher’s estimate, 1962 issue: 180,000 
Actual net paid, 1960 issue: 201,565 
Next issue closes June 15, 1961 

On sale August 22, 1961 


Talk to them through the pages of Better Homes & Gardens Idea Annuals. The 
eS men and women who have paid good money for any of these six annuals are looking for ideas 
is they can act upon—ideas that will help them get what they need for happier living. They ex- 
pect to find these ideas—exciting, attainable ideas—presented by the editors of BH&G’s Idea 
Annuals. And when they do, they’re ready to buy. 


Isn’t this exactly the right climate for telling what you have to sell that they want to own? - 


beter Homes 4 VTi -BetterHomes& Gardens “= Bettor Homes &Gandens 
FURNISHINGS CHRIST M. AS, KITCHEN 

a ees il IDE AS i = IDEAS wri 36I 
Vee) | << 1960. <2 s os . 


par mp naar ren Better Homes & Gardens 


IDEAS... a .. 


mm A ee pe > A a 


mM we Aon a ae 


Publisher's est., 1962 issue: 475,000 Publisher's est., 1961 issue: 600,000 


Publisher's est., 1962 issue: 225,000 Publisher's est., 1962 issue: 185,000 Publisher's est., 1962 issue: 135,000 
Actual net paid, 1960 issue: 549,481 Actual net paid, 1959 issue: 615,906 Actual net paid, 1960 issue: 244,937 Actual net paid, 1960 issue: 226,102 Actual net paid, 1960 issue: 155,373 
Closes: July 14, 1961 Closes : August 15, 1961 Closes: October 16, 1961 Closes: November 15, 1961 Closes: December 15, 1961 
On Sale: September 21, 1961 On Sale: October 19, 1961 On Sale: December 21, 1961 On Sale: January 18, 1962 On Sale: February 20, 1962 


JALS MEREDITH OF DES MOINES 
... America’s biggest publisher of ideas 
for today’s living and tomorrow's plans 


SIX SPECIALIZED 
SALES IMPROVERS... 
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Of the more than 2,000 business papers now 
being published, only the 857 shown at right are 
audited by the Audit Bureau of Circulations 
(ABC) or Business Publications Audit of Cir- 
culation, Inc. (BPA). 

Only _these publications have gone to the 
trouble and expense of providing you with an in- 
dependent, open, complete physical accounting 
of their circulation, conducted on their premises 
by a non-profit auditing organization. 

Only these publications have recognized the 
need for experienced field auditors, backed by 
organizations whose policy control, responsi- 
bility, and disciplinary measures rest in the hands 
of their advertiser, agency, and _ publisher 
members. 

These publications deserve your support. 


HAYDEN PUBLISHING COMPANY, INC. 
830 Third Ave., New York 22, N. Y. Telephone: PLaza 1-5530 


Reprints Available on Request. 
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A a 
ABC Weekly Newspaper Rates 
Actusl Spe ifying E 
ual Specifying Engineer 
Ad News of the West” 
Advertising Age 
Advertising Requirements 
Agricultura de las Americas 
Agrichemical West 
Agricultural Chemicals 
Agricultural Engineering 
ricultural Leaders’ = 
AIA Monthly Bulletin, Michigan 
Society of Architects 
A.1.Ch.E. Journal 
Air Conditioning, Heating & 
Refrigeration News 
Air Conditioning, Heating and 
Ventilatin 
Aircraft & Missiles 
Airlift 


Air Transportation 

American Artisan 

American Automobile (The) 

American Boxmaker 

American Brewer 

American Builder 

American Business 

American City 

American Druggist 

American Egg & Poultry Review 

American Engineer 

American Exporter 

American Exporter Industria 

American Funeral Director 

American Fur Breeder 

American Gas Journal 

American Glass Review 

American Hairdresser 

American Journal of Cardiology (The) 

American Journal of Medicine 

American Journal of Nursing 

American Journal of ee 

American Lumberman & Building 
Products Merchandiser 

American Machinist/ 
Metalworking Manufacturing 

American Milk Review 

American Motel 

American Paint Journal 

American Paint and Wallpaper 
Dealer 

American Painter and Decorator 

American Paper Merchant 

American Perfumer 

American Practitioner and Digest 
of Treatment 

American Press (The) 

American Pressman (The) 

American Professional Pharmacist 

American Restaurant 

American School Board Journal 

American Shoemakin 

American Soft Drink Journal (The) 

America’s Textile Reporter 

Amusement Business 

Analytical Chemistry 

AOPA Pilot (The) 

Appliagace Manufacturer 

Architectural & Engineering News 

Architectural Forum 

Architectural Record 

Arizona Beverage Journal 

Arizona Grocers 

Arizona-New Mexico Builder & 
Contractor 

poy to Force Journal 

Art Direction 

Ashrae Journal 

Assembly & Fastener Engineering 

A.S.T.A. Journal (The) 

A.S.T.A. Travel News 

Automatic Control 

Automatic Machining 

Automation 

Automotive Chain Store 

Automotive Industries 

Automotive News 

Automotive Service Digest 

Automotive World 

Automotive World en Espanol 

Aviation Week including Space 
Technology 


Bakers Review 

Bakers Weekly 

Baking Industry 

Bankers Monthly 

Banking 

Bar Management 

Beer Distributor 

Better Building Maintenance 

Better Farming Methods 

Better Roads 

Beverage Bulletin 

Beverage Industry News 

Beverage Media 

Beverage Retailer Weekly 

Biscuit & Cracker Baker 

Blast Furnace and Steel Plant 

Boating Industry (The) 

Boating Progress 

Boat and Motor Dealer 

Boot and Shoe Recorder 

Bottling Industry 

Boxboard Containers 

Boxoffice 

Brake and Front End Service 

Brewers Digest (The) 

Brick & Clay Record 

Broadcast Engineering 

Broadcasting— The Businessweekly 
of Television and Radio 

Broiler Business 

Broiler Growing 

Broiler Industry 

Buckeye Tavern 

Builders Kitchen Guide 

aes a ot ’ 
iidings Magazine, in =—_ 

National Real Estate a . 

Building Journal 

Building Materials Merchandiser 

Building Products 

Building Products Dealer 

Building Specialties & Home 

Improvement Dealer 

Building Supply News 

Burroughs Clearing House 

Business/Commercial Aviation 

i Education World 

Business Publication Rates and Data 

Butane-Propane News 

Buyers Purchasing Digest 


c 
California Oil World 
California Stylist 
Caminos y Construccion Peseda 
Canadian Media Rates and Data 
Candy Industry and Confectioners 

Journal 

Canner/Packer 
Canning Trade 
Casket and Sunnyside 
Catholic Building and Maintenance 
Catholic Property Administration 
Catholic School Journal (The) 
Ceramic Age 
Ceramic Industry 


_ Chain Store Age— 


Drug Executives Edition 
Chain Store Age— 
Drug Managers Edition 


Chain Store Age— 

Executives Editions Combination 
Chain Store Age— 

General Merchandise—Variety 

Store Executives Edition 
Chain Store Age— 

Grocery Executives Edition 
Chain Store Age— 

Grocery Managers Edition 
Chain Store Age— 

Restaurant— Fountain Combination 
Chain Store Age— 

Variety Store Managers Edition 
Chef-Culinary Review 
Chemical and Engineering News 
Chemical Engineering 
Chemical Engineering Progress 
Chemical Processing 


Chemical Week 


Chicago Electrical News 
China, Glass & Tablewares 
Civil Engineering 
Cleaning and Laundry Age 
Cleaning Laundry World 
Club Management 
Coal Age 
Coal Utilization , 
College and University Business 
Combustion f 
Commercial Boats & Equipment 
Commercial Bulletin 
Commercial Car Journal 
Compressed Air Magazine 
Concrete Industries Yearbook 
Concrete Products 
Connecticut Beverage Journal 
Conover-Mast Purchasing Directory 
Construction 
Construction Bulletin I 
Construction Digest— East Edition 
Construction Digest— West Edition 
Construction Equipment 
Construction Methods and 
Equipment (Public Works Issue) 
Construction News 
(Public Works Issue) 
Constructioneer 
Constructor (The) 
Consulting Engineer 
Consumer Magazine and Farm 
Publication Rates and Data 
Consumer Packaging 
Contractor (The) 
Contractors and Engineers 
Contractors’ Electrical Equipment 
Control Engineering 
Controller (The) . 
Cooperative Merchandiser — 
Corset and Brassiere Magazine 
Corset and Underwear Review 
Cotton Trade Journal 
County on & Vo-Ag Teacher 
Credit and Financial Management 
Crockery and Glass Journa 
Croplife y 
Current Medical Digest 
Cutting Tool Engineering 


D 
Daily News Record 
Dairy Record 
Datamation 


Delaware Valley Printing Impression 
Dental Surve , 
Department Store Economist 
Design News 

Diesel and Gas Engine Progress 
Diesel Power 

Display World 

Distribution Age 

Dixie Contractor (The) 
Domestic Engineering 

Drilling 

Drilling Contractor 

Drive-In Management . 
Drive-In Restaurant Magazine 
Drugs & Allied Industries 

Drug & Cosmetic Industry 
Drug Topics 

Drug Trade News 


E 
Earnshaw’s Infants’, Boys’ and 
Girls’ Wear 
Eastern Feed Merchant 
Editor & Publisher— The Fourth 


Estate 
Educational Screen and Audio-Visual 
Guide 


E.E.N.T. Digest 

Efectos de Escritorio 

El Automovil Americano 

Electric Heat & Air Conditioning 

Electric Light & Power 

Electrical Construction & 
Maintenance 

Electrical Design News 

Electrical Engineering 

Electrical Equipment 

Electrical/Electronic Procurement 

Electrical Merchandising Week 

Electrical South 

Electrical West 

Electrical Wholesaling 

Electrical World 

Electrified Industry 

Electro- Technology 

Electromechanical Design 

Electronic Design 

Electronic Designers’ Catalog 

Electronic Digest 

Electronic Equipment Engineering 

Electronic Industries 

Electronic News 

Electronic Technician 

Electronics 

E| Exportador Americano 

Engineering & Mining Journal 

Engineering News Record 

Equipment & Materials Reporter 

Excavating Engineer 

Explosives Engineer (The) 

Export Trade 


F 
Factory 
Factory Equipment and Production 
Farm Chemicals 
Farm & Power Equipment 
Farm Power 
Farm Publication Rates and Data 
Farm Store Merchandising 
Fast Food 


Feed Age 
Feed & Farm Supplier 
Feed Bag (The) 
Feedstu 
Feeds Iilustrated 
Fibre and Fabric 
Films For Television 
Finance 
Fire Engineering 
Fish Boat (The) 
Fishing Gazette 
— Tackle Trade News 
Fleet Owner 
Flooring 
Florida Builder 
Florida Building Journal 
Florida Contractor and Builder 
Florida Trend 
ood Business 
Food & Drug Packaging 


Food Engineerin 
Food Field Reporter 


Fueloil & Oil Heat 

Fuel Oil News 

Furniture Design & Manufacturing 
Furniture Manufacturer 

Furniture Production 

Furniture Retailer 


G 


Gas Age 

Gas Heat/Comfort Cooling 
Gasoline Retailer (The) 
Geyer’s Dealer Topics 

Gift and Art Buyer , 
Giftwares & Home Fashions 
Glass — 

Glass Industry (The) 

Glass Packer (The) 
Golfdom 

Good ee 
Go-Transport Times of the West 


GP 

Grain and Feed Review (The) 
Graphic Arts Monthly 

Graphic Science 

Greater Philadeiphia Magazine 
aan ow Finishing 
Ground Support Equipment 


H 
Handbags & Accessories 
Handling & Shipping Illustrated 
Hardware Age 
Hardware & Housewares 
Hardware Retailer 
Hardware World 
Hearing Dealer (The) 
Heating & Air Conditioning 
Contractor 
Heating & Plumbing Merchandiser 
Heating, Piping and Air Cond‘tioning 
Heating, Plumbing and 
Air Conditioning News 
High Fidelity Trade News 
Hitchcock's Wood Working Digest 
Home & Auto Retailer 
Home Appliance Builder 
Home Comforts Wholesaler 
Home Furnishings Daily 
Home & Garden Supply Merchandiser 
Hosiery and Underwear Review 
Hospitals, Journal of the American 
Hospital Association 
Hospital Management 
Hotel Bulletin 
Hotel ak (The) 
Hotel World-Review and Hotel 
Management 
House & Home 
Housewares Buyer 
Housewares Review 
Hydraulics & Pneumatics 


I 

ice Cream Field 

ice Cream Review (The) 

ice Cream Trade Journal (The) 

Iinois Beverage Journal 

a & Tractor 

Indiana Beverage Life 

Industria Avi 

Industrial Arts and Vocational 
Education 

Industrial Bulletin 

Industrial Design 

Industrial Development and 
Manufacturers Record 

Industrial Distribution 

Industrial Distributor News 

Industrial Electronic Engineering 
& Maintenance 

Industrial and Engineering 
Chemistry 

Industrial and Engineering 
Chemistry— International Edition 

Industrial Equipment News 

Industrial Finishing 

Industrial Heating 

Industrial Maintenance and 
Plant Operation 

Industrial Marketing 

Industrial Medicine & Surgery 

Industrial Packaging 

Industrial Photography 

Industria! Wastes 

Industrial Woodworking 

Industrial World 

Industrial World en Espanol 

Infants’ and Children’s Review 

Ingenieria Internacional 

nstruccion 

Ingenieria Intc;nacional Industria 

Iniand and American Printer and 
Lithographer 

Inplant Food Management 

Institutions Magazine 

Instrument & — News 

Instruments and Control Systems 

Insulation 

Insurance Field—Fire and 
Casualty Edition 

Insurance Field— Life Edition 

Insurance Salesmen (The) 

Interior Design 

Interiors 

Interline Reporter 

tron Age (T 

Irrigation Engineering and 


1S A Journal 


J 

Jewelers’ Circular-Keystone (The) 

Jobber News & Electronic 
Wholesaling 

Jobber Product News & Jobber News 

Jobber Topics 

Journal of Accountancy (The) 

Journal of the American Oil 
Chemists’ Society 

Journal of Commerce 

Journal of Commerce— 
International Edition 

Journal of Osteopathy 

Journal of Plumbing, Heating & Air 
Conditioning (The) 

Juvenile Merchandising 


K 
Kansas Construction ine 
Kentucky Beverage pmo 
Kitchen Business 


Knitter (The) 

Knitting Industry Weekly 
L 

Lamp Journal 


Laundry Journal (The) 
Law and Order 
Leather and Shoes 
Leonard's Guide— Universal 
ey Metai Age 

ife Insurance Selling 


Lu ind Leathe 
Lonbermen (The) — 


M 
Machine and Too! Blue Book 
Machine Design 
Machinery 
MacRae’s Blue Book 
Maine Coast Fisherman 
Maintenance and Plant 
one hk 
intenance— Sanitary Suppli 
Management and —™ 
Automation 
Management Methods 
Manufactured Homes 
Manufacturing Confectioner with 
International Confectioner 
set termed 
rine Engineering/L 
Marine ews “ 
Maritime Reporter 
Mart Magazine 
Maryland-Washington-Delaware 
Beverage Journal 
Massachusetts Beverage Journal 
Material Handling Engineering 
Materials in Design Engineering 
Mayor & Manager 
MD Medical Newsmagazine 
Meat 


Mechanical Contractor 
Mechanical Engineering 
Mechanization 
Media/Scope 
Medical Digest 
Medical Economics 
Medical Times 
Merchants Trade Journal 
Men's Wear 
Metal Finishing 
Metal Products Manufacturing 
Metal Progress 
Metal Treating 
Metalworking 
Metropolitan Transportation 
Michigan Beverage News 
Michigan Contractor & Builder 
(Public Works Issue) 
Michigan Food News 
Michigan Roads and Construction 
Microwave Journal 
Mid-Continent Banker 
Mid-West Contractor 
(Public Works Issue) 
Midwest Industry Magazine 
Military Engineer (The) 
Military Market and Government 
ore 
Military Systems Design 
Mill and Factory 
Milk Dealer (The) 
Milk Products Journal (The) 
Mining and Quarrying 
Mining Congress Journal 
Mining Engineering 
Mining World 
Missiles and Rockets 
Missiles & Space 
Mobile Home Dealer 
Mobile Homes 
Modern Beauty Shop 
Modern Brewery Age 
Modern Castings 
Modern Concrete 
Modern Converter 
Modern Drugs 
Modern Fioor Covering 
Modern Government 
Modern Grocer (The) 
Modern Hardware 
Modern Hospital 
Modern Lithography 
Modern Machine Shop 
Modern Materials Handling 
Modern Medicine 
Modern Office Procedures 
Modern Packaging 
Modern Plastics 
Modern Railroads 
Modern Sanitation and 
Building Maintenance 
Modern Server & Spirits Store 
Modern Stationer and Office 
Equipment Dealer 
Modern Teacher 
Modern Textiles Magazine 
Modern Tire Dealer 
Modern Windows 
ey State Review (The) 
Motion Picture Exhibitor Plus 
Showmen’s Trade Review 
Motion Picture Herald 
or 
Motor Age 
Motor Service Magazine 
Motor West 
Municipal South (The 
Musical Merchandise 
Music Trades (The) 


N 
N.A.R.D. Journal 
Nargus Bulletin 
National Bottiers’ Gazette 
National Cleaner (The) 
National Cleaner & Dyer 
National Fisherman combined with 

Maine Coast Fisherman 
National Fur News 
National Furniture Review 
National Hearing Aid Journal 
National Jeweler 
National pogrogher (The) 
National Oil Jobber 
National Petroleum News 
National Photographer (The) 
National Provisioner (The) 
National Rug Cleaner 
National Safety News 
National Underwriter 
National Underwriter — 

Life Insurance Edition (The) 
Nation's Schools (The) 
Network Rates and Data 
New England Construction 
New England Electrical News 
New Equipment Digest 
New Jersey Beverage Journal 
New Medical Materia 
News Front 
Newspaper Rates and Data 
on News . Tes 

jortheastern ) 
Notion & Roca henen 
Nucleonics 
Nursing Outlook 


0 


Observer 

Occupational Hazards 

Office (The) 

Office Appliances 

Office Executive ' 

Office Management & American 
Business 

Official Steamship & Airways Guide 

Ohio Tavern News 

Oil and Gas Equipment 

Oil and Gas Journal (The) 

Oil Heating & Air Conditioning Age 

Oil, Paint & Drug Reporter 

— Journal & Review ot 

ptomet 
Optometric Weekly (The) 
Oral Hygiene 


Oregon Restaurant & Beverage 
Osteopathic Profession (The) 
Overview 


P 
Pacific Air & Truck Traffic 
Pacific Architect and Builder 
Pacific Builder and Engineer 
Pacific Coast Record Combined 
With Western Restaurant 
Pacific Factory 
Pacific Fisherman 
Pacific Laundry & Cleaning Journal 
Pacific Oil Marketer 
Pacific Road Builder and 
Engineering Review 
Pacific Work Boat 


Paint and Varnish Production 
Paint Industry 
Paper & Paper Products— Fine Issue 
i & Paper Products— 

rapping Issue 
Paper and Twine Journal (The) 
Paperboard eoy cy | 
Paper, Film and Foil Converter 
Paper Industry (The) 
Paper Mill News (Feature Numbers) 
Paper Mill News (News Issues) 
Paper Sales 
Paper Trade Journal 
Park Maintenance 


Parks & Recreation SL 


Patterson's Calif. Beverage Gazettee 
Pet Shop Management 
Petroleum & Chemical 
Transporter 
Petroleum Engineer— Drilling and 
ne ombination (The) 
Petroleum Engineer— 
General Section Combination 
Petroleum Engineer— 
Oil and Gas Pipelining 
Petroleum Engineer— 
Refining and Petrochemical 
Petroleum Equipment 
Petroleo Interamericano 
Petroleum Marketer 
Petroleum Refiner 
Petroleum Week 
PF Reporter Including Electronic 
Servicin 
Photo Dealer Combined with 
Western Photo Retailer 
Photographic Trade News 
Piece Goods Merchandiser 
Pipe Line Industry 
Pipe Line News 
Pit and Quarry 
Pit and Quarry Handbook 
Plant Engineering 
Plant Maintenance & Engineering 
Plastics Technology 
Plastics World 
Platin 
Playthings 
Piumbing and Heating Business 
Plumbing — Heating— Air 
Conditioning, Wholesaler (The) 
PMI— Photo Methods for Industry 
Pocket List of Railroad Officials 
Postgraduate Medicine 
Post's Paper Mill Directo 
Poultry & Eggs Weekly (The) 
Poultry Processing & Marketing 
Power 


Power Engineering 

Power Transmission Design 

Practical Builder 

Practical Lawyer (The) 

Precision Metal Molding 

Premium Practice 

Printers’ Ink 

Printing Impressions 

Printing Magazine including 
“The Offset Printer” 

nen | Production 

Proceedings of the |. R. E. 

Produce Marketing 

Produce News (The) & Produce 
Barometer (The) 

Product Design & Development 

Product Engineering 

Production 

Production Equipment 

Products Finishing 

Professional Nursing Home 

Progressive Architecture 

Progressive Grocer 

Protestant Church Buildings and 
Equipment 

Public Power 

Public Utilities Fortnightly 

Public Works Magazine 

Publishers’ Auxiliary (The) 

Pulp & Paper 

Pulpwood Production & Saw 

ill Logging 
Purchasing 
Purchasing Week 


wick Frozen Foods— Retail Edition 


Q 
gui Contractor 
wick Frozen Foods— Trade Edition 


Railway Age 

Railway Locomotives and Cars 

Railway Purchases and Stores 

Railway Signaling and 
Communications 

Railway Track and Structures 

Record and Sound Retailing 

Record Stockman (The) 

Recreation 

Refrigeration & Air Conditioning 
Business 

Research/Development 

Resident Physician 

Resort Management 

Restaurant Equipment Dealer 

Restaurant Management 

Revista Aerea Latinoamericana 

Revista Industria 


Rocky Mountain Construction 
Roofing, Siding and Insulation 
— Notes 

Rubber Age 

Rubber World 


Rural Electrification 
Rural Roads 


SAE Journal 

Sales Management 
Sanitary Maintenance 
Savings and Loan News 
Savings Bank Journal 
Scholastic Coach 
Scholastic Editor 
School Arts 

School Bus Trends 
school Management 
School Shop 


Selling Sporting Goods 

Servicios Publicos 

Service Station Management 

Shipping Digest 

Shipping Management (Combined 
with National Hi-Way Shipper) 

Ships Magazine 


Signal 
Signs of the Times 
Skywa' 


Solid State Journal (The) 
Southeastern Nurseryman 
Southern Automotive Journal 
Southern Beverage Journal 
Southern Building Supplies 
Southern Farm Equipment 
Southern Florist and Nurseryman 
Southern Hardware 
Southern Hospitals 
Southern Lumber Journal and 
Building Material Dealer (The) 
Southern Lumberman 
Southern Motor pow 43 
Southern Power and Industry 
Southwest Advertising & Marketing 
Southwest Builder and Contractor 
(Architecture & Building Edition) 
Southwest Builder and Contractor 
Cogesedeg & Public Works 


ition) 

Southwest Water Works Journal 

Space/Aeronautics 

Space/Aeronautics Research and 
Development Handbook 

Spectator (The) 

Spirits 

Sponsor 

Sporting Goods Dealer (The) 

Sporting Goods Products 

—— ge 


po 

Spot Radio Rates and Data 
Spot Television Rates and Data 
Standard (The) 

Starchroom Laundry Journal 
Steel 


Street Engineering 

Sugar y Azucar 

Sugar Journal (The) 

Super Market Manager 
Super Market Merchandising 
Supermarket News 

Super Service Station 
Supply House Times 
Surgical Business 
Swimming Pool Age 


Tap & Tavern 

Taxicab Industry— Auto Rental 
News (The) 

Tea and Coffee Trade Journal 

Television 

Television Age 

Telephone Engineer's Catalog— 
Directory of Industry Suppliers 

Telephone Engineer & Management 

Texas Contractor 

Texas Professional Engineer 

Textile Bulletin 

Textile Industries 

Textile World 

Thomas’ Register of American 
Manufacturers 

Timberman (The) 

Tire & TBA Review 

Tire, Battery & Accessory News 

Tobacco 

Tobacco Jobber (The) 

Tool Engineer (The) 

Tool & Manufacturing Engineer (The) 

Tooling and Production 

Tourist Court Journal 

Toys and Novelties 

Traffic World 

Transmission and Distribution 

Transportation Advertising Rates 
and Data 

Transportation Supply News 

Transport Topics 

Transporte Moderno 


Turkey World 


U 
Underwriters’ Report 
Underwriters’ Review 
UP—Collective 
U. S. Radio 


Vv 
Variety Store Merchandiser 
Vend 
Veneers & Plywood 


Volume Feeding Management 
Voluntary and fooperstive 
Magazine 


Ww 

Wastes Engineerin 

Water & Sewage Works 

Waterways Journal (The) 

Water Works Engineering 

Welding Design & Fabrication 

Welding Engineer 

Welding Illustrated 

Western —_- 

Western Architect & Engineer 

Western Aviation 

Western Baker 

Western Bottier 

Western Builder (The) 

Western Building 

Western City 

Western Confectioner with Western 

Ww a e —s+4 F Managemen 
estern Crops arm t 

Western Construction 

Western Dairy Foods Review 

Western Electronic News 

Western Farm Equipment 

Western Feed & 

Western Floors 

Western Fruit Grower 

Western Industry 

Western Machinery and Steel World 

Western Meat Industry 

Western Merchandiser 

Western Metalworking 

Western Paint Review 

Western Pharmacy 

Western Plastics 

Western Trucking and Motor 
Transportation 

Western Underwriter— Property & 
Casualty Edition 

What’s New in Home Economics 

Wholesale Drug Sales 

Wines & Vines 

Women’s Wear Daily 

Wood and Wood Products 

Wood Construction & Bidg. 
Materialist 

Wort co thay 
lor t ( 

World ah 

World Farming 

World Mining 

World Oil 


World Petroleum 


Business publication membership lists furnished by Audit Bureau of Circulations and Business Publications Audit of Circulation, Inc. as of March 1, 1961 
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Simon Warns AFA of Worsening 
Government ‘Climate’ for Ad Field 


Advertising Age, April 17, 1961 


Magazine Pages, Revenue for lst Quarter: ‘60-’61 


McGlinn Tells Providence literature about their profession. MAGAZINES 


He pointed out that this flood of | 
Admen of Campbell's Ad |misleading books and other ma-_ 


ae |terial indicates a tremendous lack 
Agency Liaison Setup of understanding of the role ad- 

Provipence, April 11—The gov- | Vertising has played, is playing, 
ernment db both on ‘and will play in the growth of the. 
and local, concerning advertising, fee enterprise system. 
is steadily worsening, and there| _ Unfortunately, this lack of un- 
is no prospect of change for the | derstanding is not confined to the 
better in sight. public in general, Mr. McGlinn 

That’s the warning of Morton stressed. It also exists in the minds 
J. Simon, a speaker at the Adver- of educators, public servants, writ- 
tising Federation of America First °TS; 2nd others in a position to 
District conference here last week. | influence public opinion. 

An attorney and specialist in 
the legal aspects of advertising, he 
told the meeting: “As long as the 
Schlesingers and the Galbraiths are 
in spots of influence, we can expect 
a continuation of the current anti- 
advertising philosophy in Wash- 
ington, supplemented by a perhaps 
somewhat less virulent animus by 
the states.” 

Mr. Simon said he cannot under- 


stand this anti-advertising think- | Seka bs agree been suc- 
ing, since politicians should be} cessful in making them realize 
acutely aware of the benefits of | that the typical person in adver- 
advertising and public relations. 'tising is a sincere, honest, hard- | 

“What else elected them? he | working individual, and that they 
asked. “But no, instead they make | have taken this change of attitude 
of advertising a whipping boy for pack to the field force with desir-| 
their constituents.” | able results,” he said. 

Mr. McGlinn told the Rhode Is- 
land advertising people that the 
future level of gross national prod- 
uct needed to sustain high employ- 
ment can be achieved only through | 
the development of new products 
and improvement of present prod- 
ucts and then the creation of a 
demand for these products through 
reliable and truthful advertising. 


|@ This lack of understanding exists 
,in the business community also, 
| the speaker warned. 

| At Campbell, he added, the com- 
|pany has tried to do something 
|about it. Agency personnel par- | 
\ticipate in sales meetings, and a 
/number of the company’s top peo- 
ple in the sales organization spend 
a week or two at one or more of 


® He explained that advertising 
has often sought governmental 
controls, such as the “truth in ad- 
vertising’” movement which goes 
back at least to the turn of the 
century. He pointed out that ad-| 
vertising helped sire the Federal 
Trade Commission. 

“What advertising objects to is 
the unreasoning and broad-based 
seurrility of which it is becoming | “Creating and maintaining pub- 
more and more a victim,” he said.| jic confidence in advertising is our | 

Based on “misunderstanding,” | responsibility,” he said. “If we 
this current show of spleen is | don’t produce it, freedom of ad- 
making advertising the butt of| vertising as we have known it 
feelings of resentment about such| may disappear, and with it the 


things as high prices, excessive | hopes of our nation for an ever- 
profits, waste, and lack of good 


_ 2 |rising standard of living.” + 
roads and sufficient education, 
Mr. Simon declared. 


|General Cigar Sets Newspaper 
Drive for White Owl Tips 
# The speaker struck out at the; General Cigar Co., New York, 
new FTC chairman, Paul Rand | has launched an extensive news- 
Dixon, whose “unfriendly” atti- | paper ad campaign for new White 
tudes toward advertising, he said,|Owl Tips. Introduced on the West 
were explicit during the recent | Coast about six months ago, White | 
Kefauver subcommittee hearing | Owl Tips are featured as the cigar 
where he was counsel. Mr. Simon | with “the smart-looking, soft-bite 
warned that it is likely that the} holder.” The holder is a flexible 
“cooperative” attitude of the FTC | plastic tip built onto the cigar. The 
under its former chairman, Earl | newspaper schedule calls for a total 
Kintner, will change. of 33 insertions (1,000 and 540 
“One tool they would undoubt-| lines) in the New York News, 
edly like to use would be the right | Mirror, Journal, World Telegram 
to obtain from the courts cease and|& Sun and Times. An additional 
desist orders against allegedly de-| eight insertions are scheduled for 
ceptive or otherwise improper ad-| the Sunday News and Sunday Star 
vertising at the very outset of the | Ledger, Newark. 
case,” he stated. “This is a wicked| Television spots have been 
weapon in the wrong hands.” launched on “The Deputy” (NBC- 
TV). Young & Rubicam is the 
s If the commission gets this pow- | agency. 
er, Mr. Simon pointed out, copy- 
writers face the risk that copy Kohler Names Frank; 
may be killed even if a court case | Whitehilling Is Whitehill 
is decided for the advertiser later. In the compilation of “major ac- 
The recent questionnaires sent| count changes” (AA, April 10), 
out by the FTC on national prices | ADVERTISING AGE erroneously re- 
to manufacturers, importers and ported that Kohler Co. would move 
distributors of photographic equip- its account from Roche, Rickerd & 
ment could well outlaw national Cleary to “Clifford & Atherton,” 
price advertising completely, Mr. effective July 1. Actually, the ac- 
Simon said. count will move from Roche, Rick- 
“The questionnaires must usual-|erd to Clinton E. Frank Inc., ef- 
ly be returned within 20 days and | fective July 1. At the same time 
under oath. In my book, this comes ApvertisiInc AGE also incorrectly 
pretty close to being compelled to) stated that Emerson Radio & Pho- 
testify against yourself,” he said. nograph Corp. had moved its ac- 
count from Friend-Reiss Adver- 
s John A. McGlinn Jr., vp-'tising to Robert Whitehilling. 
marketing of Campbell Soup Co.,| Emerson appointed Robert White- 
warned the conference that busi- hill Inc., not Robert Whitehilling, 
ness men have a dangerous mis- | to handle the account. 
understanding of the role of ad- 
vertising. r Miller Elects Russ VP 
He urged the admen and women Caroline Russ, an account ex- 
to be concerned about the flood of | ecutive at Miller Advertising, New 
derogatory and often misleading York, has been elected a vp. 


Presbyterian Life 
Reporter, The 

Saturday Evening Post, The 
Saturday Review 

Sports Illustrated 

TV Guide 

Time 

U.S. News and World Report 


TOTAL: 


Monthlies 


American Legion 


Holiday 

National Geographic Magazine 
Playboy 

Reader's Digest 

Redbook Magazine 

Saga 


Sport 

Together 

Town and Country 
True 


TOTAL: 


Women's 


Bride's Magazine 
Everywoman's Family Circle 
Good Housekeeping 
ladies' Home Journal 
McCall's Magazine 
Modern Bride 
Parents' Magazine 
Seventeen 
Woman's Day 

TOTAL: 


Home 


American Home 

Better Homes & Gardens 
Flower Grower-Home Garden 
House Beautiful 

House & Garden 

Living for Young Homemakers 
Sunset Magazine 


TOTAL: 
Fashion 
Glamour—Charm 
Harper's Bazaar 
Mademoiselle 
Vogue 
TOTAL: 
_Movie—Romance-Radio 
Dell Modern Group 
D-Modern Romances nongroup 
D-Modern Romances total 
D-Modern Screen non-group 
D-Modern Screen total 
D-Screen Stories nomgroup 
D-Screen Stories total 


Fawcett Women's Group 


F-Motion Picture non-group 
F-Motion Picture total 
F-True Confessions non-group 
F-True Confessions total 


True Story Women's Group 


T-Photoplay non-group 
™Photoplay total 
™TV Radio Mirror non-group 
T-TV Radio Mirror total 


True Experience non-grouy 
TTrue Experience total 
T-True non-group 
T-True Love total 
TTrue Romance non-group 
True Romance total 
T-True Story non-group 
T-True Story total 

TOTAL: 


Tell Total Revenue 
Fawcett Total Reverme 
Macfadden Total Reverme 


Business Week 

Dun's Review & Modern Industry 
Forbes 

Fortune 

Harvard Business Review 
Nation's Business 


TOTALs 
American Girl 
Boys' Life 
Scholastic Magazines 
t 
Field & Stream 
Outdoor Life 
Sports Afield 
TOTALs 


Mechanix Illustrated 
Popular Mechanics Magazine 
Popular Science Monthly 

TOTAL: 
Farm Journal 


Progressive Farmer, The 
Successful Farming 
TOTAL: 


MAGAZINE TOTAL: 


Source: Publishers Information Bureau 


PAGES REVENUE 

1961 1960 % Change 1961 1960 % Change 
186.80 209.96 - 11 349,954 393,520 = 11 
57.56 63.57 - 9 234,660 260, 286 - 10 
701.36 743.89 - 6 30,297, 364 29,025,864 + 4 
355.52 349.70 + 2 13,635,199 11,846,891 + 15 
1,030.17 1,143.47 - 10 4,047,723 4,215,119 o -4 
566.47 681.72 -17 (FF 5,827,381 6, 361, 785 - 6 
38.23 41.58 - 8 149,144 142, 180 + 5 
158.54 108, 38 + 46 129,874 17,619 + 67 
486.20 633.16 - 23 19,842,012 23,252,167 - 15 
281.10 302.01 - 7 519,209 490,852 + 6 
348.43 381.63 - 9 2,882,822 2,824,574 oe 
250.33 179.92 + 39 4,518,728 3,096, 395 + 46 
617.05 770. 31 - 20 11,558,797 12,837,580 - 10 
569.22 674.57 - 16 4,573,170 5,061,709 - 10 
5,646.98 6,283.87 - 10 98, 566,037 99, 886,541 - 1 
46.98 44.91 7.9 336,669 328, 180 + 3 
62.93 55.90 + 13 383,546 393,258 - 2 
139.74 123.00 + 14 319,404 263,283 + 21 
118.46 156.43 - 24 890, 317 1,137,940 - 22 
90.94 73.54 + 24 355,210 292,114 + 22 
180. 33 211.26 - 15 741,553 653,846 + 13 
46.24 40.00 + 16 159,608 136,176 + 17 
169.74 176.30 - 4 1,353,950 1,341,150 <9 
72.84 82.60 - 12 148, 987 160,272 - 7 
141.17 118.68 + 19 298, 868 232,566 + 29 
268.78 309.60 - 13 2,494, 168 2,701,092 - 8 
119.30 147.54 - 19 1,420,987 1,566,949 - 9 
78.96 56.85 + 39 540,968 333,611 + 62 
223.25 189.03 + 18 8,997,832 7,363,227 + 22 
127.69 107.95 + 18 1,775,654 1,298, 660 +37 
51.30 57.18 - 10 64,990 67,754 - 4 
38.68 40.54 - 5 81,509 77,636 * 9% 
33.84 25.88 +3 100, 503 77,843 + 29 
202.80 195.90 + 4 442,528 376,514 + 18 
100.59 73.15 + 38 1,206,984 831,696 + 45 
2,314.56 2,286.24 e-4% 22,114,235 19,633, 767 + 13 
202.53 226.25 - 10 483, 339 516,513 = § 
139.06 154.21 - 10 3,203, 120 3,488,517 - 9 
219.61 239.41 - 8 4,682,691 4,682,093 0 
194.30 230.34 - 16 6,648,420 6,831,983 - 3 
248.46 239.94 + 4 8,445,783 6,230,820 + 36 
211.56 218.13 - 3 416,811 394, 267 + 6 
181.78 180.64 + 1 1,957,862 1,901,664 a 
275.99 281.46 - 2 1,477,310 1,340,317 + 10 
120. 30 123.97 - 3 2,526, 209 2,528,696 fe) 
1,793.59 1,894.35 - 5 29,841,545 27,914,870 + 7 
112.11 117.98 - § 1,984,685 2,083,263 - 5 
180.98 232.89 - 22 5,218,408 6,253,742 - 17 
159.26 183.98 - 13 357,770 397,828 - 10 
191.03 226.10 - 16 1,189,048 1,347,433 - 12 
157.68 156.28 o 4 901,638 776,052 + 16 
103.66 139.85 - 26 546,670 735,519 - 26 
331.52 327.33 + 1 1,423,472 1,419, 362 fe) 
1,236.24 1,384.41 - 11 11,621,691 13,013,199 - 11 
253.83 256.88 - 1 1,438, 887 1,307,753 + 10 
296.39 269.44 + 10 1,500,825 1,265,008 a 4 
217.17 224.29 - 3 938,431 909, 381 + 3 
410,12 467.49 - 12 2,135,076 2, 300, 882 - 7 
1,177.51 1,218.10 - 3 6,013,219 5,783,024 + 4 
24.54 28.09 - 13 223,982 st lg 
27.26 45,89 - 41 99, 666 172,700" - 42 
51.80 73.98 - 30 189,258 272,824 -31 
10.30 15.86 - 35 38,747 67,571 - 43 
34.84 43.95 - 21 139,540 180,211 - 23 
7.19 11.19 - 36 8,733 14,522 - 40 
31.73 39.28 - 19 42,330 52,069 - 19 
26.55 31.82 > 17 189,071 211,764 - 11 
5.92 8.70 - 32 18,827 24,883 - 24 
32.47 40.52 - 20 106,164 110, 647 - 4 
27.03 36.47 ” 26 103,551 144, 384 - 28 
53.58 68.29 - 22 205, 285 270, 384 = 24 
19.69 28.03 - 30 342,430 524,550 - 35 
22.54 27.49 - 18 111,561 123,796 a 
42.23 55.52 - 24 200, 592 236,050 - 15 
3.56 6.36 - 44 7,336 15,002 - 51 
23.25 4.39 - 32 48,428 85,291 - 43 
9.32 16.18 - 42 9,765 15, 365 - 3% 
29.01 44.21 -§ 30, 311 43,690 -31 
9.45 17.01 - 44 9,853 16,002 - 3% 
29.14 45.04 - 35 30, 399 44,327 - 31 
10,02 16.00 - 37 10,377 26,007 - 60 
29.71 44.03 - 33 30,923 77,413 - 60 
92.84 111.65 - 17 819,047 1,087,525 - 25 
112.53 139.68 - 19 969,716 1,321,475 - 27 
296.21 400.74 - 26 1,992,946 2,694, - 26 
871,128 505, 104 - 27 
311,449 381,031 - 18 
1,310, 369 1,808, 247 - 28 
870.69 1,138.05 a 23 4,214,268 4,919,223 = 14 
206, 230.24 - 10 367,943 399,499 - 8 
160,24 181.94 - 12 509, 318 571,459 - 11 
400.00 500.00 - 20 2,354,574 2,672,172 - 12 
102.87 106.54 - 3 105, 862 107,022 oa 
127.80 147.93 - 14 685, 106 726,635 - 6 
1,867.68 2,304.70 - 19 8,237,071 9,396,010 - 12 
60.68 14.56 - 19 173,814 197,657 - 12 
13.44 81.65 - 10 480, 330 528, 159 — 
116.03 151.82 - 24 637,331 739,199 - 4 
250.15 308.03 - 19 1,291,475 1,465,015 - 12 
179.63 200, 81 - 11 765,993 800, 485 - 4 
184.27 185,38 - 1 680, 2 717,976 - 5 
137.75 162.77 o 528,977 645,795 - 18 
501.65 548.96 - 9 1,975,228 2, 164,256 - 9 
201.26 232.83 - 14 526,210 540,963 - 3 
317.77 353.04 - 10 1,000, 671 1, 140, 807 - 12 
285.34 325.79 - 12 924,215 1,013,025 - 9 
804.37 911.66 - 12 2,451,096 2,694,795 ‘e-9 
233.2 263.91 - 12 3.226,003 3,523.7 - 8 
ae 245.94 - 14 1,666,932 res | = 14 
208.25 6. - 15 1,332,752 1,511,814 - 12 
652.53 755-85 - 14 6,225, 687 6,983,511 - 11 
16,541.47 18,296.91 - 10 $190, 330,230 $191,629,370 - 1 
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Che Free Press 


SIEIFES 


as\ r: : When it comes to lamb, OR ANY FOOD PRODUCT, the 
jaan > > Free Press does a superlative selling job! WOMEN LOVE 
“gre? —_— oats x . al THE FREE PRESS ... AND it is WOMEN WHO BUY. 
7 ae i ae 
fs oo ' Free Press women’s pages were judged “best-of-all” in 
s ) the Midwest by a 1960 University of Missouri School of 
& kets 4 Journalism study sponsored by J. C. Penney Co. 
< ; | 4 Women really respond to this kind of editorial excellence. 


For example: 769 women wrote for a simple lamb recipe 
mentioned in Tower Kitchen Food Guide. This is a regular 
Friday food section, devoted to food buying tips, tasty 
recipes, menus for the week, and food advertisements. 


The Free Press is so rewarding to read! FREE PRESS 
READERS EAT HEARTY AND BUY BIG. The average weekly 
expenditure for groceries in the Detroit area is $27.46. 


48% of Detroit Free Press Families spend from $30 to 
more than $55 per week for groceries. The Free Press 
is so rewarding to use! 


Lamb Sloppy Joes 
Stretch the Budget 


ses: £2:222| Dinners in the Oug 
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Your Food ad in black and white or full color will do its best selling job on the pages of the FREE PRESS Tower Kitchen Food Guide. 


The Detroit Free Press 


MICHIGAN’S ONLY MORNING NEWSPAPER 


NATIONAL REPRESENTATIVES: STORY, BROOKS & FINLEY 
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SPECIAL DELIVERY FROM RAYMOND LOEWY 


A provocative, often explosive, symposium of views, rev- 
elations and predictions on masculine dress and habits 
—hand-tailored for TRUE by America’s top designer. 


If clothes make the man, what's going to happen to the American male? 
This October, 7,000,000 apparel-conscious young men will get a peek 
at their sartorial future when Raymond Loewy teams up with TRUE 
to cover every facet of a man’s appearance in an exciting APPAREL 
& APPEARANCE SPECTACULAR. 

This synthesis of the nation’s most influential designer and the world’s 


most widely-read man’s magazine is packed with merchandising pos- 
sibilities for the menswear field. To help advertisers tie-in to this 


event, TRUE will provide a whole arsenal of point-of-sale material. 


This comprehensive Apparel-and-Appearance Spectacular has the edi- 
torial flair, imagination and verve that the active young man expects 
—and finds—in TRUE. He likes TRUE’s ebullient attitude toward 
TRAVEL, SPORTS, ADVENTURE, HISTORY, HUMOR, GOOD LIVING, 
CONTROVERSY, and the whole wide masculine world. 


To tell your sales story to this world of men, schedule your advertising 
for the October issue of TRUE. Closing: July 15. 


THE WORLD’S LARGEST SELLING, MOST WIDELY READ MAN’S MAGAZINE...A FAWCETT PUBLICATION 
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Advertising Age, April 17, 1961 


April Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


- Pages i. a Lines ~ 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March 
1961 1960 1961 1960 1961 1960 1961 1960 

Weeklies, Bi-Weeklies, Semi-Monthlies (March) 
| Ea Seer ee 16.8 7.2 49.4 37.0 7,056 3,024 20,748 15,540 
ESS eee 66.8 83.2 186.6 209.8 28,670 35,678 £0,076 90,015 
Down EPR Seo 73.0 59.5 166.1 131.3 30,660 24,990 69,776 55,160 
Grit 0 RT EE pe 19.6 26.3 64.8 75.3 19,620 26,258 64,843 75,249 
A Ee pee a 298.2 282.3 701.7 743.9 202,755 191,963 477,123 505,876 
EN me Oe ede v gh 120.9 172.5 355.5 349.7 82,219 117,286 241,754 237,796 
eae 223.7 251.5 566.4 681.7 93,954 105,630 237,888 286,314 
EE Ss wrt Saige alas 435.0 466.2 1,029.5 1,142.9 186,639 200,014 441,672 490,318 
ee 435.0 457.3 1,029.5 1,116.7 186,639 196,204 441,672 479,077 
SS aa ee — 31.8 os 92.6 13,606 39,696 
Presbyterian Life ........... 13.4 15.6 38.4 41.3 5,648 6,557 16,176 17,424 
ee ee 67.4 55.6 161.6 112.8 28,307 23,333 67,839 49,742 
Saturday Evening Post ...... 195.7 247.1 485.9 633.1 133,105 168,012 330,408 430,540 
Saturday Review ............ 96.1 104.7 281.4 302.2 40,361 43,956 118,195 126,893 
Sporting News ............. 21.5 17.6 41.2 28.5 23,325 19,065 44,695 30,887 
Sports a ee 159.4 161.7 348.5 383.4 J 67,933 146,414 161,056 
Eh ead tas Fad ehevdvars 268.1 265.5 617.8 775.9 112,596 111,505 259,491 325,880 
ge re ee 85.9 57.9 249.2 179.7 15,637 10,536 45,354 32,708 
U. S. News & World Report .. 234.4 264.2 569.3 674.5 93,828 110,964 239,106 283,290 
fare ae 2,395.9 2,538.6 5,913.3 6,503.0 1,171,326 1,266,704 2,901,558 3,214,688 


Not included in totals. §Total represents national advertising plus sectional at a reduced decimal equivalent. +Five issues 
March 1961; four issues March 1960. ttTwo issues March 1961; three issues March 1960. +1960 figures include 25th An- 


niversary Issue. *Figures include regional advertising. 


- Pages . @ Lines ‘ 
April April Jan.-April Jan.-April April April Jan.-April Jan.-April 
1961 1960 1961 1960 1961 1960 1961 
Women’s 
Bride & Home ............ 93.0 87.4 225.3 218.7 58,779 55,200 142,440 138,254 
tBride’s Magazine .......... 160.8 159.1 363.3 385.4 101,638 100,545 229,587 243,566 
ears 42.1 54.3 181.1 208.6 18,060 23,295 77,691 89,489 
Good Housekeeping .......... 104.1 113.6 323.6 352.9 44,658 48,747 138,804 151,387 
Ladies’ Home Journal ....... 85.7 90.9 280.0 321.2 58,255 61,784 190,383 218,407 
SY . SiN a bey.0' ads dees 99.4 112.7 347.9 352.7 67,592 76,671 236,565 239,859 
ttModern Bride ............ — —— 215.9 216.8 136,436 136,992 
*Parents’ Magazine: 
National Edition .......... 61.5 83.7 243.1 264.3 26,389 35,921 104,335 113,352 
Metropolitan New York Edition 66.3 93.2 261.4 288.4 28,431 39,962 112,107 123,698 
{Pacific Mountain Edition . 63.5 86.5 107.6 272.1 27,218 37,119 46,134 116,696 
BEEK éncccccdaveeess 143.7 154.0 419.6 435.4 97,704 104,728 285,338 296,077 
SE Ue sebacesieecens 39.8 47.6 159.8 171.5 17,060 20,422 68,566 73,566 
The Workbasket ............. 28.3 39.2 153.9 180.6 5,547 7,676 30,173 35,406 
|” 988.2 1,122.2 3,282.5 3 6 551,331 612,070 1,798,559 1,976,749 


tPublished quarterly in January, April, July and October. *Includes sectional linage prorated to circulation of regional editions 
and the average decimal for Lever Bros. (Baby Dove Soap). tNot published February and March 1961. ttPublished bi- 
monthly; cumulative figures shown are for March issue. ¢tApril 1961 figures include sectional linage prorated to circulation 


of regional editions. 


General 
American Artist ............ 25.2 
American Forests ........... 19.5 
American Legion ............ 15.6 
Tis + 4W eas bes 'eeased awe 20.1 
EE toed eB iw 4d 58 Oe 49.0 
i RP 32.4 
SE cho RS 40 Weer dcude see 14.7 
Christian Herald ........... 24.9 
DEE 40% 04 0bhso<eedesds 9.4 
SEED Li Cees 60006908 00 N60 48.5 
CIN sv éncedsseebice 21.3 
CE RAY 866696 60d.n4 00 baees 70.1 
Sy TED me ies veivcsccas - 33.5 
PT. die tesse0ds nee sed's 73.5 
EE G55 0nA0-0d5-0094400% 20.1 
EE Mains eign eed éoek Oot 6 53.0 
Se EE Sd dei dove cbtaces 41.2 
i N's 65200406 ened 56.3 
Harper's Magazine .......... 37.5 
Hi Fi/Stereo Review ........ 43.9 
Pe SEE wiveccesidvses 81.5 
er ery rrr 126.4 
EEE due tbc devescocecs 39.1 
Improvement Era ............ 25.6 
re 36.0 
Kiwanis Magazine .......... 9.3 
GED GOGMEEED oc ccccccccsces 10.3 
Motor Boating ............. 141.2 
SE MED Sic eudeneceesececs 18.4 
= errr 25.3 
National Geographic Magazine . 65.6 
EE csendcdetess occeeee 45.4 
Popular Boating ............ 115.5 
Popular Photography ........ 57.7 
ET ©6056 « ha 0306 04's adie 18.8 
Reader's Digest ............. 88.4 
PE Boks > isvecewreneked 50.7 
SD PME Sccsccssede ces 30.0 
SL. sis oS b 640s ¢50.06 60.55 20.0 
eee 18.5 
PRO cc ccccedccccccjeces 12.7 
Town & Country ............ 78.9 
Lg eS Serr rr ry 36.1 
V. F.W. Magazine .......... 10.8 
DR cade ehandiscweres 163.2 
Te ME 5 os been andeces 2,015.1 


4 n~ wn NrRNN 
BESYARSSALTARVSEREOS 


s$y 


71.4 


RENSREER 
DAonvuanreru 


41.5 


2,139.7 


7,533.1 


ee 


10,563 10,136 41,157 42,341 
8,190 9,744 26,586 32,760 
6,561 5,701 26,769 24,802 
8,636 11,368 35,248 34,182 

20,580 20,250 79,979 73,936 

13,600 17,191 47,678 58,283 
6,281 10,116 31,471 43,593 

10,677 15,348 56,700 66,370 
3,955 2,868 18,674 19,477 
8,730 13,500 34,020 47,430 
9,150 10,189 48,744 41,709 

47,691 53,576 170,512 197,194 
5,803 8,460 25,640 25,665 

"49,392 61,757 167,933 183,994 

13,827 11,114 43,848 45,210 

22,247 25,935 83,626 96,797 
8,067 7,385 25,635 23,600 

24,820 19,206 77,652 72,221 

15,735 21,646 76,000 73,180 

18,451 15,947 84,563 78,133 

34,320 23,940 107,106 110,208 

85,929 90,625 268,726 301,290 

16,436 17,122 56,294 63,924 

10,745 10,731 36,997 40,592 

24,648 22,096 108,632 97,451 
3,897 6,165 18,911 14,343 
4,388 4,047 18,445 17,295 

83,027 108,192 362,561 450,996 
7,728 7,532 21,126 25,172 

10,526 11,186 31,204 38,262 

15,603 16,856 56,456 51,950 

19,072 11,511 52,201 35,424 

67,885 66,309 248,642 241,274 

24,247 29,984 106,571 116,819 
8,057 9,230 27,607 32,433 

16,089 15,301 53,428 49,054 

21,757 18,902 76,501 65,199 

12,600 16,254 45,444 49,770 
8,404 4,324 23,662 11,644 
7,936 9,522 42,015 38,032 
5,427 4,742 19,401 16,724 

49,872 63,016 177,932 184,656 

15,502 17,818 56,447 47,252 
4,540 4,132 17,725 17,221 

95,962 90,258 405,132 397,076 

967,553 1,031,232 3,641,601 3,794,938 


{Total represents national advertising plus sectional at a reduced decimal equivalent. {Formerly Sports Cars Illustrated. *1961 
figures include sectional linage prorated to circulation of Western Yachting. 


Home 
American Home ............. 50.7 50.6 162.8 168.5 
SE cian ks Gb cies 0.0.63 0.6 pe 57.0 64.7 246.0 258.6 
Better Homes & Gardens ..... 77.9 134.7 258.8 367.5 
Bi TIE oc cc esc ccccces ae — 8.3 4.0 
Flower & Garden ........... 44.4 55.7 181.0 200.2 
Flower Grower .............. 60.9 77.7 220.3 261.8 
DOPUIIEE oo nbc cnc cccccceces 35.2 33.8 113.3 122.8 
House Beautiful ............ 110.7 137.6 33.1 363.6 
House & Garden ............ 106.0 127.8 263.6 284.9 
Living for Young Homemakers . 68.3 92.3 172.3 231.3 
Popular Gardening .......... 68.2 74.7 233.2 253.1 
Sunset Magazine ...........- 156.8 204. 479.2 528.9 

Pree 836.1 1,054.3 2,641.9 3,045.2 
*Published bi-monthly; cumulative figures shown are for March issue. 
Fashion 
I: 2s ic ave cs scapes. 113.0 118.3 366.9 375.2 
Harper's Bazaar ...........- 101.1 106.7 397.4 376.1 
+Mademoiselle ..........---- 11L5 104.7 328.0 329.4 
ee ee 139.6 168.2 549.6 635.6 

Total Group ..........---- 465.2 4979 16419 1,716.3 
+1960 figures include prorated sectional linage. 
Movie-Romance-Radio-TV 
Dell Modern Group: 

Modern Romances ........- 25.6 31.3 78.2 105.3 


65,856 
432,103 


48,493 
63,893 
47,825 
88,228 


248,439 


11,003 


13,420 


157,433 
251,212 
140,719 
347,395 


896,759 


| 
| 
| 
| 


| 
| 
| 


55 
: Pages - ~ —_ Lines > 
April April Jan.-April Jan.-April April April dan.-April Jan.-April 
1961 1960 1961 1960 1961 1960 1961 1960 
— oto ie aoa: Wipes pe = ar 59.6 7,750 6,701 22,711 25,575 
Faweett Women’s SAE nevites : W 52.1 5,464 5,454 19,091 22,328 
Motion Picture ........... 9.8 10.0 42.4 50.5 4,204 * 4,267 18,167 21,692 
‘True Confessions .......... 16.0 24.5 69.6 92.9 6,859 10,498 29,873 39,840 
Hillman Romance eae 5.0 2.1 14.1 15.4 2,153 939 6,093 6,706 
Hillman Women’s Group ...... 19.3 20.9 79.2 85.4 8,317 8,996 34,092 36,779 
Ideal Women's Group: ; 
Intimate Soon: MEET 21.8 29.4 93.7 107.1 9,368 12,605 40,182 45,956 
4 eee 19.9 25.2 88.8 96.1 8,528 10,793 38,105 41,219 
fo arr 19.9 25.2 88.8 96.1 8,528 10,793 38,077 41,219 
Personal Romances ........ 22.1 29.4 91.3 100.9 9,480 12,615 39,169 43,287 
TV Star Parade .......... 19.5 24.8 88.8 96.3 8,385 10,654 38,074 41,326 
Secrets Romance Group: 
Confidential Confessions .... 15.8 21.9 782 86.8 6,775 9,384 33,567 37,254 
Daring Romances .......... 15.8 21.9 78.2 86.8 6,775 9,384 33,567 37,254 
Revealing Romances ....... 15.8 21.9 78.2 86.9 6,775 9,384 33,567 37,268 
GEE pions c covcecsesas 15.8 21.9 78.2 86.9 6,775 9,384 33,567 37,268 
| ne 15.4 10.9 50.3 44.1 6,619 4,668 21,606 18,906 
True Story Women’s Group: 
Photoplay ...............5 20.2 25.6 62.7 80.9 8,685 11,006 26,890 34,706 
True Experience .......... 10.8 13.6 39.4 57.4 4,652 5,853 16,882 24,606 
True Love Stories ......... 10.5 12.4 39.1 57.5 4,514 5,320 16,788 24,668 
(8 ere 11.0 12.6 40.3 56.1 4,727 5,400 17,271 24,074 
True net CE 53.5 63.1 175.6 204.1 22,953 27,057 75,349 87,550 
TV-Radio Mirror ......... 7.4 8.9 30.2 43.3 3,171 3,832 12,938 18,587 
Total Group ee seeeseeesens 401.7 4858 15826 18485 172,460 208,401 679,172 $05,042 
tFormerly Movie Star TV Close-Ups. *Alternates bi-monthly with Screenland. 
SBusiness (April) 
Dun's Review & Modern Industry 66.9 89.0 276.2 319.0 28,072 37,370 115,785 133,990 
5 SE POP EP EE. 161.7 202.0 561.7 702.0 102,226 127,664 355,026 443,664 
Management Methods ........ 55.4 68.0 210.2 227.0 23,268 8,560 88,284 95,340 
Nation’s Business .......... 50.4 74.8 180.8 224.1 21,162 31,409 75,912 94,094 
Total Group .............. 334.4 433.8 11,2289 1.4721 174,728 225,003 635,007 767,088 


§$ Because current month linage figures for several publications are not yet available this group is broken into an April and 


a March section. 


Magazine Linage Trend 


Figures in Thousands 


_ Pages Lines 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March 
1961 1960 1961 1960 1961 1960 1961 1960 
Business (March) 
NT PO ee Per 90.0 85.0 243.0 242.0 59,075 55,634 159,383 158,492 
errr 336.7 456.7 878.1 1,148.6 141,427 191,810 368,815 482,429 
Financial World ............ 58.8 37.7 130.0 139.5 24,704 24,249 54,631 58,599 
Ear. 55.5 63.8 160.5 181.9 23,316 26,784 67,404 76,380 
ere Pere 1.0 663.2 14116 1,712.0 248522 298.477 650,233 775,900 
Pages _- Lines —— 
April April Jan.-April Jan.-April April April Jan.-April Jan.-April 
1961 1960 1961 1960 1961 1960 1961 960 
Farm Magazines 
Farm Journal: (mon) 
Central Edition ......... 102.4 102.9 368.6 406.9 43,948 44,156 158,123 174,556 
#Eastern Edition ......... 92.4 86.4 318.4 332.9 39,657 37,078 136,613 142,812 
Southeastern Edition ..... 69.3 64.4 262.6 275.0 29,717 27,639 112,660 117,984 
Southwestern Edition ..... 70.3 66.4 267.3 277.9 30,146 28,497 114,665 119,201 
ZWestern Edition ......... 87.1 84.8 307.9 337.7 37,367 36,363 132,110 144,871 
Average 5 Editions ........ 84.3 81.0 305.0 326.1 36,167 34,747 130,834 139,885 
Progressive Farmer: (mon) 
#Carolina-Va. Edition ..... 84.4 81.9 311.1 349.7 57,360 55,667 211,537 237,798 
#Ga.-Ala.-Fla. Edition .... 88.2 84.6 314.7 345.5 59,944 57,506 213,970 234,928 
#Ky.-Tenn.-W. Va. Edition . 80.6 78.1 281.5 315.3 54,811 53,133 191,454 214,398 
#Miss.-La.-Ark. Edition ... 81.9 76.1 282.2 307.1 55,728 51,752 191,901 208,850 
SN NE ves <cagve ss 78.1 82.4 276.1 312.0 53,111 56,009 187,749 212,128 
Average 5 Editions ........ 82.6 80.6 293.1 325.9 56,191 54,813 199,323 221,620 
Successful Farming (mon) .... 111.1 4 319.3 345.3 49,982 44,710 143,684 155,390 
sf Sea 278.0 261.0 917.4 997.3 142,340 134,270 473,841 516,895 
Not included in totals. 
Youth 
American Girl ............. 20.2 18.6 80.9 93.1 8,685 7,958 34,716 39,922 
SS See oe 27.9 29.1 101.3 110.7 18,998 19,824 68,960 75,357 
OO TT 18.6 24.8 78.3 60.1 7,821 10,395 32,869 25,242 
Scholastic Magazines ......... 56.0 58.4 158.8 193.7 23,528 24,543 66.680 81,349 
tScholastic Roto ........... 9.5 10.5 23.5 34.1 8,302 9,153 20,573 29.808 
“Te GIN oo pc nce cee 11.9 18.5 27.1 60.4 4.984 7,756 19,810 25,340 
TA: CHE oo ionic vingats 144.1 159.9 469.9 552.1 72,318 79,629 243,608 277,018 
¢No January 1960 issue. {No January 196] issue. 
Mechanics & Science 
Mechanix Illustrated ........ 70.8. 68.5 272.6 301.8 15,863 15,325 61,062 67,554 
Popular Electronics ......... 47.2 53.4 204.9 212.9 10,568 11,957 45,898 47,696 
Popular Mechanics .......... 104.5 128.5 422.3 481.1 23,408 28,774 94,597 107,770 
Popular Science ............ 104.7 105.4 390.1 432.5 23,442 23,600 87,365 96. 
+Science & Mechanics ....... 47.2 92.3 237.3 200.7 10,581 20,672 53,167 44,954 
De CR iss oc 0 2 oc ectice 374.4 448.1 1,527.2 1,629.0 83,862 100,328 342,089 364,838 
¢Became monthly publication May 1960. 
Outdoor & Sport 
American Rifleman .......... 47.3 48.7 180.8 185.1 20,307 20,869 77,542 79,417 
Field & Stream ............. 80.7 85.0 260.5 286.0 34,621 36,465 111,759 122,685 


(Continued on Page 56) 
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Lines 


Advertising Age, April 17, 1961 


: , : > Pages ~~ Lines 
April April Jan.-April Jan.-April April April Jan.-April Jan.-April i i , -Apri i i i April 
i cn ee) ssa 3c0 cl" “Soeo”” Sayer ta 
Fur-Fish-Game ............. 26.8 28.3 96.2 94.0 11,485 = 12, 41,280 40,3 
BN anaes ences enessee ss 17.9 25.9 80.7 81.9 7,679 11,111 34,663 35.135 ‘Foreign (April) 
OE eee 81.2 98.1 265.7 283.6 34,854 42,089 113,988 121,648 ONE ois, Faces basse 19.9 38.1 51.6 81.3 16,674 31,962 4 
I 6s < ov cs sak yo 74.4 81.0 212.3 240.2 31,919 34,781 91,108 102,999 Popular Mechanics: son ag 
Total Group .............. 328.3 3670 10962 11708 140865 157,450 470,340 ‘512210 PM (Danish Edition) ...... 22.0 245 75.5 93.5 4,620 5,488 15,225 20,944 
: wa.208 PM (Dutch Edition) ..... 211 #90 514 428 4431 2016 10,804 9.118 
Detective & Fiction Populare Mechanik (German) 4.9 3.3 24.8 16.4 1,097 739 5,554 3,673 
io Gua. ......... 11.0 12. : . PM (Swedish Edition) a GR 10.0 10.0 35.0 43.5 2,100 2,240 7,320 9,744 
Ss 10 23 MS Sle 5279 a9 zag | eammue penne (Fenn) 25S 264 MDD S82 Sk? Sous mango aes 
1,695 1,111 7,551 6,347 Penal G 
Tete? Gren We 3 Fy er racy ——. opulare Mechanik (German) 4.9 3.3 24.8 16.4 1,097 739 5,554 3,673 
o D vccvacewecncee ! . \. / 6, 6,381 26,614 29,535 Mecanica Popular (Latin America) : 
Brazil (Portuguese) .... 14.5 17.0 69.4 74.1 3,248 3,808 15,556 16,604 
newspaper Sections A le Mexican-Caribbean (Spanish) 22.2 26.4 73.7 95.8 4,972 5,908 16,508 21,462 
So. Hemi Spani 143 8615.4 41. 4 
The American Weekly ........ 22.8 21.7 87.0 1065 19,381 18,463 73,952 595 Total aga , , oe r 154.4 170.1 Bo ars eier aa aS ee 
neo weed oe eens ‘ae + = ad a —_ anal ed ray an eee te —_ oy Bg — are not yet available this group is broken into an April and a 
Suburbia Today ............. 19.2 24.6 725 646 16338 20,914 ee ee BB hun 
tThis Week Magazine ........ 77 «694 «2539 «279.2 ©6938 «5897S «218.779 237'358 
OE ae 217.1 «© 204.1 781.3 799.9 184,558 173,501 664 680,172 c Pages we, Lines 
tFive issues April 1961; four issues April 1960. a weve March March Jan.-March Jan.-March March March dan.-March Jan.-March 
1961 1960 1961 1960 1961 1960 1961 1960 
Pages Lines 
= March py dan.-March Jan.- March March March Jan.-March Jan. -March 
N Secti — — — 196 ee 705 896 215.2 234.0 48,025 61,030 146,370 _—159,120 
_ SPPrrrrernee . . A . . ’ ’ 
eee | co ge (II) (March) Life En Espanol ......... 31.0 37.4 15 1283 21,080 ~ 25,500 75,905 87,295 
i Mexican Edition ....... Y y : t f f ; 
Chicago Tribune Magazine .... 185.2 159.5 513.3 476.6 157,458 135,608 436,280 397,443 | Caribbean Edition steeee $1.0 56.0 1613 1873 34 680 38 060 109 735 127.415 
New York Times Magazine .... 375.9 380.5 877.4 847.5 319,553 323,459 745,812 720,399 Newsweek: 
Philadelphia Inquirer ........ 101.6 128.6 300.9 362.2 86.386 109,380 255,797 307,950 | Peslfie Edition .......... 88.3 96.5 227.3 267.1 37,099 40,531 95,445 112,174 
Total Group .............. C627 6G LOLS LeRCS 565397 568.407 1,437,889 1,425,792 | European Edition ........ 620 76.7 208 296 3,200 32197 8 692,715 8,024 
eader’s Digest: 
Comics Magazines } ENS ees 33.5 36.5 87.5 107.5 6,097 5,986 15,925 17,630 
nig ep mage OE Faience dass<aes 75.0 45.0 1365 1120 13,650 8,190 24,843 20,384 
goede i ey ae a ne ie. ih in.” eres 56.8 63.0 1518 164.0 10,329 11,466 27,619 29,848 
id ioe. ‘ ' , ¥ ‘ 5,292 Ee 74.0 620 1640 157.0 13,098 11,284 29,028 28,574 
tious Gennes Gren ooelUellUDU TU Ue CU éleigin 57.0 50.0 1400 1215 10659 8,750 26180 21,263 
ane a, iviweriodsadance I f y i . é 5 : 
oS ean lea ’ | RIES OF ae 69.0 67.0 1985 1815 12,558 11,725 36,127 31,763 
oe Abebieabpeneend sn un h6©SlCUe eee os pn Ce 65.0 85.5 1885 215.0 12,090 15,903 35,061 39,990 
~ Sant Gian SF Bri a : : ; | eae 45.0 50.0 120.0 166.0 8,190 9,100 21,840 30,212 
oy ES ee ; y 120 0«=6 1215S ss12,.285 «212,474 42,336 45,927 MES nccansteea seuss 20 — 56.0 — 4,004 10,192 
: fume sia Denies SORE RE 28.0 41.5 69.8 95.8 5,096 7,055 12,695 16,278 
a ton dae bce ; : as ——- DU wipthvserneesesnvins 66.0 70.0 1685 1685 12,012 12,740 30,667 30,667 
i lags alge eal ~~ Nas ole ll A eepprrrereres 32.0 270 64.0 60.0 5824 5,022 11688 11,160 
Genadian WN sb Soaked dvacacts 114.0 139.7 262.0 284.3 21,318 24,442 48,994 49,758 
| CON DNES oo ccc cesses. 40.0 30.0 96.0 62.0 7; 5,250 17,952 10,850 
tCanadian Homes ........... 40.7 52.9 98.7 133.0 27,677 35,974 67,134 90,410 German... ..eeeeeeeeees 131.0 126.0 300.0 286.0 23,187 = 22,932 53,100 52,052 
Chatelaine: } German-Swiss  ............ 45.0 37.7 96.0 83.7 8,190 6,856 17,472 15,228 
Canadian Home Journal .... 78.6 88.6 258.0 253.5 53,449 60,242 175,422 172,358 a EEE ELEEEE LL 90.7 75.3 220.0 180.0 16,230 13,710 39,380 32,760 
Revue Moderne ........... 7 «==  i27 aa - 2a 107 897 RRC fckss tacneinaden 51.0 46.0 160.0 129.0 9,486 8,372 29,760 23,478 
MID isi ovis inn as ves ees. 20.5 308 71.0 80.9 8795 13,213 30.389 34.716 | Se eer 795 595 1935 1605 14469 10,234 35,217 27,606 
ae Maclean's so... 88.2 855 2527 2616 60,003 58,124 171,828 177,899 | Japanese ................ 25.5 26.8 89.3 97.3 4,386 4,494 15,351 16,336 
Le Magazine Maclean ....... 5 > ame 69.3 ee 47.127 RES en 405 425 1135 125.0 7,371 7,735 20,657 22,750 
Reader's Digest: New Zealand ............. 415 33.0 105.0 87.5 7,553 6,006 19,110 15,925 
: English Edition .......... 108.3 121.8 330.0 354.0 19,702 22,159 60,060 64,428 | vas... WCE 67.5 59.9 145.0 110.5 11,610 10,030 29,940 18,785 
French Edition ........... 110.0 1305 3415 3705 20.020 23,751 62.153 67,431 Overseas Military ......... 37.0 37.0 111.0 108.0 6,734 6,734 20,202 19,656 
; Revue Populaire ............. 20.5 36.3 62.2 94.5 14,377 25,429 43,698 66.155 South African ........... 66.5 81.5 174.5 221.0 12,369 14,589 32,457 41,106 
Samedi ..... ITE & 13.7 16.4 39.0 46.7 9,597 11,502 27,943 32.734 Southern Hemisphere ...... 20.0 22.0 57.5 61.5 3,640 4,004 10,465 11,193 
tee Saturday Night ........... 41.1 42.6 84.4 107.3 17,228 17,892 34,994 45,066 SUE enesscscvececscs 81.0 71.0 184.0 136.5 15,066 13,206 34,224 25,389 
- #Time-Canadian ............. 1515 1559 336.1 368.1 63,595 65,415 141,470 154,910 tTime International : 
Total Group ............. 5687 5628 i811 15947 273623 250304 793, Time-Atlantic ............ 146.6 139.5 330.1 372.9 61,530 58,555 138,950 156,555 
tFormerly Canadian Homes & Gardens. *First published March 1961. zNot included in totals; as April jeans were aoe eee ARUN ...... we py end 44 aeatend oa a be may ond 
able as this issue went to press March figures are shown. STime-Pacific ........++++- ——. “Oe aye 261.7 38,710 160,008 
.... SRR 103.8 — 244.0 — 43,540 102,480 _— 
Canadian National Weekend Newspapers (Rotogravure Linage) stern B-. ee -_ a 70,980 
SEE ghge sp ekesaseneds 95 208 38.3 82.9 8.525 18,678 34,450 74,641 Vi i 
og (2S 784 2737-2396 87,302 76.485 266,911 233.657 mo mae 3e1s 2380 L790 105290 109.830 
Star Weetly ss... 86222-2002 ©3527 F5ago © 9.0UM = assioge «aay | «| Stanish Edition - Se ey SUES THEE Wee Tus Taser Toeazs 
Weekend Magazine .......... 114.6 123.8 34 0 366.7 111.720 120.757 338.355 pomp . f eee 2,672.6 2,539.3 6,683.3 6,590.1 804,640 771,143 =. 2,058,571 2,068,215 
YO errr 402.5 (438.7 12666 1355.7 375.454 “407.249 1,179,324 1,256,761 tFive issue : i ime’s Pacific editi it i i i 
taal ’ ' 379, 256, s March 1961; four issues March 1960. *Time’s Pacific edition was split into two editions—Time-Asia and Time- 
tFive issues April 1961; four issues April 1960. Pacific—as of January 1961. 


ON CH IiCAGO'S 
Enjoy superlative luxury only five 
minutes from downtown . . . steps 
from famous restaurants and exclu- 
sive North Michigan Avenue stores. 
Superb appointments and 
friendly service. Rooms, suites 
and apartments by the day, | 
month or year. 


Donald O. Cronin, Mgr. 


LAKE SHORE DRIVE HOTEL 


Overlooking Lake Michigan 
181 E. Lake Shore Dr. -45U 7-8500 


| “Press-Chronicle’ Adopts 
| Bulk, Frequency Discounts 


The Press-Chronicle, Johnson 
City, Tenn., has adopted bulk and 
frequency discount plans for na- 
tional advertisers. The bulk plan 
starts at 1% for 1,000 lines within 
12 months, and runs to 11% for 
100,000 lines or more. A Continui- 
ty-Impact-Discount plan ranges 
from a discount of 4% for 300 lines 
weekly for 12 weeks, to a 12% dis- 
count for 1,000 lines weekly for 48 
weeks. The daily’s open rate re- 
mains at 15¢ a line. 


te 25 F oe 


MOODY MONTHLY “SITS 
in 100,000 homes each 


receptive readers. 


LAWRENCE ZELTNER 
Advertising Manager 


PHONE Mi 2-1570 . 


MOODY MONTHLY 


. bringing your sales mes- 
sages to more than 280,000 


820 N. LA 


“INVITED”. 


‘SALESMA 


ela Re 2 


“pa 


with thee TWO-WAY REACH 


IN CONSERVATIVE PROTESTANT CHURCH MARKET 


DOWN” 


month 


M/M ADVERTISERS ARE “IN”... 
when buying decisions are made 
in more than 60,000 growing, ag- 
gressive conservative Protestant 
churches. 


CALL OR WRITE TODAY FOR YOUR FILE COPY OF NEW BROCHURE 
WITH MEDIA FACT SHEETS ON M/M’s 


MOODY MONTHLY 


TWO MARKETS 


the influential magazine 


SALLE STREET ° CHICAGO 10 


Paul W. Long Sr., 
HuntingtonPublishing 
Ex-Exec, Dies at 64 


HUNTINGTON, W. Va., April 11— 
Paul Walker Long Sr., 64, former 
board chairman of Huntington 
Publishing Co., died April 9 of a 
cerebral hemorrhage. 

The company, founded by his 
father, publishes the Huntington 
Herald-Dispatch, the Advertiser, 
and the Sunday Herald-Advertiser. 
Mr. Long was named general man- 
ager in 1937, president in 1958 and 


| board chairman the next year. 


Mr. Long also had served as 
publisher of the Advertiser and as 
head of WSAZ Inc., which oper- 
ates stations WSAZ and WSAZ- 
TV. He sold his holdings in Hunt- 
ington Publishing and WSAZ last 
August. 


ANTHONY SYKES 

Lonpvon, April 11—Anthony E. 
Sykes, 49, a director of LPE Tele- 
vision Ltd., died here March 28 
after a short illness. Mr. Sykes 
was the youngest brother of R. C. 
Sykes, deputy chairman and man- 
aging director of London Press Ex- 
change and a grandson of the 
founder of the agency. 

With the present managing di- 
rector of LPE’s outdoor publicity 
division, R. Nelson, he wrote the 


ing in Britain, “Outdoor Advertis- 
ing,” published in 1953. 

Mr. Sykes became a director of 
LPE Television Ltd. when it was 
formed in 1955. 


THOMAS J. LITLE Ill 


Detroit, April 10—Funeral serv- | 


standard work on poster advertis- | 


J. Litle III, 47, former manager of 
Time’s Detroit advertising office. 
Mr. Litle died April 6. He joined 
Time as a salesman in 1954 and 
was made local manager in Oc- 
tober, 1958. He resigned his posi- 
tion three weeks ago. Before join- 
ing Time, Mr. Litie represented 
Crowell-Collier in its Detroit of- 
fice. A native of Woodbury, N. J., 
he was a 1934 graduate of Cor- 
nell University. + 


Ferguson to N. ].-“Standard; 
Draeger Succeeds at Esso 

Robert P. Ferguson, manager of 
economic and marketing research 
of the Esso division of Humble Oil 
& Refining Co., has been named 
head of the planning and research 
division in the marketing coordina- 
tion department of Standard Oil 
Co. (New Jersey), effective May 
1. Mr. Ferguson, who joined Esso 
in 1936, earlier had been manager 
of the marketing price analysis di- 
vision, and had planned the organ- 
ization of the Esso division which 
he is leaving. 

At the same time, Esso has 
named Arthur A. Draeger, who 
joined the company last year as 
New York state manager, to suc- 
ceed Mr. Ferguson. Mr. Draeger 
earlier had headed the technical 
|service division and research and 
| development division of Humble in, 
| Texas during his 25 years with that 
| company. 


Helene Curtis Sets Push 
for Shampoo Plus Egg 

Helene Curtis Industries will 
/launch its largest print effort for 
| Shampoo Plus Egg in May issues of 
|McCall’s, Reader’s Digest, Seven- 
teen and This Week Magazine. The 


bell-Mithun, Chicago, is the agen- 
cy. 

Two premiums—a baby-sitters’ 
guide or an address book—will be 
offered for $1 each with Shampoo 
Plus Egg or Creme Rinse, starting 
this month. 


Carling Forms Marketing Unit 


Carling Brewing Co. has estab- 
lished a new marketing division 
comprising the middle Atlantic 
states which will be served by its 
new Baltimore plant. Adam B. 
Jablonski, formerly advertising and 
sales promotion manager of Car- 
ling’s midwestern division, has 
been named divisional marketing 
director. 


Sears Forms New Products Unit 

Sears, Roebuck & Co. has formed 
a new products and business de- 
velopment committee, which “is 
expected to stimulate greatly the 
development of new ideas in prod- 
ucts, designs, materials and meth- 
ods at Sears.”’ Charles W. Harper, 
head of the luggage buying depart- 
ment, has been named committee 
chairman. 


Grant Invades Kuala Lumpur 
Grant Advertising has opened a 
|new office in Kuala Lumpur, Fed- 
eration of Malaya. Dennis Gore has 
| been named manager of the new 
| office which will have such clients 
as Colgate-Palmolive, British- 
| American Tobacco, Nestles, Stand- 
|ard Vacuum, Vernot Eastern Agen- 


(cies and Sissons Paints. 


_Associated Agency Moves 
Associated Advertising Agency, 
Wichita, has moved to new quar- 


ices were held today for Thomas’ push extends through 1961. Camp-| ters at 700 Colorado-Derby Bldg. 
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The San Francisco picture: 
KRON -TV 


had more viewers 
than any other television station 
in Northern California 
every month 


for the last three years. 


1958 1959 1960 


San Francisco Chronicle Source: ARB Reports 
NBC—Channel 4 Total Homes Reached Per 
Peters, Griffin, Woodward Average Quarter Hour 
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LISTEN FOR THE NEW 


Mel Allen, Betty Furness, Dave Garroway, Wayne Howell, Lindsey Nelson, Bert Parks—these top 


showbusiness personalities now headline “Monitor ’61.” Such “Monitor” regulars as Mike Nichols & 


Elaine May, Bob Hope, and Bob & Ray join them in a dramatically new format for NBC Radio’s popular 


weekend network service, which makes wider use of the NBC news department’s world-wide facilities. 
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One new “Monitor” feature: “Ring Around The World’—a series of five-minute commentaries on world 


developments by top NBC news correspondents in strategic spots around the globe. Another: “Weekend 
Report”—A 25-minute study in depth of the biggest news story of the week. New stars, 


new programming, new excitement—this is “Monitor '61!” NBC RADIO NETWORK 
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Remsen-Whitney Will Launch 
‘NATO Journal’ in September 
Remsen-Whitney Publishing Co., 
New York, will launch a new in- 
ternational business publication, 


DIE ERSTE* 


In any language, 

The Cedar Rapids Gazette 
is lowa’s 1st newspaper 
in total advertising 
linage and provides 

95% coverage of lowa’s 
2nd largest market. 


Represented by 
Allen-Klapp Co. 


*DIE ERSTE means First in German 


NATO Journal, in September. The | 
company, which also publishes! 
Missiles & Space, said the new 
magazine will have a controlled 
|circulation of 15,000, with 75% of 
| this readership overseas. It will be 
|distributed to business, military 
and government officials in the 
North Atlantic Treaty Organiza- 
| tion countries. 

NATO Journal will cover the in- 
dustrial and military needs of the 
NATO market. Erik Bergaust, lead- 
ing military editor and author of 
the recently published biography 
lof Wernher von Braun, “Reach- 
ing for the Stars,” will be editor. 
Stephen R. Kent, president of 
Remsen-Whitney, will be publish- 
\er. The onetime page rate will be | 
| $780. 
| 
| Publisher Names Bernhard 
| Murray Bernhard, of Murray 
|Bernhard Associates, has been 
named a vp-and director of ad 
|sales of Super Market Publishing 
|Co., New York, publisher of Super 
| Market-Merchandising and Dis- 


'U.S. Steel Sets Push | mam 


; 


Your fayorite/brands in cans! 


6B) ueroe ster Sten 


scheduling this ad in newspapers | 
and on outdoor boards to promote | 
canned soft drinks. Batten, Barton, | 
Durstine & Osborn is the agency. | 


for Canned Drinks 


New York, April 11—U. S. Steel 
has set a 25-market push for 
canned soft drinks in June, July 
and August, using ten 1,000-line 
ads in 31 newspapers, half in color, 
and a No. 50 outdoor showing in 
each city. 

Eleven consecutive “U. S. Steel 
Hour” programs will show a total 
of 20 canned drink commercials in 
134 cities. In the New York area, 
the company will air 84 radio spots 


over four stations, plus three tv) 


cut-ins in “Steel Hour.” 


Batten, Barton, Durstine & Os-| 
BRAND AVAILABILITY—U.S. Steel is)born is the agency for U. S.} 


Steel. + 


WPDQ Promotes Fellows 
Richard C. Fellows, formerly op- 


Advertising Age, April 17, 1961 


- 


= ss 


<q LUFTHANSA 


bye CULINARY SELL—Edmond Dittler, 
| Lufthansa’s head chef, was fea- 
\tured in b&w pages run by the 


erations manager and a disc jockey | German airline in April 7 regional 


count Merchandiser. He succeeds | with WPDQ, Jacksonville, Fla., has | editions of Life and April 15 re- 


Curtis Harrison, who has left the) 
company. 


been appointed sales manager of 
the radio station. 


oud thw way to better display... 


willy 


LE 


kleen-stik pressure -sensitive 


TWO-SIDED TAPES 


Instantly Convert Any Printed Piece Into A Complete, Self-Sticking P.O.P. Display 


Versatile Kleen-Stik Transfer Tapes get your selling 


points up at the Point of Purchase the sure, 


easy way. Preferred by dealers because of their 


peel-and-press application — so more displays 
get used .. . do more selling for you. 


Economically applied by your printer as part of 


his process. Let moistureless, self-sticking 


Kleen-Stik displays point the way to bigger sales. 


7300 West Wilson Avenve 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP 


Chicago 31, Illinois 


P.O.P. Applications 


® Window Streamers e 
® 3-D Displays 7 
® Flange Displays * 


light-weight uses 


or write direct 


Leading Advertisers Use Kleen-Stik for 1001 


Shelf Talkers 
Slide-Stiks 
Package Stick-ons 


... and many more 
2 Types meet every need 
© "D” Tape — multi-purpose economy tape for all 


@ Dubl-Stik — special heavy-duty adhesive holds heavier 
displgys of cardboard, plastic, wood, etc. 


See your regular printer, lithographer or silk screener... 


| 


—— editions of The Saturday 
Evening Post. D’Arcy Advertising 
is the agency. 


UAT French Airlines 
Sets Ads in Travel, 


‘Consumer Magazines 


NEw York, April 11—UAT 
French Airlines, largest airline in 
Africa, has launched its new “Par- 
jis is your gateway to Africa” ad 
|campaign (AA, Jan. 23) through 
Ritter, Sanford, Miller & Kampf, its 
passenger agency since last Sep- 
tember. 

The magazine campaign began 
with a small-space ad in the Sat- 
urday Review April 1, with an- 
[owe to follow April 20 in Sports 
Illustrated and a third in Atlantic 
Monthly in May. 

The Saturday Review will carry 
four more ads (June 3, Aug. 5, Oct. 
7, Dec. 2); Sports Illustrated three 
more (June 20, Aug. 20, Oct. 20); 
and Atlantic Monthly three more 
(July, September, November). 

Other publications on the sched- 
ule are Travel Weekly (the first 
ad ran March 1), Travel Agent 
(the first ad ran March 25), ASTA 
Travel News, Interline Reporter, 
American International Travel and 
Canadian Travel News. A total of 
28 insertions is scheduled for these 
books. 

Background in all the ads will 
be a map of Africa, with one fea- 
turing a runway stretching from 
north to south. Headline: “With 
UAT—all Africa is your landing 
field.” + 


Information Handling Services 
Formed by Cahners, Rogers 

The former technical services 
| division of Rogers Publishing Co., 
| Denver, a property acquired by 
Cahners Publishing Co., Boston, 
|earlier this year, has been con- 
verted into a new company, Infor- 
mation Handling Services. Princi- 
pal stockholders are Narragansett 
|Capital Corp., Cahners Publishing 
\Co., Thomas A. Rogers, Bennett 
|Martin, Hathaway Instruments, 
and Richard O’Brien, formerly vp 
and general manager of technical 
|services, and now president and 
director of the new company. : 

The company provides an infor- 
mation searching, storage and re- 
trieval system that finds data from 
| among thousands of technical cata- 
| logs and reproduces it. 


‘Seek Sale of WNCT-TV 

| Directors of Carolina Broadcast- 
‘ing System have recommended 
that WNCT-TV, Greenville, S. C., 
and other assets be sold to Geor- 
| gia Broadcasting Co., Augusta, for 
$2,445,002. Other assets include 
30% interest in WECT-TV, Wil- 
mington, N.C. The sale is subject 
to approval by stockholders and the 
Federal Communications Commis- 
| sion. 
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..BUT NOT FOR LONG WITH METROPGLITAN 
PLANNING LIKE THIS: The San Francisco Bay 
Area is doing something about its commuter 
problem that can help other cities solve theirs. 
Plans call for a 132-mile-long rapid-transit sys- 
tem that will whisk commuters at 80 mph in 
comfort-conditioned cars — with a seat guaran- 
teed for every passenger. Electronic computers 
will automatically start, stop, and run trains at pre- 
programmed speeds on exclusive rights-of-way. 
An advanced concept in metropolitan transpor- 
tation of this magnitude requires financing and 
public support. Bay Area residents will go to the 


polls to vote on the plan. Meanwhile, the story 

is being told up and down San Francisco Bay by 

civic and industrial leaders who are solidly be- 
hind the plan. 

General Electric is helping to tell the story in 

advertising. To do this, G.E. selected one con-- 
sumer magazine: Holiday. In the April issue 

(which happens to be devoted entirely to San 

Francisco) you will see a dramatic 4-color, 2- 
page spread by G.E. outlining the Bay Area plan. 
Who will get this message? San Franciscans, to 

be sure, and transportation officials and civic 

leaders in other cities which face similar prob- 


lems. But so will opinion leaders all over the 
nation—some 900,000 active, affluent Holiday 
families who have an extraordinary interest in 
the world around them. A potent force on local 
and national opinion, they're well above the 
average in education and income. They read 
Holiday relaxed, minds open to ideas. And 
Holiday's editorial excellence and authority lend 
conviction to ideas they see on the advertising 
pages. This superb combination of audience and 
editorial environment means that whether you 
are promoting a product or a point of view, you 
can generate action in HOLIDAY MAGAZINE. 
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MORE ADULT READERS 


Individuals 18 Years of Age and Older 


MORE HOMES MORE MEN 


Average Issue Household Audience 


Men 18 Years of Age and Older 


LIFE 


20,200,000 


Look 


17,300,000 


LIFE 


28,400,000 


Post 


14,800,000 


Look 


23,600,000 


LIFE 


14,400,000 


Post 


19,900,000 


Look 


12,100,000 


AC 


Post 


9,700,000 


MORE HOMES 


HOMES WITH CHILDREN LARGE FAMILIES IN TOP MARKETS 
Homes with Children under 18 Years of Age Homes with Five Persons or More Nielsen A & B Markets 
LIFE 12,500,000 LIFE 5,200,000 LIFE 13,900,000 
Look 10,400,000 Look 4,400,000 Look 11,500,000 
Post 8,600,000 Post 3,600,000 Post 9,700,000 


Source: Nielsen Media Service, 1960 


‘Figures show top three among general weekly, fortnightly, and women’s service magazines based on an average issue. 
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MORE WOMEN 


Women 18 Years of Age and Older 


MORE YOUNG WOMEN 


Men 18-34 Years of Age 


Women 18-34 Years of Age 


LIFE 14,000,000 LIFE | 5,200,000 
Look 11,500,000 Look 4,300,000 
Ladies’ Home Journal 11,500,000 Post 3,500,000 


LIFE 5,100,000 
Look 4,400,000 
Ladies’ Home Journal 3,900,000 


SELL 


MORE 
UPPER INCOME HOMES 


BIGGEST QUALITY 
AUDIENCE EACH WEEK-— 


MORE 
COLLEGE-EDUCATED HOMES 


; ‘ | Household Income $8,000 or More Household Head 1 Year College or More SELL TH ch 


LIFE 5,300,000 LIFE 4,900,000 
Look 4,500,000 Post 3,900,000 WITH 
Post 4,200,000 Look 3,800,000 ADVERTISED IN 
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Y&R Shifts Three, 
Adds One in Detroit 

Young & Rubicam has named Jo- 
seph J. Seregny account supervisor 
in its Detroit office and has given 
broader duties as account execu- 
tives to two men reporting to 
Mr. Seregny, who now heads the 
Chrysler Imperial division adver- 
tising. Reporting to him will be 
Philip O. Spelman and Edward J. 


Your Script or Copy 
may carry the haz- 
ard of claims for 
LIBEL, SLANDER, 
INVASION OF PRI- 
VACY, VIOLATION OF 
COPYRIGHT, PIRA- 
CY, PLAGIARISM. 


SCREEN 


i wens back, EMPLOYERS 
but 
nave our Unique REINSURANCE 
nsur- 
acts 4CORPORATION 
e loss — ade 
ine 21 W: Tenth, K City, M 
SM 0 Vom Sy wan st 
a San Francisco, 100 Bush St 


Singelyn. In addition, Philip F. 
Jacques, formerly with N. W. 
Ayer’s Detroit office, has joined 
Y&R as public relations account 


account. 

Mr. Seregny joined Y&R in 1958 
after eight years in advertising at 
Ford Motor Co. The switches will 
relieve Joseph F. Standart, vp and 
head of the Detroit office, of some 
of the Chrysler and Imperial ac- 
/count work and free him for other 
| duties. 


La Choy Offers Chopsticks 

La Choy Food Products, Arch- 
|bold, O., will offer four pairs of 
|chopsticks for a label from one 
jean of shrimp chop suey/chow 
mein. Advertising of the premium 
loffer will be in b&w ads in 79 
newspapers the weeks of April 17 
and May 15, plus color ads in 
Woman’s Day in April and Family 
Circie in May. Local ad material 
and in-store displays will also be 
\used. Maxon Inc., Detroit, is the 
| agency. 


| 


executive assigned to the Chrysler | 


" SEE YOUR 


> DENTIST 
: sa REG ULARLY. 


SEE YOUR DENTIST—Linen Supply Assn. of America, Chicago, is using 

truck posters during May to urge people to see their dentist regular- 

ly. Association members buy and place public service posters on 
trucks at their own expense. 


BRS 


Advertising Age, April 17, 1961 


Demise of British 
Magazines Led to 
‘Paris-Match’ Plan 


LoOnpDon, April 11—The leading 
French illustrated magazine, Par- 
is-Match, is planning an English- 
language edition to be launched 
next spring, with a minimum cir- 
culation of 800,000 (AA, April 10). 

A number of large British agen- 
cies were first sounded out on the 
project two years ago, but it was 
pigeonholed when the agencies said 
it would need a circulation of 800,- 
000 to get their support. 

Paris-Match’s publisher, Jean 
Prouvost, was doubtful that that 
figure could be achieved. But the 
folding of three of the four leading 
general interest magazines in Brit- 
ain—including two illustrated 


Burdick & Becker Adds Emivan) Burdick & Becker, New York, to 
U.S. Vitamin & Pharmaceutical) handle advertising for Emivan 


Corp., New York, has appointed! new respiratory stimulant. 


weeklies—since then has altered 
the situation. 

Now it is understood the plans 
»| have been dusted off and arrange- 
ments are going ahead to arrange 


TRU 


ST 


The Bulletin is Philadelphia—familiar as the Liberty 
Bell or the New Year’s Day Mummers’ Parade. 


Whether it’s reviewing the world-famous Phila- 
delphia Orchestra’s performance of a Chopin con- 
certo, or reporting on the dramatic redevelopment 


of historic Society Hill, 


Philadelphians trust The 


Evening and Sunday Bulletin for accurate news of 
their neighbors, accurate news of the world. 


THE PHILADELPHIA BULLETIN 


A member of MILLION MARKET NEWSPAPERS 


From Independence Hall to the Main Line, from 
Bucks County to Atlantic City—in the Greater 
Philadelphia market—trust has helped make The 
Bulletin Philadelphia’s leading newspaper. When you 
buy The Bulletin you buy more than top-rated 
circulation and readership... 


You buy belief when you buy The Bulletin! 


, INC. 


Advertising Offices: New York, Chicago, Detroit, Los Angeles, San Francisco. Florida Resort Office: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


for distribution in Britain and the 
U. S., with a cover price of two 
shillings (28¢) and 25¢, respective- 
ly. This is the same price British 


buyers now pay for the French 
edition. 


= The bulk of the contents will 
be the same as in the French edi- 
tion, with the addition of special 
features designed to be of interest 
to English-language readers. 

The English-language edition 
will be preceded by a German- 
language edition, to be launched 
this autumn, and followed by a 
Spanish-language edition in the 
fall of 1962. All three foreign edi- 
tions probably will be printed and 
published in Paris. 

It is understood that ,.M. Prou- 
vost has postponed his plans for 
publishing the four-language Cap- 
ital indefinitely in order to con- 
centrate on development of Paris- 
Match and his other interests. + 


Ekco-Alcoa Names Carlile 
Director of Marketing 

John W. Carlile, general man- 
ager of marketing services of Ekco- 
Alcoa Containers, Wheeling, II1., 
has been promoted to the new po- 


, P 
a 
i é. 


Ramon Gaulke John W. Carlile 


sition of director of marketing. 
Ramon Gaulke has been promoted 
to direct advertising and sales pro- 
motion. 

The company also made three 
other promotions which include: 
Robert Tooker, manager of market 
development; Tom Carter, manager 
of marketing services; and Robert 
Angsten, merchandising manager. 


Four A's Reprints Booklet 

The American Assn. of Advertis- 
ing Agencies has announced that it 
will reprint 30,000 more copies of 
its booklet, “What Advertising 
Agencies Are—What They Do and 
How They Do It,” by Frederic R. 
Gamble, president. The reprint, 
with some updating, will be the 
third edition (fifth printing) since 
the booklet was introduced last 
July. Permission has been granted 
for six foreign translations, the 
Four A’s said. Free copies are 
available from the Four A’s, 420 
Lexington Ave., New York. 


Henry Bourne Agency Moves 
Henry T. Bourne Advertising 

Agency, Cleveland, has moved to 

new quarters at 1408 Keith Bldg. 
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| THE BOOK 
=" that has 


Reality 


Advertising | startled the 


by ro a eves 


© Bua 


business world 


Seldom has a book caused so much commotion before its publication as this 
brilliant account of the principles of successful advertising... Advance copies 
of Reality in Advertising were eagerly sought by leading business executives, 
the advertising cognoscenti, and rival agency heads... Even before publication, 
it caused a $12,000,000 account to change agencies... Advertising leaders call 
this “the best book on advertising ever written”... Intelligent, forceful, rich in 
insight, stimulating to read, Reality in Advertising is a book that may change 


the face of advertising in America... No businessman will want to miss it. 


“A great polemic—of equal importance to 
Claude Hopkins’ historic book. I shall order 
450 copies—one for every officer and employee 
and one for each of our clients.” 

DAVID OGILVY 


“In a hundred and sixty pages Rosser Reeves 
has set down what it took me 35 years to ab- 
sorb from such old timers in the business as 
Don Francisco of Lord & Thomas, O. B. 
Winters of Erwin Wasey, Albert Lasker, Lou 
Maxon, Hill Blackett, Frank Hummert—to 
say nothing of my own agency. I have now 
read this remarkable book three times.” 
DUANE JONES 


“Intelligent, forceful, refreshing and offensive. 

It puts before the public and the advertising 

business an argument and an attitude which 

the pious smoothies of the business have been 
trying to hide for years.” 

MARTIN MAYER 

Author, Madison Avenue, U.S.A. 


“... the only time in the history of advertis- 
ing that a book played such an important part 
in the landing of a major account.” 

NEW YORK TIMES 


“By far the best book on advertising I have 

ever read. Like radar, Rosser Reeves pene- 

trates through the advertising fog.” 
GERARD LAMBERT 


“This is what the advertising business is really 
all about. A book every advertiser should 
read and re-read, for it clears away the mist.” 
GEORGE BAUER 

Nation’s Business 


“It was inevitable that someone, some day, 
would write the definitive book on advertis- 
ing. Rosser Reeves has done it.” 

ALFRED POLITZ 


“A wealth of material condensed into a short 

and brilliant exposition. It could change the 
face of advertising.” 

CLAY FELKER 

Feature Editor, Esquire Magazine 


“A tough-minded book from the master of 

hard sell. A complete and incisive exposition. 
A tour de force.” 

JOHN CRICHTON 

, Advertising Age 


“Terrific! This unusual book does for advertis- 

ing what Peter Drucker did for management 
in his classic, The Practice of Management.” 

ROBERT T. LUND 

Former Publisher of Printers’ Ink 


“A masterful text; a great book; a new adver- 
tising classic. It can save millions of dollars 
for any serious national advertiser.” 


SID SCHWINN 


“Some things which needed saying desperately 
. . backed up with good factual evidence.” 

EDWARD C. BURSK 

Editor, Harvard Business Review 


"An operational tour de force. Rich in insight. 
I was enchanted—surprisingly so, since I have 
an allergy to treatises, texts and tracts. It 
held my attention transfixed from beginning 
to end.” 

BENJAMIN SONNENBERG 


“Advertisers are bound to be shaken up by 
much that is in the book . 
NEW YORK JOURNAL-AMERICAN 


“This book is pretty nigh devastating. It 
breaks through a whole forest of misconcep- 
tions. Definitely not for amateur thinkers.” 

WESTON HILL 


"Cuts through fads and side issues. A re-dedi- 
cation to fundamentals— the most illuminating 
book on what makes advertising work since 
Claude Hopkins’ Scientific Advertising.” 
SHERWOOD DODGE 


“A sort of Rosetta Stone of advertising. A 
contribution of the highest value. It separates 
the gold from the dross.” 

LUCIUS A. CROWELL 


ALFRED-A: KNOPF, Sree Publisher 


501 MADISON AVENUE, NEW YORK 22, NEW YORK 


ROSSER REEVES 
author of 
Reality in Advertising, 


is Chairman of the Board of 
Ted Bates and Company, Inc., 
the world's fifth largest 
advertising agency. 


“This is a brilliant exposition of a method 


which revealed to me a new world in 


advertising.” 
HON. JACOB K. JAVITS 
U.S. Senator from New York 


“. .. Written with a clarity not yet achieved 
by most of the nation’s economists, or by 
advertising’s critics, or even by its many 
supporters.” 

PRINTERS’ INK 


“Publication date is April 17 . . . Knopf might 
well be advised to post « guard outside the 


NEW YORK HERALD TRIBUNE 


“This book is an absolute ‘must’ for any ad- 

vertising or businessman who wants to make 
his advertising sell.” 

ARTHUR H. “RED” MOTLEY 

Publisher, Parade Magazine 


$3.95 at better bookstores everywhere 
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“You mean 
to stand there, Al, 
and tell me 
buys for this 
CPYr plant? 


‘6 NE KIND OF MAN DOES... the technical decision-maker. He 
is the essential buying force behind the materials and equipment that go into 
this exciting computer-controlled multi-million Monsanto Chemical’s plant. 


THE TECHNICAL DECISION-MAKER will make most of the $55.3 billion buying 
decisions for new plant and equipment and raw materials this year in the 
*Chemical Process Industries. His: engineering training qualifies him to do 
this. His specialized responsibilities carry with them an enormous obligation, 
not only to buy... but to buy with knowledge and skill. (See “CPI Buying 
Patterns,” a new study by Universal Marketing Research, an Alfred Politz 
affiliate. Ask your CE representative. ) 


YOU WILL FIND it sales-satisfying to cultivate the technical decision-maker. His 
eyes are open, his ears are alert, and certainly he’s your kind of man, too... be- 
cause he’s the pivot point between technology and profits here in the CPI. Per- 
sonalize your advertising to him in his own and only publication. . ie 


CHEMICAL 
ENGINEERING 


A McGRAW-HILL PUBLICATION 330 W. 42d ST., NEW YORK 36, N. Y. @ @ 


MONSANTO CHEMICAL’S BARTON PLANT... . this 
tremendous amonia operation is the first chem- 
ical plant in the country to use direct, on-line 
computer control of an over-all chemical proc- 
ess. The equipment, itself, stretches about 300 
yards and is regulated by a single computer in 
the master control room. 
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Now Those Harvard 
Men Are Taking 
Over ‘Mademoiselle’ 


New York, April 11—Pardon us, 
Mademoiselle, but your Lampoon 
is showing. 

That will be the case, come the 
July issue of the fashion publica- 
tion. Under a contract arrange- 
ment, Harvard University’s fa- 
mous humor magazine, Lampoon, 
has taken over Mademoiselle for 


one month—sock, smock and ap- 
parel. 

The editorial invasion appeared | 
to be complete. Lampoon-ers be- 
gan tackling the petticoat parody | 
with glee. Mademoiselle, mean- 
while, coyly admitted to a “pro- 
motion natural” and demurely 
polled “several hundred” agen- 


cies and advertisers whose promo- | due disrespect, all will feel the | 


tions might be humor-inclined. 
The July ’poon harpoon will not 
strike Mademoiselle’s regular ad- 
vertising mid-section. “Bona fide 
ads will be left alone,” said Gordon 
Morford, Mademoiselle director of 
advertising. “We’re not inviting 
agencies to tie in just for the hell 
of it. They know whether their 
timing and appeals are right. 


s “The great trend toward humor 
in the entire ad field should help 
us,” said Mr. Morford, who gave 
examples such as DuPont hosiery, 
via Batten, Barton, Durstine & 
Osborn; Ohrbach’s store, and 
others, via Doyle Dane Bernbach; 
and Schweppes via Ogilvy, Benson 
& Mather. 

Jufisdiction over the ad parodies 


—along with editorial spoofs— | 


will come under the wing of 


> a 
BACON’S 
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@ There’s only one 
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and reliable clipping 
coverage of maga- 
zines. BACON’S is 
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plete list and un- 
matched methods 
for clipping accu- 
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@ must! 
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|tomers that “nothing will be sa-) 


Mademoiselle’s editor-in-chief, 
Betsy Talbot Blackwell. “We made 
an agreement that both sides must 
be agreeable to material before 
publication. The only stipulations 
I’ve made are that the models the 
boys use must be attractive, and 
the clothes used in photography 
must appear in proper light,” she 
said. 

“We don’t expect anything of- 
fensive, or outside good taste. But 
frankly, I’m terrified about what 
they'll do to my regular column, | 
‘memo from the editor.’ They do} 
seem like awfully bright boys, | 


| though.” 


Advertisers’ reactions to the 


parody have been “excellent thus | 
| far,” Mademoiselle said. Although 


it had “warned” prospective cus- | 


cred—fashions, 
| fiction—all will be treated with 


| prick of parody.” 

| ‘ 

|@ One reply, from Margaret Hock- 
aday, president of Hockaday As- 
sociates, chirped that, “Harvard is 
in the White House and the young 
men of the future are in Made- 
moiselle in July. What a brilliant 
idea!” 

Prodded by ADVERTISING AGE to 
reveal initial Lampoon goings-on, 
Mrs. Blackwell gingerly recounted 
that: 


1. A ’poon photography shoot- 
ing sequence on Madison Ave. 
nearly resulted in the entire crew 
| getting tagged by the law. A 
| model, attired like a riveter (‘For 
| the ‘summer jobs’ piece the boys 
are doing”) had traffic jammed 
| for blocks. 


| 2. Lampoon Editor Jack Winter 
| requested “unusual” props. “What 
kind?” asked Mrs. Blackwell. 
“Mice,” returned Mr. Winter. 
“Alive or dead?” queried Mrs. 
Blackwell. “Dead,” Mr. Winter 
reported somberly. 

“How. about a bull?” searched 
Mr. Winter. “Alive or dead?” Mrs. 
Blackwell requested, meekly. 
“Alive,” said Mr. Winter. 

“We finally got the bull up in 
the elevator for posing,” she said, 
triumphantly. “Only thing is, he 
|has but one good profile. Imag- 
‘ine! 
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|® “And then there are those pen- 
|}guins the boys wanted. Do you 
| know, there’s a strike on at the 
zoo and aquarium. We had an aw- 
ful time getting those birds. And 


the photo they did with the archer | 


|—why do you suppose they aimed 


| the arrow at the girl instead of at | 
she | 


the apple on her head?” 


HOT DOG—Broad- 
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Chicago, contin- 
ues its promotion 
of Effie’s chili hot 
dog sauce in 
Charlotte, N.C., 
where it was in- 
troduced a year 
ago, with a spe- 
cial 5¢-off offer 
in the Charlotte 
Observer and on 
Radio Station 
WGIV. Plans are 
afoot to expand 
distribution into 
other southern 
markets. Arthur 
Meyerhoff Asso- 


Price 


ciates is the 


agency. 


wanted to know. 

In all, 80 pages will get the 
*poon treatment. 

““We’ve made a precise study of 
Mademoiselle,” chortied Mr. Win- 
ter, “and we don’t intend to 
change the magazine’s over-all 
appearance. Editorial features 
makeup-wise, will stay intact, as 
will some department titles. But 
there the similarity ends,” he 
added, explaining that ten Lam- 
poon-men and “other contributors, 
now on vacation around the coun- 
try,” are doing the words-and- 
pictures surgery. 


# Mr. Winter wondered if another 
shooting sequence, performed near 
the UN building, would ricochet 
around the globe. It seemed that 
|white-sweatered models were 
throwing “cotton puff balls” at 
the penguins. Russians, happening 
along, whipped out their own 
cameras and recorded the incident. 

“It will probably appear behind 
the iron curtain as an example of 
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sponsible principals 


poster panel facilities operated by Industrial 
Manufacturing Company in the Greater Metro- 
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MEMBERS OUTDOOR ADVERTISING ASSOCIATION OF AMERICA. 


capitalist sadism,” Mr. Winter wor- 
ried. , 

Discussing ad parodies, Mr. 
Winter said that these would be 
via (1) specific ads (eg. “I 
dreamed I was arrested for inde- 
cent exposure in my Maidenform 
bra”) and (2) some general types 
(e.g., a girl, bereft of her bouffant, 
standing in front of a barber shop 
with the ad headlined: “Too bad 
she’s bald’’). 


s Did Mr. Winter believe there 
would be a problem getting Made- 
moiselle to approve the ’*poon’s 
“classical parody with outrageous 
humor?” 

“Not at all,” he said, whereupon 
he described a final ad: “There’s a 
little bit of walrus in every wom- 


an,” the headline read. “Those are 
‘only slight tusks on the model’s 
jupper lip in the picture,” Mr. 
| Winter explained. 

| As Lampoon aimed for July, 
| Mademoiselle began diverting its 
| staff toward a “huge, murderous” 
| August issue that usually runs 
|twice as big as most. The fashion 
magazine’s staff seemed happy 
about the extra preparation time. 
| (“Somebody suggested we all go 
/on vacation,” said a Mademoiselle 
Rees 


| Meanwhile, back on the campus, 
\the Harvard Crimson, the univer- 
sity’s newspaper, told about its 
sister publication’s New York soi- 
ree with Mademoiselle. 

Also, explained the Crimson, in 
1925 a Lampoon parody of the 
Literary Digest was removed from 
newsstands, banned by the Post 
Office, and sold under the counter 
for $8 a copy. # 


Borax Buys Daytime NBC-TV 

The 20 Mule Team products de- 
partment of U. S. Borax & Chemi- 
cal Co., Los Angeles, has expanded 
its daytime schedule on NBC-TV. 
Commercials will run on “Jan 
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Calitornians Top U. S. 


Smokers by 3.5% 


California smokers burned up 
an’ average of eight packs of cig- 
arets a week in 1960—3.5% more 
than the national average, accord- 
ing to figures of the California 
board of equalization. The state 
agency said that in the first full 
year of cigaret taxation, taxable 
sales to retailers totaled 43.5 billion 
cigarets, while non-taxable sales 
amounted to an additional 3.3 bil- 
lion during the year. 

The board added that the fig- 


‘ures indicate that California ranks 


second among all states in the 
total number of cigarets sold. 


Seven Join AFA 

New members of the Advertis- 
ing Federation of America, New 
York, are Campbell Soup Co., Cam- 
den, N. J.; Richard K. Manoff Inc., 
New York; W. E. Long Advertising, 
Chicago; Texarkana Gazette-News; 
Bangor Daily News, Evening Her- 
ald, Rock Hill, S. C., and New Hav- 
en Register. 


|Murray Show,” “Loretta Young 
| Theatre,” “From These Roots,” 
“Make Room for Daddy” 
“Young Dr. Malone.” McCann- 
| Erickson is the agency. 


KOGO.-TV Boosts Ormsby 


and | 


Burke W. Ormsby, program di- 
|rector of KOGO-TV, San Diego, 
|has been given the additional as- 


|signment of promotion director. 


| 


| 
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‘Haverhill Journal’ 
Seeks Removal of 


Judge in Law Suit 


Boston, April 11—Court permis- 
sion for a writ of mandamus was 
sought here against Federal Judge 
Charles E. Wyzanski Jr. by attor- 
neys for William Loeb, publisher 
of the Union Leader, Manchester, 
N. H. and the Journal, Haverhill, 
Mass. 

If granted, the writ would have 
the effect of preventing the jurist 
from holding further proceedings 
of the anti-trust suit against the 
Union Leader Corp. by the Haver- 
hill Gazette. 


= Judge Wyzanski currently is 
considering the amount of damages 
due the Gazette from Mr. Loeb’s 
company for alleged anti-trust 
violations. Robert Goldman, coun- 
sel for the Gazette, has already 


said he intends to seek damages in| of personal bias, to be stricken 


excess of $3,000,000. The judge! 


ruled that both the Journal and the 
Gazette were guilty of anti-trust 
law violations (AA, Jan. 4, ’60). 
The petition filed here by Union 
Leader attorney James M. Malloy 
asks the federal appeals court to 
assign another judge to the case. 
Mr. Malloy said his client’s news- 
papers have carried stories and ed- 
itorials concerning the public and 
personal activities of Judge Wyz- 
anski whenever they were deemed 
sufficiently newsworthy. 


® Both the Union Leader and Jour- 
nal printed detailed accounts of 
negotiations between members of 
Judge Wyzanski’s family and Wil- 
liam F. Callahan, former commis- 
sioner of the Massachusetts depart- 
ment of public works, on land- 
takings. 

Mr. Malloy charged that Judge 
Wyzanski showed bias and preju- 
dice in ordering an affidavit by 
his client, which accused the judge 


from the records. # 


Sey “AVC hee gm ater 


CELLOPHANE SELL—This color spread for American Viscose Corp. is the 
first in a new series promoting various types of Avisco cellophane. 
The ad ran in Business Week, Modern Packaging, Newsweek, U.S. 
News & World Report in March and Consumer Packaging in April. 
Arndt, Preston, Chapin, Lamb & Keen, Philadelphia, is the agency. 


Asher, Godfrey Changes 
Asher, Rosston & Kremer, New 
York, 


former Asher, Godfrey & Franklin, 
New York agency. Officers remain 
is the new name for the! the same. 


| Bright Retires from ‘Chronicle’ , 
| Maurice S. Bright, 65, has retired 
|as manager of special features ad- 
| verte of the Houston Chronicle 
after 50 years in the ad field. For 
10 years head of the daily’s retail 
advertising, he reduced his respon- 
sibilities to special features adver- 
tising after an illness in 1948. 


Toni Buys CBS-TV Show 


CBS-TV has signed Toni Co. as 
co-sponsor with previously an- 
nounced Scott Paper Co. for the 
1961-’62 half-hour series, “Window 
on Main Street,” starring Robert 
Young, Monday at 8:30 p.m. (EST). 
Toni’s order was placed through 
North Advertising. 


serhe Nghe wi ats ant 
VVANDERPOOL Displays 


A complete promotional service in all 
mediums — cardboard, plastic, etc. 
122 S. MICHIGAN AVE. CHICAGO 3, ILL. 
HArrison 17-8442 


NEWSPAPERS THAT 


San Diego County ranks 2nd in automotive sales on the West Coast, 15th in the nation.* Cover the market in San 
Diego’s sturdiest advertising vehicles — The San Diego Union and Evening Tribune. 
These metropolitan dailies have prepared a special automotive sales study. Ask your West-Holliday representative 
for your copy, or write to General Advertising Department, Union-Tribune Publishing Co., San Diego 12, California. 


* 1960 Sales Management Survey of Buying Power. 


Copley Newspapers: 15 Hometown Daily Newspapers covering San Diego, California — Greater Los 
Angeles — Springfield, Illinois — and Northern Illinois. Served by the Copley Washington Bureau and 
The Copley News Service. REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


MEAN BUSINESS IN SAN DIEGO 


“The Ring of Truth’ 


(Nelson Roberts & Associates) 


BS The San Diego Union 


a 


EVENING 


Coplay Newsparzer 
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‘American Home’ Names Two 
American Home, New York, has 
named Jean Harris Bankier to its 
promotion staff and Lorry Meyer 
home furnishings promotion man- 
ager, a new post. Mrs. Bankier for- 
merly was with Batten, Barton, 
Durstine & Osborn. Miss Meyer was 
with Better Homes & Gardens. 


Rybutol to Cohen & Aleshire 

Rybutol vitamins, made by Vita- 
min Corp. of America, a division 
of Lanolin Plus Inc., Newark, has 
appointed Cohen & Aleshire, New 
York, to handle its advertising. 
Television, radio and print will be 
used. Daniel & Charles is the previ- 
ous agency. 


THE EYE FOR A BILLION 
DOLLAR MARKET; INSIDE 
FACTS ON THE WESTERN 


HORSEMAN READERS. 
Send for a Cepy Today. 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


United Air Lines 
Offers Ad Space 
in ‘Mainliner’ 

Cuicaco, April 11—United Air 
Lines is investigating the possibili- 
ty of selling advertising in its own 
monthly publication, “Mainliner,” 
which is distributed to passengers 
aboard its planes. 

In a letter to 21 advertisers, 
among which were General Mo- 
tors, Ford, Chrysler, American Mo- 
tors, several camera companies, car 
rental companies, hotels and lug- 
gage companies, United explained 
that if the reaction is favorable, it 
will begin accepting advertising 
with “Mainliner’s” September is- 
sue. 

United pointed out that it cur- 
rently circulates 125,000 copies of 
“Mainliner” monthly with pass-on 
readership of about 676,000. When 
the merger with Capital Airlines 
is completed this summer, United 
said, the publication’s circulation 


would have a potential readership 
of 1,175,000 persons per month. 


s “Mainliner,” which is a full 
color magazine started by United 
in May, 1957, currently runs 16 
pages monthly. United said that if 
it decided to accept ads, it will 
increase the magazine to 20 pages 
and will initially sell only three 
pages of advertising monthly. Only 
page units of advertising will be 
accepted at a rate of $4,000 per 
page. 

United highlighted the quality 
of its readership by pointing out 
that 67% of its passengers are 
management and sales executives 
and professional men. It estimated 
that 25% of the magazine’s readers 
have incomes of $20,000 or more; 
55% have incomes of $12,000 or 
more, and the average reader has 
an income of $15,000. 


= United is believed to be the 
first domestic airline to bring out 
a publication like “Mainliner.” 
Trans World Airways currently 


has a quarterly publication, “Am- | 


bassador,” which carries no adver- 
tising. Capital Airlines brought out 
a bi-monthly magazine, “Voyager,” 
in October, 1959, but dropped it a 
year ago. This magazine carried 
advertising but apparently did not 
pay its way. + 


New Old Spice Introduced 

Old Spice Super Smooth Shave, 
a new formula, is being introduced 
this month by Shulton Inc., New 
York, with spot radio and maga- 
zine pages, kicking off with three 
pages each in Sports Illustrated 
and True. “Shaves that are so com- 
fortable you barely feel the blade,” 
is the theme. Wexton Co., New 
York, is the agency. 


Kastor, Hilton Publishes Book 
A 123-page transcript of the sev- 
enth annual new products seminar, 
sponsored by Kastor, Hilton, Ches- 
ley, Clifford & Atherton last No- 
vember, has been published by the 
agency, located at 575 Lexington 
Ave., New York. It costs $5 a copy. 
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big drug & cosmetic market 


Family Weekly ... THE SUNDAY MAGAZINE THAT 
SELLS AMERICA’S MIGHTY MIDDLE MARKETS 


Remember 
your B’s and C’s 


The fast growing Nielsen B & C 
counties where Family Weekly 
circulation is largely concentrated, 
with the total national coverage to do 
an effective marketing job for you. 


In 195 important Middle Markets, any comparison 
of national media quickly points up the clear cut dominance 
of Family Weekly. Here, even network TV won’t enter as 

many homes at one time as Family Weekly. 


retailers concentrate their own advertising. 


Los Angeles « San Francisco 


SUCH DEPTH BY A SINGLE ADVERTISING MEDIUM 


And in Family Weekly you share the unique local impact 
of the 195 leading newspapers which feature it each Sunday... 
the day and place where your most important Middle Market 


It’s essential that Family Weekly size cities have full status 
in your selling plans for these areas are growing fast! 


Alert drug and cosmetic marketers close in on this big market 
in Family Weekly . . . the one that GETS CLOSE to 
5,123,864 Middle Market families. 


We'll gladly show you the FACTS. Contact 


Family Weekly 


153 North Michigan Avenue, Chicago 1, Illinois 


405 Park Avenue, New York 22 
Detroit + Cleveland + 


Leonard S. Davidow, Publisher 
Patrick E. O'Rourke, Advertising Director 


THE LARGEST MARKET IN THE WORLD THAT CAN BE COVERED IN 


a toast and farewell 
to an old friend“ 


Today we part 
company, Pittsburgh Brewing Company and Smith, Taylor & 
Jenkins, inc. Reluctantly. During the 23 pleasant years of our 
partnership, iron City sales have doubled and ST&) has be 
come an increasingly successful advertising agency So here's 
a tnendly toast and farewell trom the men and women of ST&J 
to thew counterparts at Pittsburgh Brewing. May the next 23 
years be even more rewarding tor Iron City 


SMITH, TAYLOR & JENKINS, INC. 
ADVERTISING AND PUBLIC RELATIONS 
223 Fourth Avenue, Pittsburgh, Pa 
, couse seamme 


amen 
rouw 
comwmac 
(AND 


GOopD-BYE—Smith, Taylor & Jen- 

kins, Pittsburgh, ran this ad in both 

Pittsburgh dailies to announce its 

loss of the Pittsburgh Brewing Co. 
account. 


Smith, Taylor Bids 
Its Departing Client 


Farewell via Ads 


PITTsBuRGH, April 11—What do 
you do when you lose your biggest 
account—after servicing it nearly 
a quarter century—to a competitor 
who has had about half of it for 
only three years? 

Smith, Taylor & Jenkins, in ex- 
actly this situation, chose to adver- 
tise the fact. 


= The agency spent about $2,000 to 
offer “a toast and farewell to an 
old friend,” Pittsburgh Brewing 
Co., via ads in Pittsburgh Post- 
Gazette & Sun-Telegraph and 
Pittsburgh Press. 

The ads did not mention Ketch- 
um, MacLeod & Grove, the compet- 
itor who had won a portion of the 
Iron City beer account in 1957 and 
this month was given all of it (AA, 
April 10). 


= “During the 23 pleasant years of 
our partnership, Iron City sales 
have doubled, and ST&J has be- 
come an increasingly successful ad- 
vertising agency,” the ad noted, 
offering “a friendly toast and fare- 
well from the men and women of 
ST&J to their counterparts at Pitts- 
burgh Brewing. May the next 23 
years be even more rewarding for 
Iron City.” 

Ronald P. Taylor, agency presi- 
dent, explained that in addition to 
the sentiment engendered by the 
“reluctant” parting with the client, 
the 840-line ad also sought to dem- 
onstrate that ST&J aggressively 
seeks new business. During the past 


year, he added, the agency has ac- 
| quired “well over $500,000 in new 
|accounts and also increased the 
| billing of accounts on our books.” 

| ® Reaction to the unusual ad? Mr. 
| Taylor said the agency received a 
‘letter of appreciation from S. E. 
Cowell, Pittsburgh Brewing presi- 
dent, and a letter and phone calls 
from other executives. About 90% 
| of the reaction to the ad in adver- 
| tising circles in general, the agency 
believes, was likewise favorable. + 
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Announcing ...Sixth Annual 


Circulation Seminar for 


Business Publications 
June 7-8, 1961—Pick-Congress Hotel, Chicago 


ADVERTISING PUBLICATIONS, INC., publisher 
of Advertising Age, Industrial Marketing and 
Advertising Requirements, again expresses ap- 
preciation to the following organizations who 
cooperate in the production of the Seminar each 
year: Chicago Circulation Round Table, Chicago 
Business Publications Ass’n., Mail Advertising 
Club of Chicago, Audit Bureau of Circulations, 
The Associated Business Publications, Business 
Publications Audit of Circulation, Inc., Publica- 
tion Management Magazine, Direct Mail Adver- 
tising Ass’n., National Business Publications, 


Inc., National Circulation Round Table, Sub- 
scription Fulfillment Managers’ Ass’n., Verified 
Audit Circulation Company. 

PURPOSE OF THE SEMINAR — The two-day 
meeting is a once-a-year Opportunity for circula- 
tion managers and their key assistants to get 
together from all parts of the United States and 
Canada to exchange ideas and information. The 
program embraces the latest techniques, methods 
and developments of business paper circulation 
fulfillment, employe management, mail promo- 
tion, and relations with other departments. 


Some Of The Two-Day Seminar Program Highlights 


RESPONSIBILITIES OF A CIRCULATION MANAGER 
A real pro in the business tells what he considers to be the 
important responsibilities—the things a circulation manager 
should and should not be doing. 

OPPORTUNITIES FOR A CIRCULATION MANAGER 
An expert with a wealth of experience in all aspects of pub- 
lishing tells some of the good things that can be in store for 
an efficient circulation manager. 

THE BIG JUMP FROM PLATES TO PUNCHED CARDS 
How two different business papers made the switch. An infor- 
mal discussion of why it was made . . . what was hoped for . . . 
how the conversion was done . . . what the new system is doing 
... pitfalls to avoid . . . advantages to be gained. 

USE OF AN OUTSIDE PUNCHED CARD AND/OR PLATE 

SERVICE FOR MAINTENANCE OF SUBSCRIPTION LISTS 
Ever thought of having your subscription lists handled by an 
outside organization? This session focuses squarely on the 
problems involved—tells the advantages and disadvantages. 

WHAT STANDARDS OF CIRCULATION PRODUCTION 

DO YOU HAVE? 


A panel discusses what performance we should expect from 


our employees. Specific examples from fellow circulation man-- 


agers allows you to compare those standards to your own. 
REPORTS TO TOP MANAGEMENT 
Round-up of forms used for this purpose. What management 
expects—and some of the extra information circulation man- 
agers would be wise in submitting. 
SUBSCRIPTION FULFILLMENT PROBLEMS & ANSWERS 
An expert panel discusses various problems submitted by cir- 
culation managers. Also describes unique solutions to basic 
problems. 
SUBSCRIPTION PROMOTION PROBLEMS & ANSWERS 
An informal workshop session devoted to the discussion of 
unusual circulation promotion problems and solutions. 


SEND RESERVATIONS TODAY 
with check ($20 per person, includes Two Luncheons, all Seminar 
Sessions, Two-Day Consultation Center, Promotion Gallery and 
Commercial Exhibits) to: 


HOW TO MAKE YOUR PRINTED MATERIAL LOOK BETTER, 
WORK HARDER, COST LESS 
A printer, artist, lettershop expert and circulation manager 
sink their teeth into the problems of producing printed material 
that looks better, costs less and does a more effective job. 


IS IT POSSIBLE & PRACTICAL TO MAKE EXTRA MONEY 
FROM EXTRA CIRCULATION DEPARTMENT ACTIVITIES? 
This might pay the mortgage! The Seminar is canvassing busi- 
ness paper publishers to see what the over-all picture is on 
extra money-making ideas for the circulation department to 
handle. This session discusses the profit-making possibilities. 


LATEST AUDITING RULE CHANGES 
Concurrent hour sessions for each of the auditing organizations 
(ABC, BPA and VAC) .. . each moderated by a circulation 
manager with the assistance of a staff member of the auditing 
group ... to cover all of the latest changes and rulings. 


TWO EXCELLENT LUNCHEON SPEAKERS 
1. Earl Nightingale, nationally famous inspirational lecturer, 
tells how to make your life more productive, richer, happier! 
2. Top U.S. Post Office Official discusses important postal rul- 
ings passed since last Seminar and contemplated for future. 


ADD TO THESE HIGHLIGHTS . . . a complete Commercial Display 
of Equipment and Services for Circulation Fulfillment and 
Promotion ... Gallery Of Exhibits and Circulation Promotion 
Material . . . United States Post Office Exhibit fully manned 


throughout two-day session . . . Consultation Booths manned 
by top experts from each of the Auditing Companies (ABC, 
BPA, VAC). 


AND—ON FRIDAY MORNING, JUNE 9-——FREE FIELD TRIPS 
conducted by members of the Chicago Circulation Round Table 
to see various types of subscription fulfillment systems operated 
by Chicago publishers, including: Addressograph, Elliot, Speed- 
aumaut, Combination Addressograph-IBM Punched Cards, 
Straight IBM Punched Cards, Scriptomatic. 


CIRCULATION SEMINAR 
200 E. Illinois, Dept. 4, Chicago 11, Illinois. If your plans change, 
your money will be refunded any time you ask for it. 
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Seattle Outdoor Ad 
Rule Prohibits Use 
of Scenic Locations 


SEaTTLE, April 11—Regulation of 
outdoor advertising to preserve 
scenic views has been ordered by 
the Seattle city council in an ordi- 
nance passed last week. 

The ordinance applies to adver- 
tising structures along freeways, 
expressways and parkways. It 
specifies that the term “scenic” 
shall “be deemed to mean any area 
directly visible—from a specified 
section or sections of a freeway, 
expressway or parkway—which 


CRAYONS are a ‘natural’ as a give 
away or a self-liquidating premium. 
All children love to color, especially 
with these low cost, quality non- 
toxic crayons. We'll imprint your 
firm name on the crayon boxes. 
Write Dept. ‘A-2' on your letterhead 

for FREE Samples and details. 
ADVANCE CRAYON & COLOR CORP. 
136 Middleton St. © B’kiyn 6, N. Y. 


UTris 


ART; S7 


has been found by the council to 
encompass an array of impressive 
natural prospects and imposing 
features, including sweeping views 
of the harbor, of the lakes, of the 
mountains or of the central city 
skyline.” 


= The regulation also prohibits 
placement of signs adjacent to “any 
landscaped or scenic-view sections 
of a freeway, expressway or park- 
way.” 

The ordinance has been three 
years in development by a commit- 
tee whose members represented the 
outdoor industry, building trades, 
the Washington Roadside Council, 
Municipal League, Municipal Art 
Commission, Central Assn., Cham- 
ber of Commerce and City Beauti- 
fication Committee. + 


Wright Joins KGW-TV 

Richard J: Wright, for two years 
with Pacific National Advertising 
Agency, Spokane, has been ap- 
pointed promotion and publicity 
director of KGW-TYV, Portland. 


Cunningham Tells 
College Ad Students 
Packard Was Wrong 


NEw York, April 11—The man 
from Cunningham & Walsh 
slugged it out here in an effort to 
prove critics were wrong when 
“they called me a hidden per- 
suader.” 

That was the title of a speech 
given by John P. Cunningham, 
chairman of the board of Cunning- 
ham & Walsh, before the Sales 
Executives Club of New York as it 
honored 84 top college advertising 
students, as part of “Inside Ad- 
vertising Week.” 


s Mr. Cunningham, whose agency 
has embarked on a youth forum 


plan of its own (AA, Dec. 26), | 


sought to correct certain images of 
admen as “manipulators,” ‘elec- 
tion influencers” and fear-peddlers | 
via “Freudian impulses.” 


name anyone who actually called 
him a hidden persuader, he wasted 
no time in dragging the book of 
the same name—and its author, 
Vance Packard—into the fray. 

“Vance Packard’s book is 275 
pages of attack, most of it unfair 
attack. It is without constructive 
suggestion. 

“He does this for the very rea- 
son that he accuses us of being 
economically evil—namely, to sell 
more of his books so that he can 
make more money from over- 
emphasis, distortion, and exagger- 
ation,” Mr. Cunningham said. 

“The charge that we in adver- 
tising and sales make people want 
what they do not need is not a 
true bill. People want practically 
everything that is made. 

“If they don’t want it, it isn’t 
made any longer.” 


= Hitting at advertising’s lack of 


| economics education in the US., 


Mr. Cunningham said that “most 
| people still do not know the dif- 


While Mr. Cunningham didn’t | ference among savings banks, co- 


NEW YORK STATE 


“ 1. Syracuse Herald-Journal 857,916 
2. Rochester Times-Union ‘852,454 
$26,159 


This Week” Supplement) 
“ 4 Syracuse Post-Standard 767,589 


No other New York State Newspaper (in 
cluding New York City) 
First 20 Medio Records measured cities. 


3. Buffalo Evening News 


(Exctuding © 


U.S.A. 


1. Chicago Tribune 
2. Philadelphia Bulletin 
3. Chicago Daily News 
4. Milwaukee Journal 
5. Los Angeles Times 
6. Cleveland Press G News 
7. Pittsburgh Press 
“ 8. Syracuse Herald-Journal 


LINAGE 


1,099,293 
1,071,786 
1,054,685 
969,307 
957,533 
891,007 
870,946 
857,916 


ranks among the 


LINAGE 


to sell all this 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 
Represented Nationally by MOLOWEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD AMERICAN 


“™. 
° 


Evening Sunday 


SRDS 
Consumer 
Market Data 


Grocery Product Advertisers 
have found there is one way 


big market. 


THE POST-STANDARD 
Morning & Sunday 


CIRCULATION: Combined Daily 230,814 @ Sunday Herald-American 202,467 @ Sunday Post-Standard 102,966 


Advertising Age, April 17, 1961 


operative banks, trust companies, 
investment banks, and commercial 
banks. 

“We have an obligation. We 
should help by working through 
school boards and parent-teachers 
associations,” he recommended. 

Mentioning a report that simple 


|economics is taught “in only 5% —- 


of the high schools in this coun- 
try,” the C&W chairman specu- 
lated that “95% of the graduates 
don’t know what a corporation is 
—what its function entails in the 
business system, or what its of- 


ficers, directors, and shareholders 
do.” 


= The college advertising students 
were told by Paul Foley, exec vp 
of McCann-Erickson, that “a work- 
ing philosophy of excellence is not 
the dead hand of niggling perfec- 
tionism. It is a dynamic philosophy 
which can tolerate errors and 
false starts and imperfect results. 

“But it cannot tolerate inaction 
or the greased skids of habit or 
the litany of solid reasons why 
‘you can’t do that.’ It must be a 
vital, probing force.” 

Mr. Foley explained that statis- 
tics, bar charts, curves and pro- 
jections are “simply the physical 
tracks that individual people leave 
behind them as they go about the 
everyday business of being people. 

“It is the individual person be- 
hind the statistics who is the ef- 
fective target of your creative 
activity—unless you reach him 


‘| your total circulations are merely 


bulk, all foam and no beer.” + 


Kentucky Club’s Greenbrier Out 

Kentucky Club Tobacco Co. has 
added a menthol blend, called 
Greenbrier, to its line of pipe to- 
baccos. The new mixture was in- 
| troduced via ads in all the major 
Sunday supplements, plus inser- 
tions in Argosy and Sports Illus- 
trated. Fall ad plans have‘not been 
set, but it’s expected they will in- 
clude national magazines. Charles 
W. Hoyt Co., New York, is the 
agency. 


Scott Boosts Miller, Goldring 


R. Jack Scott Inc., Chicago, has 
promoted Beverly Miller to media 
director in charge of radio-tv and 
Norm Goldring to media director 
in charge of space. Miss Miller 
formerly was a radio-tv time 
buyer. Mr. Goldring, formerly re- 
search director, will continue to 
handle research duties. 


STORY 
BOARD 


WTRF-TV 


TEST for the man who says he 
calls ‘a spade o spade’ 
fall over one and lotsa luckl 


Wheeling wtrf-tv 


PONDERING: When you laugh 
at the boss's jokes, do you have 
| @ sense of humor or is it a sense of direction? 
wtrf-tv Wheeling 


BOB FFERGUSON'S TV programming promise: 
‘There'll be a chicken in every plot!" 


= 


T. R. Efficl 


Wheeling wtrf-tv 


AFRICA'S NATIVE TRIBES have a custom of beat- 
ing the ground with clubs and uttering spine- 
chilling cries. Anthropologists call it primitive 
self-expression. Here in America, we call it golf. 


wtrf-tv Wheeling 


INMATES in our prisons are showing great interest 
in the educational programs offered. Instructors 
| report thot the subject preferred by nine out of 
ten prisoners is ‘‘Outer Space’’. 


| Wheeling wtrf-tv 


THE BEDRIDDEN MALE PATIENT had just asked 
the rookie nurse for a ‘‘vase’’. With first-day 
enthusiasm she hurried but paused at the door 


to 5 “Just how large a bouquet do you have, 
sir? 


wtrf-tv Wheeling 


| 

YOU ARE NOT AN EXECUTIVE until your job is 
| s© important that you're not permitted to know 
| what you ore doing! 

] 


Wheeling wtrf-tv 


| IMPORTANCE 1S OUR MOST IMPORTANT PROD- 
UcT . it's the biggest thing we have to sell 
to alert advertisers wanting lucrative results in 
the Wheeling-Steubenvilie Industrial Ohio Valley. 
| WTRF-TV Wheeling? Ask George P. Hollingbery. 


WHEELING, 


WEST VIRGINIA 
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Just as you read Advertising Age with a 
more intense and moving interest than other 
does this big farm customer 

State Farm Paper. 

tional “trade paper.” More 
than that, it’s like a visit by @ friendly neighbor . - - 
bringing him local news of people and events he knows «++ 


significant stories 0 and livestock 


produced under h 

From his Home Sta 
customer makes his key P anning and buying decisions. No 
tch this “right where he lives” 


other farm publication can ma 


kind of motivation! 

Our INDIANA FarMER, O FARMER, MICHIGAN FARMER, 

PENNSYLVANIA Farmer, K and Missour! RuRALIST 
are Top-Third Farm Markets KENTUCKY FARMER and TENNESSEE 
FARMER serve the ric All are printed 


in high-quality color gravure 


————— 
= 
i a 


What a customer he is! 


OMER OWNS AND USES: 


THIS BIG 8-STATE CUST 

automobiles .--**° °°" *"! err. _ oe} 046 1,046,577 

Trucks ---:'**" aS ee tage wee C88 700,604 
Field tractors ----° eng ob PPR I eT 1,273,384 
Galions gust (est) «°° 3° eee 1,728,170,400 
Expenditures for petroleum products.---- Caan 342,865,903 
Total spendabie farm income in these 8 states. .$1 1 ,177,093,000 
There’s @ whole NEW LOOK in 

Advertising —write 


Farm Paper 
in the Home State Farm Papers 


new advertising opportunities 
is field. ROP full color at surprisingly low 
charge. Different copy 
ed on 4 


You have 
never before availab 


1010 ROCKWELL AVENUE, ee | 
OHIO 


CLEVELAND 14, 


TATES.-- _TOP-OF-THE SOUTH STATES 


TOP-THIRD FARM § 
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data and three big facts send Milwaukee sim-| 


mering toward the top of your newspaper lists: 


Only eight cities have a bigger daily newspaper. 


Only five of the 20 largest metropolitan areas 


top Milwaukee in retail sales per family. In 


none of these billion-dollar retail markets can 


you get the economical one-paper coverage of 


9 out of 10 homes provided by The Journal in 


the Milwaukee metropolitan area. 


THE MILWAUKEE JOURNAL 


Member of Million Market Newspapers, inc. 
Chicago « Detroit Los Angeles 


New York 


. San Francisco 


® excluding mail order sales 


Boil down the whole mix of market 


HUGE NEW TIRE 


Advertising Age, April 17, 1961 


NEWSBULLETIN:§ 


PLANT NOW MAKES POSSIBLE 


THE GENERAL 


JETAIR 


pubes ag 


cstnees be the rene in 


BULLETIN—Rolling along in the footsteps of Shell, General Tire & 
Rubber Co. came out with its own version of the bulletin theme in 
Life April 7. D'Arcy Advertising Co. is the agency. 


More Men Do Food 
Shopping (and Do It 
Well), Study Reveals 


New York, April 11—Food proc- 
essors and sellers may have to 
change their distaff-oriented no- 
tions on merchandising and pack- 
aging. A study released by Avery 
Label Co. shows that 44% of the 
husbands in the U.S. shop for their 
families, and 42%,prepare meals. 

The study was conducted by the 
company among 19,000 wives. 

Not only do these men do the 
cooking and shopping, but the sur- 
vey indicates that they are highly 
selective shoppers. 

About 49% of the wives who re- 
ported their husbands do the shop- 
ping said the menfolk stick closely 
to a shopping list and shun impulse 
purchases. 


s Also, 57% of these women re- 
ported that their husbands shop 
for bargains in the form of specials 
or sales items. They also read labels 
carefully, study displays and eval- 
uate similar merchandising values 
closely. 

Furthermore 72% of these men 
shoppers tend to shop around 
among stores, seeking those which 
offer good values, convenience, 
easy parking and informative dis- 
plays. + 


‘ ‘Holiday’ Salesmen 


Use Radio to Tell 


Auto Execs of Survey 


Detroit, April 11—It’s one thing 
for a magazine to come up with a 
market survey, but it’s another 
thing when it turns the study to 
good use with an unusual gim- 
mick. 

Holiday’s third annual automo- 
tive study, out last week, got the 
usual press release and mailing 
treatment. But Holiday also is us- 
ing WJR, Detroit radio station, for 
a spot commercial campaign. 

Kenneth McCarren and Joseph 
Jaglois, local Holiday representa- 
tives, speak on the commercial, 
beamed directly “to all our friends 
at General Motors, Ford, Chrysler, 
American Motors, Studebaker- 
Packard, and their agencies.” The 
one-minute commercial is running 
seven times a day for five days. 

The two wind up with an invita- 
tion to telephone either one of 
them directly—‘“and we'll be right 
over.” A _ personalized recording 
was sent to 100 top automotive ad- 
vertising executives in Detroit, 
Flint and South Bend. 


Violent TV for Kids 
Deplored by Parker, 
Lyle, Schramm Book 


Cuicaco, April 11—If commercial 
sponsorship keeps the tv industry 
from presenting better program- 
ming for children than it does now, . 
it.is an indication of failure of the 
entire system of commercial tv. 
That’s one of the conclusions of 
Wilbur Schramm, Jack Lyle and 
Edwin B. Parker, authors of “Tele- 
vision in the Lives of Our Chil- 
dren,” a 324-page report on 11 
studies on the relationship between 
tv and a total of more than 6,000 
children in 10 U.S. and Canadian 
communities (Stanford University 
Press, $6.00). 

Decrying the violent and abnor- 
mally exciting content of many tv 
programs watched by children, the 
authors “sympathize with tv broad- 
casters for the competitive pres- 
sure of the sponsor system,” but 
cannot accept it as a valid excuse. 

Profs. Schramm, Lyle and Par- 
ker (Stanford, California and 
Illinois, respectively) consider em- 
phasis on audience size and dis- 
regard of the best interests of 
young viewers “a short-sighted 
attitude which may produce im- 
mediate profits, but will ultimately 
result in harm to both sponsor and 
broadcaster.” 


e “Caretui not to push the panic 
button on tv,” the three communi- 
cations researchers admit that it 
is not scientifically justifiable to 
say that all tv is either bad or 
good for children. The complex 
relationship between the magic 


| box and young viewers, as they see 


it, is always “between a kind of tv 
and a kind of child in a kind of 
situation.” 

Young watchers who have “se- 
curity and love, interests, friend- 
ships, and healthful activities in 
their non-television hours” are not 
likely to be hurt very badly by 
tv, the authors say. 

“Is this a risk worth taking?” 
they ask and point out that the 
effects of tv are long-range. If re- 
search later proves that tv is, in- 
deed, harmful to children, they 
warn, it will be too late to do any- 
thing about tv for an entire gener- 
ation of children. 

The authors declare that broad- 
casting exists for public service, 
rather than merely commercial 
service, and express their convic- 
tion that commercial tv cannot 
abrogate its responsibility to chil- 
dren, whose minds are a “national 
resource beyond any price in com- 
mercial terms.” + 


es Mr. Jaglois said he received 
seven calls within a half hour 
after the first commercial. 


2,000 Holiday subscribers, states 
that 31.9% of the families bought 
new cars in 1960, with 13.5% pur- 


Brown & Crane Names Three 
Brown & Crane, New York, has 


|appointed Irving Weber, art de- 
The study, based on a sample of | 


partment head, and Howard Watts, 
account supervisor, vps. Donald 
Blackburn, formerly with Tatham- 
Laird, has joined the copy depart- 


chasing two or more new cars. * | ment in a supervisory position. 
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Who’s laughing now? 


ABC’s national audience—and more 
than any other network audience.* 

If the audience doesn’t howl, the sponsor 
will. Hence our broad grin, as we report the 
situation comedy situation according to 

the National Nielsen, Jan. thru March*: ABC, 
as the chart happily shows, leads in average 
audience. What you’re getting, in the way 
of smiling homes, is 656,600 more of ’em 
on ABC-TV than on Net Y...3,283,000 
more than on Net Z. And for a last ha!, get 
this: 3 new situation comedies appear in 
Nielsen’s top 15. Two of them are ABC’s.' 


ABC Television Network 


*Source: National Nielsen TV Reports Average Audience, all evening situation comedies, 10 weeks ending March 5, 1961. tNational Nielsen, MarchI,1961 TV Report. 
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Reported Sales 
Upturn Bolsters 
Int'l Auto Show 


Activity Spurs Hope 
Import Car Marketers 
May Boost Ad Spending 


New York, April 11—Traffic 
was brisk last week at the Inter- 
nationa! Automobile Show, where 
some 70 different makes were on 
display. 

The show coincided with reports 
of a sharp upswing in automotive 
sales around the country, and this 
lent an air of optimism to the en- 
tire proceedings at the New York 
Coliseum. 

Some 150,000 


the first four days—a 22% in- 
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ING AiDs 
RAPID AFT 


When your test marketing aids have 
to look like a million and cost but 
pennies—call RAPID ART! 


Here at RAPID ART, skilled techni- 
cians: display artists, silk screen 
artists, carpenters, binders and 
finishers —all working under one 
roof—can produce the displays, 
containers, packages, etc. that you 
need for your market testings at 
a fraction of the unit cost you'd 
expect to pay. 


Next time the bogey man of “small 
quantities” stares you in the face 
—don’t shake or quake— 


CALL: MU 3-8215 


FULLY-EQUIPPED DEPARTMENTS 


BCOPY & DESIGN @ SILK SCREEN 
BART & PRODUCTION @TYPE & 
LETTERPRESS 8 BOOKBINDING 
BS OISPLAYS & EXHIBITS 


Ri art 


304 yer Vi ST NY 17 


spectators paid | 
their way into the Coliseum during | 


crease over attendance in the 
comparable period last year. A 
good many of these visitors seemed 
to be automotive-wise teen agers 
on their Easter vacations. 

The International Automobile 
Show was started five years ago 
as an import exhibition. All De- 
troit manufacturers participate 
now—but the imports still domi- 
nate the show. 

For many import models which 
are not heavily advertised, the 
show represents a sizable chunk of 
their annual promotional budgets. 
Exhibitors pay anywhere from 
$10,000 to $50,000 for the Coliseum | 
space—and the total costs run 
much higher by the time every- 
thing is counted. 


e Foreign car sales slumped in 
1960, dropping to 498,000 units 
after the record-breaking 614,000 
registration year in 1959. They 
continued their downward trend 
in January of this year, when 
sales were off nearly 50% from 
| the 1960 pace. However, the word 
\last week was that registrations 
turned upwards in late February 
and continued to ascend in March. 

This has raised hopes in the 
| breasts of media salesmen that ad 
budgets for the imports may now 
be revised upwards. With some 
/exceptions, notably Volkswagen, 
| Renault and Mercedes-Benz, these 
| budgets have been sheared. 

Detroit has applied the brakes 
to promotion of its import lines. 
| General Motors and Ford are busy 
| pushing their U.S. compacts these 
| days. In 1960, the combined sales 
|}of Opel, Vauxhall and English 
| Fords declined 50%, and this year 
| their sales are off even more from 
the slow 1960 pace. 


= Ford used to promote an entire 
line of its British-made cars. At 


Chrysler’s captive make, the 


| 


last week’s show, only one model | 
—the Anglia—was being featured. | 


CANCELED — These 
are the inside two 
pages of a four- 
page insert ap- 
pearing in the 
May American 
Boxmaker for the 
Gardner division 
of Diamond Na- 
tional Corp. 
Handwrit- 
ten copy on the 
opening page 
says, “There’s no 
use running an ad 
when it’s all been 


, 


AMON” NATIONAL CORPORATION 


said...” and in- 
ner pages contin- 


ue the message. The fourth page will be backed up with the publi- 
cation’s own copy. Hutzler & Sabatino is the agency. 


Simca, is faring no better. Its reg- 
istrations slid last year from 35,000 


to 17,000, and it started off 1961 by | 


selling 560 cars in January, against 
1,400 a year ago. 

Meanwhile, many of the import 
marketers are changing their 
strategies. British Motor Corp., 
after years of rather fruitless pro- 
motion of passenger cars, is put- 
ting the bulk of its advertising 
support behind its sports cars— 
the Sprite, MG and Austin-Healey. 
In general, sports car sales havé 
held up far better than sedan sales 
—with the shining exception of 
Volkswagen, which still seems to 
be able to sell everything it brings 
into this market. 


® The two Swedish makes—Saab 
and Volvo—have adopted a mar- 
ket-by-market approach, concen- 
trating their advertising in areas 
where they have strong dealer 
support. 


Volvo, for example, has made) 


| doubled its sales. 


Volvo has now moved this cam- 
paign to the New York market, 
where it has 44 dealers. It is using 
some 85 spots a week during 
“driving time’ (early morning 
and early evening), with seven 
metropolitan stations on the 
schedule. This campaign will run 
through May 27. 

Sind & Sullivan, an affiliate of 
Edward Goitheb & Associates, 
New York public relations com- 
pany, is now handling Volvo’s ad- 
vertising. 

Dealer support remains a prob- 
lem area for the imports. Carl H. 
Hahn, general manager of Volks- 
wagen of America, rubbed this 
sore point in a statement issued at 
the show. 

Mr. Hahn asserted that imported 
car sales “have declined mostly 
among makes that failed to recog- 
nize the need for a solid dealer 
network.” And he added: 

“Much of the decrease was due 


radio its No. 1 medium. The com- | to those American car dealers who 


pany recently completed a “winter | lost interest in their imported car 


in Boston that! 


carnival” drive 


franchises as soon as they had 


only if you 


Buy WLOU... 
Rounsaville Radio! 


In LOUISVILLE 
You Sell the Negro 


Sell the 


Negro in These 


Six Big Markets... 


With Rounsaville Radio 


In bustling, booming Louisville, 158,000 Negroes 
spend a walloping $127,405,400.00 annually on 
consumer goods. It’s definitely a big spending mar- 
ket! And you reach it only with Rounsaville Radio's 


WLOU—only all-Negro programmed station in 
Louisville. Top rated by both Pulse and Hopper 
(as are all the Rounsaville Stations!) Call or write 
today for the full story on WLOU, and the entire 
Rounsaville chain. Represented nationally by John 
E. Pearson, in the Southeast by Dora-Clayton. 


Six number-one rated 
Rounsaville Radio Stations 


é 
this chosen field. No one does a better job of reaching 
the Negro than we do at Rounsaville Radio. 


program exclusively to the 
Negro in 6 rich major mar- 
kets. We reach a total of 
1,433,915 Negroes, with 
$824,000,000 to spend — 
AFTER taxes. We feature 
Negro disc jockeys and 
personalities, schedule 
programs the Negro likes 
and listens to. This is the 
basis of our success in 


ROBERT W. ROUNSAVILLE—Owner-President 


Owner-President 


Nat'l. Rep. 


ROBERT W. ROUNSAVILLE 


JOHN E. PEARSON CO. 


buy one or all—discounts with two or more! 


WCIN—CINCINNATI. 5000 watts. Reaches 170,- 
000 Negroes, who spend $140,528,670 annually 


WLOU—LOUISVILLE. 5000 watts. Reaches 158,- 
000 Negroes, who spend $127,405,400 annually 
WVOL—NASHVILLE. 5000 watts. Reaches 124,- 
000 Negroes who spend $82,400,000 annually 
WYLD—NEW ORLEANS. 1000 watts. Reaches 
294,700 Negroes, who spend $218,483,000 annually 


WTMP—TAMPA-ST. PETERSBURG. Reaches 
129,000 Negroes, who spend $66,180,620 annually 


KRZY—DALLAS-FT. WORTH. 500 watts. 730 
on the dial. Reaches over 350,000 Negroes who 
spend 80% of income on consumer goods 


FIRST U.S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN 6 BIG MARKETS 


- ma. 


ROUN at LLE 
RADIO STATIONS 


3220 PEACHTREE RO.,N.E. e ATLANTA 5, GEORGIA 


HAROLD F. WALKER 
V.P. & Nat’! Sales Mor. 


DORA-CLAYTON 
Southeastern Rep. 


Advertising Age, April 17, 1961 


| American compacts. 

“Those dealers originally went 
into the imported car business 
with no intention of setting up 
permanent sales and service fa- 
cilities. The decline in sales of 
these imports by such dealers was 
due more to a drop in sales activity 
than to a change in public at- 
titudes.” 

Here are unit sales of the top 
ten imports in 1960 and 1959: 


1960 1959 
Volkswagen ................ 159,995 120,442 
R It 62,772 91,073 
MIEN cold catelesnitrsnahceenas 25,533 39,802 
English Ford ................ 23,602 42,512 
DOD. sck<iissktnavemseithanmes 20,773 38,468 
THIN csissticentcnties 17,720 23,072 
EE ali cikcenntcerctictecss 17,077 35,190 
Austin-Healey ............ 16,322 16,592 
Mercedes-Benz ............ 14,435 ¥3,744 
E. cdcdthatasucinietinns 13,926 18,533 


45% Program Content 
Law to Be Enforced, 
Canadians Warned 


MontTREAL, April 11—The iron 
hand of the Canadian Board of 
Broadcast Governors came down 
heavily on tv stations last month 
when it was announced it intends 
to make the ruling on Canadian 
program content really stick. 

Effective April 2, according to 
Dr. Andrew Stewart, board chair- 
man, there will be no modifications 
of any kind for any station and the 
board intends to enforce the rule 
to the letter. Starting Apri! 2, each 
tv station and network in Canada 
was ordered to attain 45% Cana- 
dian content in programming over 
each four-week period. Common- 
wealth and foreign French-lan- 
guage programs count as half Ca- 
nadian up to a limit of one-third 
of all broadcast time. 
| No marked effect on tv schedules 
jis expected. The publicly-owned 
|Canadian Broadcasting Corp. and 
networks exceed the BBG require- 
ment. Most private stations affili- 
ated with the CBC network at least 
meet the 45% minimum. 


= The rule weighs most heavily 
on the new privately-owned in- 
dependent stations operating in 
|eight cities alongside CBC or CBC- 
|affiliated outlets. The BBG has 
|released these stations from spe- 
cific program commitments until 
Sept. 1, but not from the content 
rule. 

Most noticeable change in tv 
| programming will come when the 
/content requirement rises to 55% 
/on April 1, 1962. The governors 
|are ready to take action against 
offenders, but it is unlikely that 
|the BBG would use its power to 
|suspend a station’s license for 
|non-compliance. This power has 
| never been used by the board for 
|any reason, so far. + 
‘Sports Illustrated’ Names Two 

Spencer W. Earnshaw has been 
appointed manager of the Chicago 
advertising sales office of Sports 
Illustrated. Formerly Los Angeles 
ad manager of SI, he succeeds John 
R. Leonard, who has returned to 
the Life staff. James Robert Car- 
den has been transferred from SI’s 
New York staff to the Chicago of- 
fice. 


Mennen Launches Genteel 

Mennen Co., Morristown, N.J., 
breaks advertising May 1 for Gen- 
teel Baby Bath & Shampoo, a new 
product in three sizes, in a poly- 
jethylene bottle. Afternoon televi- 
sion and magazines will be used. 
Grey Advertising, New York, is the 
| agency. 


McCarty Adds Cluny Scotch 

Simon Levi Co., Los Angeles 
liquor distributor, has named Mc- 
|Carty Co., Los Angeles, to handle 
| advertising for Cluny brand scotch 
whisky. 
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Effective coverage, concentrated where you need it, pays 
big dividends in the field of marketing as well as in your 
general appearance. 

When it’s coverage in the right places that you need to 
improve sales of your product, concentrate a strong adver- 
tising campaign in New York, Chicago and Philadelphia 
through the use of the 3 top markets’ dominant sales pro- 
ducer — FIRST 3 MARKETS GROUP. 

In these most profitable markets, which account for 
19% of total U. S. Effective Buying Income, the family 
coverage of General Magazines, Syndicated Sunday Sup- 


é 


iz 


plements, Radio and TV thins out. Within the decisive 
markets of New York, Chicago and Philadelphia — where 
the struggle for national brand dominance can be won or 
lost — there is no substitute for FIRST 3 MARKETS’ solid 
54% COVERAGE of all families. 

In addition, FIRST 3’s “Sunday Punch” circulation of 
over 51/, million reaches over half the families in 1,137 
cities and towns, which produce one fourth of total U. S. 
Retail Sales. 

To make your advertising sell more where more is sold, 
Concentrate COVERAGE where it counts... with FIRST 
3 MARKETS GROUP. 


PHOTO BY CORRY 


where it counts... 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


ROTOGRAVURE « COLORGRAVUR 
New York 17,N.Y.,News Building, 220 East 42nd Street, MUrray Hill 7-4894 » CHICAGO 11, IIl., Tribune Tower, SUperior 7-043 » SAN FRANCISCO 4, Calif., 155 Montgomery Strest, GArfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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1,000 Admen... 


$55,000,000 Push 
Backs Philips 


of Eindhoven 


Supports $1 Billion 
Sales for World’s 
Tenth Advertiser 


EINDHOVEN, NETHERLANDS, April 
11—Philips of Eindhoven, one of 
the ten largest advertisers in the 
world, spent $55,000,000 on adver- 
tising in 1960 to promote a multi- 
tude of products in countries 
throughout the world. 

Philips is a Dutch company that 
made good in a big way. It started 
out 60 years ago as an electric 
bulb manufacturer. Today, with 
sales in excess of $1 billion and 
profits of $100,000,000, it ranks as 
the sixth largest industrial corpo- 
ration outside the U.S. 

It has a product line running 
into the thousands and ranging 
from phonograph records to radar, 
from pharmaceuticals to x-ray 
equipment, from vitamins to tape 
recorders. 

The advertising departments of 
its 60-odd companies employ some 
1,000 persons. 


s The organizing principle of Phil- 
ips advertising is decentralization 
—by area and by product group. 

With such a far-flung operation, 
Philips leaves the day-to-day ad- 
vertising policy in a given market 
to the subsidiary company estab- 


PHILIPS 


STANDARDIZATION—Y ellow symbol is 

used by Philips to standardize its 

outdoor advertising in six nations 
of European Common Market. 


lished in the market. Thus, each 
of the 60 Philips companies pre- 
pares its own advertising budget, 
makes its own media selection 
and maintains its own advertis- 
ing department. 

Naturally, the size of a market 
makes a big difference. Philips 
Ethiopia is a small organization, 
with advertising falling under the 
direct responsibility of the man- 
aging director. However, Philips 
United Kingdom has a fully- 
equipped advertising department 
ef 50 people and Philips Sweden 
has a 60-man advertising depart- 

(Continued on Page 110) 


|Coca-Cola and Pepsi-Cola; 


Ad Growth of Leading Nations 
Percentage Gain in Volume, 1959-60 


U.S. Britain 


— 14% 


Germany 


Japan France 


McCann, JWT Handle Lion’s Share... 


How Big Ten Spend 
Ad Money Overseas 


Each of These U. S. 
Giants Invests Over 
$10,000,000 Abroad 


New York, April 11—What do 
U.S. companies spend on advertis- 
ing overseas? 

This is one of the questions 
most frequently asked of ADVER- 
TISING AGE. 

It is difficult to provide defin- 
itive answers. Measuring services 
do not exist in most parts of the 
world—and even where they do, 
their service is not comprehensive. 

Expenditures in international 
media—the publications which 
circulate internationally—are 
available now from Rome Re- 
search (see story on Page 82), but 
these represent only a tiny portion 
of the advertising investment 
abroad. The major expenditures 
are being made by local subsidi- 
aries in local media. 

AA has conducted its own sur- 
vey to determine which companies 
are major advertisers abroad and 
how much they spend. This survey 
is based on current records and 
on interviews with company and 
agency executives in the U.S. 

The survey has detailed sales 
and profits derived by companies 
from overseas operations. 


= At least ten U.S. corporations | 
now spend more than $10,000,000 
on advertising outside this coun- | 
try. And AA estimates that at| 
least another ten spend more than 
$5,000,000. | 

Heading the list, with an ex-| 
penditure of $55,000,000, is Col-| 
gate-Palmolive, which derived 75% | 
of its profits from international op- | 
erations in 1960. 

Also in the top-ten group are 
two big soft drink eapunien, | 
soap 
giant Procter & Gamble; Jersey 
Standard, the world’s largest oil 
company; automotive giants Ford 
and General Motors; drug com- 
panies Warner-Lambert and Ster- | 
ling Drug; and a lone food com- 
pany, Corn Products. 


| 
\m The -two leading international | 
‘agencies, J. Walter Thompson Co. 
jand McCann-Erickson, play lead- 


ing roles in the execution of this 
overseas advertising. 

Among the top ten advertisers, 
for example, McCann is the prin- 
cipal overseas agency for three 
(Coca-Cola, Standard Oil and War- 
ner-Lambert) and has some over- 

(Continued on Page 105) 


63 Nations Have 
TV, Including 41 
With Commercials 


New York, April 11—Television 
now operates in 63 countries, with 
tv advertising available in 41 of 
these countries. 

Another 26 countries are plan- 
ning to introduce television service. 

A new report on “World Tele- 
vision” has been compiled by Col- 
man, Prentis & Varley, leading 
British international agency. 

This 24-page report features a 
country-by-country rundown on 
television facilities, showing num- 
ber of transmitters, financing, 
number of program hours, sets in 
use and population covered by the 
tv services. 

Companies marketing abroad are 
invited to write for a free copy of 
the report to CPV’s New York of- 
fice (at 554 Fifth Ave.). # 


'Non-U. S. Advertising Rises to $5.8 Billion ... 


} 
} 


Foreign Na 
U.S. in Ad 


| 
| Show Gains Three to 
Six Times Bigger— 
More Hikes Ahead 


| By Milton Moskowitz 


New York, April 11—In 1960, 
for the first time, the total invest- 
|ment in advertising outside the 
United States mounted to roughly 
50% of the U.S. level. 

This in itself was a significant 
breakthrough. Ten years ago U.S. 
advertising expenditures were trip- 
le or four times the total amount 
spent elsewhere. 

The plain fact is that advertising 
activity is increasing at a much 


than in it. 


volume of advertising abroad will 
match the U.S. volume in 10 years, 


in American advertising. 
® Precise figures on what is being 


US., neared $5.8 billion in 1960. 
country. However, there are reli- 
able reports from enough impor- 
tant countries to indicate that the 
world advertising total, except 
U.S., neared $5.8 billion in 1960. 

In the U\S., advertising expendi- 
tures advanced 4.2% 
puny gain when placed alongside 
the 12% increase in Britain, the 
14% in Germany, 16% in France 
and 25% in Japan. 

In Britain, ad expenditures have 
leaped ahead by 25% over the past 
two years. There have been com- 
parable gains in Germany and 
Australia. In Japan, volume has 
tripled since 1955. 

What is more important, over- 
seas field reports indicate strongly 
that these boom conditions will 
continue in force for some time. 
Certainly, the economies of West- 
ern Europe and Japan are just be- 
ginning to get up steam. And there 
remains the untapped potential of 
the under-developed countries. In- 
dia, with its 450,000,000 population, 
has a total advertising volume of 
jabout $35,000,000. 

There has been considerable 


faster pace outside this country i / 


If present trends continue, the | 


even allowing for a steady increase | 


spent on advertising outside the ay 


in 1960—a/i 


tions Top 
Growth 


wailing recently to the effect that 
American business has failed to 
grasp the significance of these 
trends, with the result that markets 
have fallen by default to the more 
aggressive exporters of Germany, 
Japan and Britain. 

In the export field, this may be 
true (although it should be kept 
in mind that one can hear similar 
lamentations in London, Bonn and 
Tokyo). U.S. manufacturers, 


blessed with a rich market at home, 
have been loathe to experiment 
with what they consider the va- 
garies of the foreign market. 
(Continued on Page 97) 


Wie bist du 
gut rasiert/ 


.+» dir zuliebe 
ganz glatt rasiert T" 


om ; NG 
Ach Sie wollen doch den gansen’Tig gut 
ramen bletben Dann rameren See sich riching 
mit Palmolive Rasercreme! So tiribt the 
Haun lange gtatt and friech! 


- Palmolive-Rasiercreme 
erweicht auch den hanesten Bart 
ima ihrem feinblangen Schaum 

— echaumnt herrlich und schnell 
= sogar mit kahern Wasser a 
schont und pflegt thre Hawt 
cot threm Ghtycenmgchal 


WORLD POWERHOUSE—C ol gate-Pal- 
molive pushes its shaving cream in 
Germany. No other American com- 
pany spends more on advertising 
than Colgate outside the U.S.—cur- 
rently $55,000,000 a year. 


Ten Leading U.S. Companies Overseas 
Ranked by Ad Expenditures 
% of Sales % of Profits Overseas Principal 
Foreign Foreign Advertising Agencies 
1. Colgate-Palmolive 53 75 55,000,000 Local Agencies 
2. Coca-Cola 35* 40* 35,000,000+ McCann-Erickson 
3. Procter & Gamble 15* 20* 35,000,000 Local offices of 
U.S. Agencies 
4. Standard Oil (N. J.) Over 50 66 30,000,000 McCann-Erickson 
5. Sterling Drug 38 25* 20,000 000 House Agency 
6. Pepsi-Colo 35* 45° 20,000,000+ JWT: Colman, Prentis 
& Varley, local agencies 
7. Ford Motor 25* NA 18,000,000 J. Walter Thompson 
8. Corn Products 35 45 15,000,000 Local Agencies 
9. Warner-Lambert 22 35 10,000,000 McCann-Erickson 
10. General Motors 18* 14 10,000,000 Local Agencies 


*Estimated. t+includes bottler expenditures. Tincludes $6,000,000 spent in Canada. 
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Elia pueds tener shore un rete; tan maraviltese como e! suyo 
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OVERSEAS INSTITUTIONAL—Galaxy of international ads from seven companies—Ford Ltd., 
Pan Am, Dunlop, Omega, Shell, Imperial Chemical Industries and Toshiba—shows ef- 
forts of manufacturers to build up their reputations on a worldwide scale. Shell has 
consistently ranked as No. 1 international advertiser. The Omega campaign, utilizing 
black space, is unique in international media—no other watch company comes close to 


Shell, Ford, Pan Am Head Users 
of International Media in 1960 — 


Overseas Activity Up, 
Ten of Top 20 Are 
Foreign Companies 


New York, April 11—Corporate 
advertising, on a worldwide scale, 
is becoming increasingly popular. 

With more and more companies 
marketing their products and serv- 
ices outside their national borders, 
the need to establish a consistent 
corporate image has led many im- 
portant advertisers—American, 
British, German, Japanese—to 
mount institutional campaigns in 
international media. 

The latest report from Rome 
Research attests to the substantial 
amounts now being spent in inter- 
national media (see table in col- 
umn 3). 


® Rome, which now measures ex- 
penditures in more than 50 inter- 
nationally circulating magazines, 
reported that 1960 saw 20 adver- 
tisers each spending more than 
$235,000 in international media. 

Heading the list, as usual, was 
Britain’s Shell Petroleum, with an 
expenditure of $796,422. Shell uses 
modern art and design in full col- 
or in its institutional campaign for 
petrochemical products. 

Shell was far ahead of the No. 2 
advertiser, Ford Motor Co., which 
spent $562,442. However, Ford 


companies had been combined. 
Ford Motor Co. Ltd., the British 
company, spent $300,450 on inter- 
national advertising in 1960. 


s The report underlines once again 
the stepped-up activity of non- 
U.S. companies. Of the top 20 ad- 
vertisers, 10 are foreign companies. 

Martini & Rossi, the Italian ver- 
mouth company, ranked as the 
fourth largest advertiser with an 
expenditure of $423,009. 

Omega Watch was all by itself 
in its field, placing in eighth place 
with an expenditure of $351,359. 

And Japan’s Tokyo Shibaura 
Electric Co. (Toshiba) put $306,- 
701 into international media to 
rank as advertiser No. 11. 


= Why does a company use inter- 
national advertising? The basic 
answer appears to be: A desire to 
establish a worldwide reputation 
for products and services. 


International magazines have 
become a prime medium for big 
industrial manufacturers, which 


seek to reach a top-income, influ- 
ential audience. Boeing and Doug- 
las, for example, are among the 
top 10 international advertisers. 
Each is, of course, selling big-ticket 
items (a $5,000,000 jet plane) to 
governments and airlines. 
International magazines have al- 
so been widely used by companies 


would have been on top if the ex-|such as Coca-Cola, which has a 
penditures of its U.S. and British’ product that remains the same, 
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ATOMOS DE INVESTIGACIONES 


1. Shell Petroleum Co. Ltd. ........ $796,422 | 11. Tokyo Shibaura Electric Co. .... 306,701 
Be FN, bstsvvescorscceccenesee 562,442 | 12. Ford Motor Co. Ltd. ................ 300,450 
3. Pan American World Airways 423,947 | 13. Daimler Benz .................:cc000 295,365 
Be TIED cicsecctsertesevecscocee 423,009 | 14. Coca-Cola Export Co. ............ 274,170 
5. Champion Spark Plug Co. ...... 401,872 | 15. Monsanto Chemical Co. ........ 264,797 
6. Goodyear International ........ 395,519 | 16. British Overseas Airways Co. .. 261,845 
7. Douglas Aircraft ............000000 384,791 | 17. General Electric Int'l. .............. 260,748 
8. Omega Watch Co. .......... 351,359 | 18. KLM Royal Dutch Airlines ........ 260,691 
9. Boeing Aircraft Co. ccc... 326,944 | 19. Ballantine & SOMS oo... 238,415 
ST cinciticiinchtinccsoectenesss 320,455 | 20. Chrysler International ............ 235,731 


from country to country. 

It remains true, however, that 
international advertising is not a 
universally felt need. While Ford 
Motor believes that an interna- 
tional campaign is useful as an 
umbrella for its local promotional 
efforts, General Motors believes 
quite the opposite. GM is bigger 
than Ford overseas but GM runs 
a negligible amount of advertising 
in international media and does 
little to link up its subsidiary com- 
panies as members of the same 
family. 


s Similarly, Colgate-Palmolive, 
the largest U.S. advertiser over- 
seas, does not spend a nickel in 
international media. In this case, 
it is a question of products vary- 
ing so much from country to coun- 
try that the company does not see 
an international campaign as fea- 
sible. 

Nevertheless, international ad- 
vertising continues to grow and 
the revenues of the international 
magazines move to new peaks each 


| editions of Time Inc. grossed $20,- 


000,000 in advertising revenue and 
the Reader’s Digest’s international 
editions took in a comparable 
amount. + 


British ICI Starts 
One of Europe’s 
Major Ad Drives 


GENEVA, April 12—Imperial 
Chemical Industries, Britain’s larg- 
est chemical company, is moving 
into the European market in a big 
way. 

ICI, one of the world’s largest 
chemical houses, with sales in ex- 
cess of $1 billion, has announced 


plans to spend $280,000,000 in the 
next 10 years on a huge chemical 
complex near Rotterdam in the 
Netherlands. 

Setting the stage for a battle 
royal in the European chemical 
market, ICI will compete with 
American companies like Du Pont, 


|American Cyanamid, Dow and | 
‘year. In 1960, the international ' 


Monsanto, which have expansion | 


|ference here 


SEA EL PRIMERO 
EN CARRETERA 
CON UN FORD BRITANICO 


matching Omega’s expenditures in international media. Toshiba, in addition to its hefty 
international budget, is Japan’s largest advertiser at home. Imperial Chemical Indus- 
tries is Britain’s largest chemical corporation, Dunlop its largest rubber manufacturer. 


Pan Am is world leader in international air traffic. Ford of Britain and U.S. Ford are 
the two biggest auto advertisers in international media. 


Top 20 Advertisers 


In International Media, 1960 


programs operating in Europe, and 
all of the invaders will have to 
contend with the established 
European companies—Bayer and 
Hoechst in Germany, Montecatini 
in Italy, Pechiney in France. 


® ICI is paving the way for its 
program with one of the largest 
institutional campaigns ever run 
in Europe. No figures have been 
released on expenditures, but it is 
clear that the campaign will run 
well over $500,000, possibly ap- 
proaching $1,000,000. Eighteen in- 
sertions will run in 1961. 

A Geneva-based agency, H. Wm. 
Bernhardt Inc., has been selected 
to handle the drive, which began 
in January and is being supple- 
mented by public relations at the 
local level. Bernhardt got the ac- 
count shortly after setting up a 
London office headed by A. J. Wal- 
lis, former pr director of the 
Hawker Siddeley Group. 

The Bernhardt agency has sched- 
uled the campaign for 48 newspa- 
pers in Austria, Belgium, Denmark, 
Finland, France, Germany, Italy, 
Netherlands, Norway, Portugal, 
Sweden and Switzerland. 


s The ICI campaign is regarded 
here as a feather in the cap of 
Bill Bernhardt, who split up last 
year with Pat Dolan (Mr. Dolan 
setting up BBDO International in 
London, Mr. Bernhardt going his 
own way). 

Mr. Bernhardt told a staff con- 
that the agency, 
which now has five offices in 
Europe, is now billing at the rate 
of nearly $4,000,000 a year, includ- 
ing capitalized fees, with expecta- 
tions of passing $5,000,000 in 1961. 
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133, CHAMPS-ELYSEES - PARIS 8 - TEL. BAL 12-91 


in Paris, 
(hroughout France 
and the world over, 
REGIE-PRESSE 
rOvide aluertisers: 


National dailies 
L'Aurore, France-Soir, Paris-Presse |'Intransigeant 


Regional dailies 

Les Dépéches (Dijon) - Nord-Matin (Lille) 

Le Progrés, Le Progrés-Dimanche (Lyon) 

Le Provencal, Le Soir, Le Provencal-Dimanche (Marseille) 
République, République-Dimanche (Toulon) 


General editorial weeklies 

France-Dimanche, Le Journal du Dimanche, Jours de France 
Women’s weeklies 

Elle, Nous-Deux, Festival, Modes de Paris/ Secrets de Femmes 
Business weekly 

Entreprise 

Children’s weeklies 

Top, L'Intrépide, Hurrah 


Regional weeklies 
L'Espoir (Tours), Le Messager de la Haute-Savoie (Thonon) 


: : Monthlies 
Réalités, Connaissance des Arts, La Construction Electrique 


with @ SelectiOné == 
ol 114 ‘media “ 


[Sell 


Argentina : E| Economista - Australia and New Zealand : Ed. Bell : 
Australian Paint Journal - Australian Packaging - Plastics in Australia 
& New Zealand. - Austria : Wiener Iilustrierte - Belgium : Vrouw 
en Huis - Zondagsvriend-Mecanic - Elle, Belgian ed. - Gazet 
van Antwerpen - Ed. S.I.C. : Journal des Ingénieurs - Génie Civil 
Construction - Emballage d’ ‘Aujourd' hui - 

: Maclean's Magazine - Le Magazine Maclean- Chatelaine, - Chatelaine/ 
La Revue Moderne - Canadian Homes - Canadian Automotive Trade - 
Canadian Aviation - Canadian Machinery - tee | Construction 
News-Style and 40 other trade magazines published by Maclean Hunter. - 
France : New-York Times, International Edition - Greece : | Naftemboriki - ° 
Western Germany : Rheinischer Merkur-Vogel Group : Der 
Maschinenmarkt-Elektro Technik-Automarkt-Spinner und Weber- 
Landmaschinenmarkt-Radio Fernseh Phono Praxis-Exportmarkt and 
16 other technical magazines - Erdoel Zeitschrift - 
Israel : Hataassiya - Haaretz - Italy : Epoca - Grazia - Arianna - 
Il Musichiere - 24 Ore - Merecce : Espana - Espana Semanal - 
Peru : Caretas - . > A.B.C. - Blanco y Negro - S.P. - 
Switzerland : Elle, French Swiss edition - Elle, German Swiss edition - 
United Kingdom : The Guardian - Daily Mirror - Sunday Pictorial - 
Reveille - Fleetway Group : Woman's Mirror - Woman and 
Home - Woman's Journal - Woman's lilustrated - Home - 
My Home and 23 other publications - 
United States of America : New-York Times - Newsweek - Réalités 
(English language edition.) 


REGIE-PRESSE is represented in the United States by REGIE INTERNATIONAL, Inc. 


610 Fifth Avenue, Suite 403, New York 20, N Y., JUdson 6-6559. 
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Pacifica’s not just a geographical area. It’s a booming market of staggering 
potential reaching across 130,000,000 or more square miles of seas and 

islands from Australia to Japan, from Malaya to America. Its half a billion 
varied people need everything you sell. That’s why we’re discovering new and 
effective communications for Pacifica. 


This year, we gained 66 years’ experience in three major areas... 
JAPAN: McCann-Erickson Hakuhodo, Inc., 14 offices; 
Japan, Okinawa, New York. 


HAWAII: The Holst & Male Division of McCann-Erickson, 
Inc., largest and oldest established agency. 


AUSTRALIA: Hansen-Rubensohn McCann-Erickson Pty., Ltd., 
Sydney, Melbourne, Adelaide. 


We now serve our clients in the Pacific through 18 offices employing 1,229 
people. By joining forces, we’ve enriched each other’s professional abilities 
and gained priceless marketing insight. 


World-wide, 65 McCann-Erickson offices in 22 different countries bring their 
clients this same long-time experience in effective communications. 


MCCANN-ERICKSON CORPORATION (INTERNATIONAL) 
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The Benson Cat is a moveable cat MOVABLE—T oO 


dramatize move 

to new quarters, 

agency acquired 

mascot—Benson, 
the cat. 


7 CAT doesn't think fs movesbie 
Tt betreves that Benson: after 49 years 
in Kingsway Hall are bound to stay 


vices at 129, Kingyway, W.C2 
as before. HOLD wn 922) 
‘The new offices are om the corner of 
Kingsway sod High Holborn etere the 
- okd Hofbors Restaurant used wo he Oui 
end the whee office will mowe womew = lying departments. inchucting the Teor 


“phone veuon Deparument (rom Hanover House 


s Press Service from Bedtord 


S. B. BENSON LIMITED Mmorporeted Pramas @ Adewone 
Shorty wo bee: 129 Kangrway, Landes, WC 2 Teleptene 4 deter Holmown 12 


Britannia (and S. H. Benson) Rule the Waves... 


Mixing Cat, Tradition, Success, 
Benson Agency Keeps Growing at 68 


Loa H Today S. H. Benson Ltd. and 

ded with Navy Vets, |its subsidiaries bill close to $50,- 

World Wide Operation —_ 000,000 annually. 

Now Bills $50 000,000 | The agency was founded on 
' ’ 


|Sept. 26, 1893, at 100 Fleet St— 
Rand | London’s newspaper row——-by Sam- 

ay ee nae |uel Herbert Benson. He was a 
Lonpon, April 11—If you were | naval officer who served 15 years 
looking for a good example of a/ with the fleet, then was invalided 
British advertising agency you out of the service with a crippled 
would find none more British than | Jeg, little money and no prospects 


S. H. Benson Ltd. 
e Britain has a naval tradition— 
so has Benson. 


e Britons love cats—so does Ben- 
son. 


e Britons are by repute modest, 
charming, businesslike. Benson is 
all these—and more. 


e It is one of Britain’s oldest 
agencies, yet paradoxically it is 
one of the most modern. Although 
it celebrates its 68th anniversary 
this year the agency has been 
run on modern service lines from 
the start in 1893. A profile of 
Benson is in many ways a profile 
of the rise and development of 
modern British advertising as a 
whole. 


THEN—Much of Benson agency’s work in 1903 was 
outdoor (see posters on studio wall). 


| of any kind. 

| Mr. Benson, however, was a 
man with a perception. He saw 
not only a future in advertising 
|but the future of advertising. He 
developed an agency and a sys- 
tem of working which eventually 
| became the accepted pattern for 
an advertising agency. 


s In 1903, speaking of his start, 
ten years before, he said: 

“My advertising ideas were 
crude. I was a complete stranger 
to Fleet St., and newspaperdom 


eyed me askance. Press restric-| 


tions were rampant. 
proprietors 


Newspaper 
appeared to hedge 


" 
vice from Rediiord Row. But exacts hese days, 


5 MESON LD. teem he en eee er 


agency’s move (and creativity) 


tions. The serious consideration 
of advertising policy by advertis- 
ers was generally unknown. The 
art of effective display was in its 
infancy. 

“The great object of adverti8- 
ers was to cut prices. Many 
thought of nothing else. It was 
rarely a question of how best to 
spend a given sum. An advertiser 
began at the wrong end. Instead 
of putting down his ‘story,’ seeing 
what he had to say, to whom it 
would appeal, how much space it 
would take, what media would 
best suit it, and so on, he would 
begin by getting a list of papers. 
He would ask agent after agent 
for his list, choose between them, 
and then send round one piece of 
copy to be filled into the space as 
best the printer could.” 

Mr. Benson decided if this was 
advertising, he would have none 
of it. He decided to call himself an 
advertiser’s agent to point up the 
difference in his own approach. 


# In 1901, he issued a small book- 
let, “Wisdom in Advertising,” de- 
signed as an introduction of his 
business to potential advertisers. 
In it he said: 

“Advertising, as it is understood 


in Mr. S. H. Benson’s offices, 
means: 
“First, such publicity as _ will 


reach the largest number of pos- 
sible customers for the amount 
appropriated. 

“Secondly, the presentation of 
the merits of the article for sale 
in so convincing and attractive a 
manner that people will want to 
buy it. 


“This constitutes right adver- 
tising.” 


round every space with the most|# Mr. Benson went on to say that 
‘ridiculous and vexatious 


condi- 


| only a small proportion of the ad- 
vertising current at that time ful- 
| filled these conditions. “The theo- 
'ry that it is only necessary to 
| reiterate the name of an article 
|to bring it into universal use is 
|responsible for many advertising 


| shipwrecks,” the old sailor warned. | 
| Laying down his code of busi-' 


CREATIVE CAT—Benson posed in these house ads in 1958, symbolizing 
, and remains on “staff” today. 


ness, the booklet went on: 

“Mr. Benson has no personal 
interest in any publication; he 
does not prepare schemes in com- 
petition with other agents, nor 
does he divide his commission 
with his clients.” 

These three tenets are today 
key requirements for membership 
in the Institute of Practitioners in 
Advertising (British equivalent of 


| vertisers. 


| Asa result of his expertise in a 


Advertising Age, -April 17, 1961 


field largely lacking experts, his 
business grew at a phenomenal 
rate. Ten years after he opened 
his shop, billings had increased by 
more than 47,000%. 

Mr. Benson was a firm believer 
in outdoor. He built a nationwide 
organization with resident inspec- 
tors stationed up and down the 
country to handle this work. The 
agency is one of the few in Brit- 
ain today that still maintains a 
staff of outdoor inspectors. Today 


| this staff of 12 covers the country, 
| checking 


outdoor advertising 
placed by Benson clients and their 
competitors. Four of the inspectors 
work in the London area, one of 
them spends his entire working 
life traveling the subway, check- 


| ing posters in the stations and car 


cards in trains. 

In almost every branch of ad- 
vertising Mr. Benson was a man 
ahead of his time. In no field was 
this more clearly shown than in 
his belief in and use of market re- 
search. As early as 1912 Mr. Ben- 
son recruited and trained special- 
ists for this work, which he called 
market development. He supplied 
clients with reports and analyses 
based on carefully conducted sur- 
veys. 


s Both Benson and its clients pros- 
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the Four A’s), which was largely 
founded through the efforts of 
Samuel Herbert’s son, Philip, in 
1927. 

The “rightness” of Mr. Benson’s 
views can best be shown by the 


‘clients who turned to him at the) 


turn of the century: Bovril, Rown- 
tree’s cocoa, Edwards’ Desiccated 
soups, Colman’s starch, Lazenby’s | 
sauce, Ivory soap, Virol, Brown & | 
Polson’s corn flour—all leading ad- 
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STARTER — Guin- 
ness has been 
Benson client 
since this “first” 


ad ran in 1928, 
using now fa- 
mous theme, 


“Guinness Is 


SS s”=— G00 for You.” 


pered. Six years after its founding 
in Fleet St. the agency moved to 
larger premises at 1 Tudor St. Six 
years later it was incorporated as 
a private limited company. Four 
years after, in 1909, the company 
moved to what was to be its home 
for nearly half a century—Kings- 
way Hall. To take an agency as 
far west as the new thoroughfare 
of Kingsway was considered rev- 
olutionary in its day. Since then 
the agency world has moved 
further west still, to Mayfair and 


beyond. 


= Samuel Herbert Benson died in 


|1914 and was succeeded by his 


son, Philip de Gylpyn Benson, 


j}another notable name in British 


advertising. After graduating with 
honors as a bachelor of science 
from University College, Philip 
went to America and studied the 
agency business there. 

He returned to London and 
worked through every department 
of the Benson agency before blue- 
printing a system which has giv- 
en the words “Benson-trained” 
special significance in London’s 
advertising world. Even today the 
sons of leading executives in 
many London agencies are sent to 
Benson to learn: the advertising 


AND NOW—Here is art studio in Benson’s new offices today. Agency employs big art business. 
staff. Consultant art advisor, Michael Ayrton, scouts art talent for Benson. 


Philip de Gylpyn Benson was 
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emphasis .on one or the other of | m 
these activities. The focus, first| SNE 
and foremost, must be on the ad-| 
vertising agency as an advertis- 
ing agency.” 


s Vice-chairman of Benson is 
Philip Lang Stobo, a tall distin- 
guished-looking Scot with twin- 
kling eyes and a keen sense of 
humor. Mr. Stobo, who will be 50 
this year, first entered advertising 
with the Charles P. Watson Agen- 
cy in Glasgow in 1929. 

In 1935, two years after winning 
the President’s Medal from the 
Institute of Practitioners in Ad- 
vertising, he joined Benson as a 
copywriter. Between 1940 and 
1946 he saw war service as a 
R.N.V.R. commanding officer in 
motor launches, motor gun boats 
and ymotor torpedo boats. 

He returned to the agency in| 7 
1946 as personal assistant to Mr. 
Bevan, became a director the fol- 
lowing year, then successively 
joint assistant managing director in 
1954, joint managing director in 
1957 and vice-chairman in 1959. 

He places great store by the 
agency’s departmental system of 
organization. Benson is one of the 
few—perhaps the only British 
agency of its size—which has not 
gone over to the group system of 
working. 

Under the group system, Mr. 
Stobo feels, the big agency tends 
to become a collection of small 
agencies. 


Reeer Hon. LORD PLAYFAIR, CCB, LED. 
uP. 


Nora —The sbove design chcite:! ihe following criticism wn of 7 : 
chen really clever advertisements Hovril Limited get out! The characteristic of the Company's advertioements is their 
goed taste. Some of them are brilliant ; not all. You can't be brilliant all the time; but rarely are any of them im other than the 
bent of tate. A recent example (that of the lady apostrophising Hovril in « Byron stansa) is singularly pretty.” . . h 
oi.w—Bovril is oldest client on Benson roster, joining agency in 


founding year, 1893. This ad for Bovril appeared in 1896. 


the perfectly organized man. Once 
he was asked what would happen 
to the business he headed if he 
was run over on his way to the 
office. He replied: “Everything 
that I have done and arranged is 
known and there is a record of 
every instruction, every slight 
change of policy, on the part of 
the clients up to last night.” 

In 1925, Philip Benson became 
president of the Assn. of British 
Advertising Agents. In this office 
he worked to found the Institute 
of Practitioners in Advertising 
and his contribution was recog- 
nized by his election as first pres- 
ident of the new body in 1927. 

Mr. Benson, an able man him- 
self, had the gift of attracting 
able men and women around him. 
The Benson team has always 
sparkled with brilliant personali- 
ties. Of these, perhaps the most 
notable, was O. W. Greene, one of 
Britain’s greatest copywriters, who 
originated the Mustard Club and 
many other famous advertising 
campaigns. 


was succeeded by the present 
chairman, R. A. Bevan. 

Today, Benson employs 650 per- 
sons and owns three subsidiary 
agencies in Britain: Spottiswoode 
Advertising and Keymer Adver- 
tising in London and Longleys & 
Hoffman in Birmingham. 

Advertising has expanded swift- 
ly in Britain since the war but 
the growth in Benson’s billings 
has been faster than the growth 
in total advertising. The agency’s 
$49,000,000 in billings last year 
was nearly 700% above the 1930 
level and 400% above 1950. 


# The Benson system is much 
more flexible. As in other agen- 
cies, an account executive (ac- 
count manager in Benson par- 
lance) rides herd on the account. 
Thereafter, the system differs. 

Copy Chief J. P. Mellors assigns 
an account to a section head who 
may decide. to work on the ac- 
count himself or to assign one or 
more of his team of copywriters. 
This means that if a campaign 
calls for a light hand, or the set- 
ting of a mood, or hard-selling 
copy, it can be assigned to a 
writer with a particular writing 


= Robert Alexander Bevan, Ben- 
son’s chairman, joined the agency 
in 1923, became a copywriter on 
the Guinness account, a director 
in 1932 and managing director in 
1938. 

At the beginning of the war he 
was for a short time director of 
general production in the Ministry 
of Information and afterwards 
joined the Royal Navy. He saw 
service afloat with the Free 


= Other Bensonians who made 
their mark were Dorothy Sayers | 
and Pamela Frankau. One of Miss | 
Sayers’ many detective novels, | 
“Murder Must Advertise,” was 
set in the Benson offices. For! @ 
years the iron. staircase down 
which Victor Dean was precipi- 
tated to his death in the novel 
was a showpiece in the Kingsway | 
Hall offices, suitably identified by | 
a plaque. 

So fondly did Bensonians feel 
toward the staircase that a board 


CRIME SCENE—Ex- 
Bensonian Dor- 
othy Sayers’ nov- 
el, “Murder Must 


meeting solemnly debated wheth- | Advertise,” fea- 
c er it should be taken with the | tured this Benson 
; agency when it moved to its mod- iron staircase. 
ern premises further up Kingsway 
y | in April, 1958. It was finally de-| French and in destroyers, and | 
. cided, rather reluctantly _— gath- towards the end of the war went) 
r pei ber leave it. But an artist WaS las an acting captain, Royal Naval 
S commissioned to produce a paint-| Volunteer Reserve (R.N.V.R.), to 
e ing of the staircase in its natural | .¢rve as Chief of Naval Informa- 
. setting and this painting MOW/tion on the staff of the British 
1 hangs in the reception hall of the Admiralty delegation in Washing- 
j new offices. ton. 
1 sa Be Sl Asked about the agency’s phi- 
agp an meg Mage ) phew losophy of advertising, Mr. Bevan *SYNERGIE, a full service French advertising agency, studies 
_ oie peered or his half-spectacles the market for your products and adapts the general media 
" veel «Rt lend Peg Praag be 2 policy and copy theme to European consumer psychology, 
| vertising that sells goods for our SYMBOL—Stairs and nearby plaque thereby insuring the most effective advertising and sales pro- 
" clients.” It was a remark old Sam-|WeTe Teluctantly left behind by motion tailored to the European market. Through its wide 
1 uel Herbert Benson would have Benson staff when it moved. network of correspondents, SYNERGIE can plan, direct and 
S approved. coordinate your campaigns throughout Europe. Some inter- 
Mr. Bevan said Benson was not | style. It also means that when | national accounts : Air Wick, Bowater, Caltex, Eversharp 
, ° marketing agency—though it | necessary ey than one man can | Schick Injector, Formica, Knorr, Kromekote, Max Factor, Omo 
uses marketing. It was not a mer- | be put on the job. (Unil Parker P. Sunsilk. F detail 
i chandising agency—though it uses A similar system operates on| nilever), Parker en, Sunsilk. For more etails coment : 
t merchandising techniques. It was|the art side. Art Director K. J.| SYNERGIE - Advertising - 29-31, rue de Courcelles, Paris 8 
- not a creative agency—though it| Ballard will assign an assistant | France - Phone : BALzac 95-50 - Cables : Pubsyn - Paris. 
- |has won plenty of awards for art director to the account who 
, Philip Stobo Robert A. Bevan | creative work. will then assign one of his team 
s “We like to be regarded as an of artists to work on the account. 
e ; as agency chairman. Mr. Knight | advertising agency,” he said. “Ad-| Research and marketing operate 
1 retired in 1945 and was succeeded | vertising is our business. "These | '" @ comparable way. 
0 by Norman Moore, who served at|other things—marketing, mer- 
af different times as president of the | chandising, research, creativity— | Finally the team picked in this 


Advertising Assn. and the Insti- 
tute of Practitioners in Advertis- 
ing. Mr. Moore retired in 1953 and/| feel it is wrong to place too much | 


are only aspects of the business of | 
being an advertising agency. We | 


way get together and produce the 
advertising required. 
‘““The beauty of this system,” 
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explained Mr. Stobo, “is that it 
works like a parallel ruler. When 
it is closed you have a certain 
conibination of people working on 
an account. If for any reason you 
want to change, you open the rul- 
er and bring it together at an- 
other point. 

“This means that if you have a 
copywriter who wants to try 
something different and he can’t 
convince the art director or the 
artist working with him, these 
people can be switched so that the 


approach can be tried. , 

“Similarly, people can easily be 
switched around without having 
to break up a group if it is found 
that certain people just can’t 
manage to work with someone 
else. This way it avoids person- 
ality conflicts. It also reduces of- 
fice politics to an absolute mini- 
mum. 

“It’s a nightmare to administer 
but we think that is more than 
compensated for by the advan- 
tages.” 


Managing director of Benson is| 
Douglas A. Bain, who joined the| 
agency in June, 1936, as aj| 
trainee and serves as an exam- 
ple that the way is open from 
bottom to top of the agency lad- 
der. Three other members of the) 
present board began as Benson 
trainees. 

After war service with the 
army, Mr. Bain rejoined the agen- 
cy in late 1945 as head of re- 
search and was appointed man-| 
ager two years later. In January, | 


Douglas Bain 


H. O. Houchen 


As an international advertiser — 


Can you say “yes” 


to all these questions? 


Are you able to centralize responsibility 


. 


for strategic planning and control; yet 
decentralize for local tactical operations ; 
i.e., Balanced Control? 


Do you have the services of an agency 
with its own branch offices in key world 
markets, plus long-established local asso- 
ciates, to assure correct and fast inter- 
pretation of instructions? 


Do the people who create your advertis- 
ing have the linguistic ability, market 
knowledge, and “feel” to produce cam- 
paigns that work? 


Is your agency a ‘Johnny-come-lately’ to 
the international scene, handling your 
advertising abroad without experience 
or “know-how”, unable to implement your 
high domestic standards? 


Is your advertising abroad handled by 
specialists rather than an agency whose 
foreign department only nibbles at the 
international field? 


Can your agency provide a well-estab- 
lished professional public relations 
organization to supplement your adver- 
tjsing — whether world-wide or on an 
individual market basis? 


Whether you have answered yes or no to any of the above questions, it will pay you to call on us. 


ROBERT OTTO & COMPANY 


Balanged Control of International Advertising 


25 West 45th Street, New York 36, N.Y. 


Branch Offices: 


LONDON «+ TORONTO « 


BUENOS AIRES °* 


SAN JUAN « 


AND 56 ASSOCIATES THROUGHOUT THE WORLD 


MEXICO CITY 


Advertising Age, April 17, 1961 


,1954, he was appointed joint as- 
sistant managing director, followed 
three years later by the post of 
joint managing director. He be- 
came sole managing director in 
1959. 

R. K. Lloyd, assistant manag- 
ing director, is another who is sold 
on the departmental setup. 

“It makes for tremendous flex- 
ibility and a free flow of ideas,” 
he explained. “Other agencies may 

| believe in the advantages of the 
group system but we are con- 
vineced that the departmental sys- 
tem is best.” 

Mr. Lloyd, 43, is also ex-navy. 
He joined the agency in 1939 and 
then signed to serve in the R.N.V.R. 
coastal forces, where he lost an 
arm. He rejvined Benson in 1946; 
became a director in 1952 and as- 
sistant managing director in 1959. 


# Another ex-naval man is Nigel 
Rogers, who obtained a perma- 
nent commission in the Royal 
Navy in 1939 and saw service in 
destroyers (as a gunnery officer), 
in combined operations, and at the 
Admiralty. Mr. Rogers, who joined 
Benson in 1946 and is now media 
director, joked about the agency’s 
naval tradition. 

“We used to say that Benson 
had enough ex-naval men to staff 
a small cruiser and put to sea im- 
mediately—complete with a Royal 
Marine detachment,” he said. 

The British. navy has a reputa- 
tion as the “Silent Service” and it 
may be that this tradition inhibits 
Benson from publicizing itself. “I 
think we could do more to pro- 
mote the agency,” said’ Mr: Rog- 
ers. 

Benson is not particularly se- 
cretive about its activities. It’s 
just that it doesn’t seem to get 
around to publicizing its own ac- 
tivities actively. Like many other 
British agencies, it feels that its 
job is to publicize clients rather 
than itself. 


s The agency is particularly strong 
in television. Under the direction 
of Howard “Boogie” Barnes, its 
tv department has turned out 
some of the best British com- 
mercials. Among. those voted by 
viewers as favorites were three 
produced by Benson: The mon- 
keys’ tea party for Brooke-Bond 
tea; Murraymints, and Guinness. 
| The agency has brought into tv 
|such innovations as the mood-sell 
|approach in the launching of 
| Wills’ Strand cigarets. Almost the 
|entire one-minute commercial 
|was devoted to building a mood 
with photography and background 
'music, with the product men- 
tioned briefly at the end. 

This became such a _ favorite 
with viewers that the background 
music, co-authored by Mr. Barnes, 
has since been published in sheet 
form and as a pop record under 
the title, “The Lonely Man 
Theme.” (The selling approach of 
the commercial: “You’re never 
alone with a Strand.) The tune 
became so popular that even the 
non-commercial British Broadcast- 
ing Corp. found itself playing the 
|record in request programs, per- 
|haps unaware it was plugging a 
commercial product. 


|= Mr. Barnes has little time for 
| songwriting these days—except 
for television jingles. But he has 
had notable success with his hob- 
by in the past, including several 
tunes which have topped the hit 
parade in Britain and the US. 
| These include “Tulips and Heath- 
| er” in 1949; “My Love and De- 
| votion,” 1950; and the Nat King 
|Cole success, “A Blossom Fell,” 
in 1953. 

He is now on his second stint 
with Benson. Mr. Barnes first 
joined the agency in the mid- 
, 1930s as a copywriter and then 


|went to J. Walter Thompson Co. 
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CHESEBROUGH-POND’S, INC. * GORHAM COMPANY « MILES LABORATORIES INTERNATIONAL « MILES LABORATORIES PAN AMERICAN, INC. © PHILLIPS-VAN HEUSEN CORP. |a leg early in the war he became 
PINKHAM MEDICINE COMPANY +* STANDARD BRANDS, INC. » ROBERT OTTO & COMPANY'S BRANCH OFFICES ABROAD ALSO SERVE OVER 41 LEADING LOCAL INDUSTRIES. | editor of picture feature propa- 


POD Ae ie ait Weegee be i Ht Sg. Sr SoC - Se ae eee seme aap Smaak ae a 2 SM Pea Came Brae a te, Bo ie at Ries ne a by Ai ie ie moe oF aster Mes re reek se Mehr sa Sg 0 OR ea kas Oe Sk 
es Peston re ee. oer Sf ea Sie eee ery tr . Sei ae ‘s aid cig Ss ee pete SS se a cea ee eet ME oN lating. See oo cao, LP a) OS A Re ay ee ee ss . ees a AO ieee ee LN ee gy Sie es RK asc SS ere yy ch % ‘a 
SiR ee ote ee q ea eae eae ne see arse hess Eo rare yt (ee ea a geome ot Ue ee hoe eet pe PR A ye RS heh i Wn oe a iy oe tae oh Pe ae  Temegytee ears es Sie) - an 
; ny a” Patil Neen; ‘ aaah pose ean la ee Se ea ee ame : ES STI Reena * ae Ae SA ha : oe ee ; ere =e . : Re ea ee i Spee Ce. : oie ar eur 
igi age 2 GES eat eet eke! sgh eae eS 2 ee eG oo SEM ie Sop Sf 2 Fra! tae) > a ee ne ee ee Stee ent Sees z een we : Se 
= ease a ; , : i 2 : 
Ee tices een ure Con eee : ‘ . 
anes ae = 
ea eee ee: ae 
pet Ate Beg oa ee 
i ae aaa 
fenice 88 
ae 5 7 See - 
Fine de " 
seme =/ . 25 
<a - a . 
Ee “e dik > 
a 4 
ie. ‘a 
. Pe 
yt ¥ ‘ 
Z '") Bae - 
: < BS 
e a 
Sa 7 
; ; en. 
. e 
’ me Bea 
; q 
i ik 
4 ea: 
RE Tae re eS 
GR Se a 
pa, cette oo a ’ 
TAREE ERENT SP TS 
Rem a ce SS) 
ee Sets Se Y m a 
ae Dei Sige gS Per nee? 4 
en 2 feed TPR 
ee 
MERRIE Bee a NPR ¥ 
wee? a 
tgee ghee 
pune ; 
aS AR ae : 
enone 
We ee are 
bea ame 
rad a = re 
erm i 
oe Pusat ile Boa eh 
ec ea ea aad | 
yea z meh ae } 
ar ae ie 
: | 
i > ‘ a > _ 
si ns a ‘ A Sele ti al r q 
: . .. a 
‘ Ron ge elgg ee ees: toe E 
: sie a cae a. : : 
sage : 7 sh fo ¥ ’ 
ji “ te a : " a” i rs ae 
‘ . : : “ | Np me hij " 
Teo garnet 4 ie, pohioen ts : " TR AE lca, Ee en a é ; | ; 
‘ 2 . ae : Pies ct ere : i ~— ' 
| = ‘es i | 44 
, Ae = ao Re) BO cia Nigew pr bb J . | 
en ie ae iene i ae Ss : peptic lai si y e i _ 4 
Siee ata, Ses Po = eae oi Oe ares Lis «| SBNene de ah, catlataae a i x 2 | 
ep wena te ee et ee Se, Sei gee aren ait : : | 
Ri ae Ri oe . Pee ee ee opioie See ees a oak eee ere } : 
oe ye : SS ia slag pap tg. ie emia hot a a eet fe 4 : Bair: sane epee Wee * Care | : 7 : 
Foo ae Pea ba "ie : Stat aia a tow ay a . Sol? a ages > - : 
<A hey c inh foe Bt y Sebsathis ie. air ane is ciety: a 
eee ere te ot ‘ oe Siege : Re Geer We Boren che ¥ rs Win oc a ee i saat ea 
San MEE > oe ae ogee ea eis 3 npae ‘ : : i th ae 
Ped en Sethe ge ote Pt EES: oe are er eee as a q Wee eee se gape a a2 
ees ee tnG eres ae . es eee Ni: s SA Re Ne : } Sat = 
Set % ae sa tele We tae oie made we Be Sat a cee be <a ; 
Nae yc ae eee ose se > “Ks Rots Cera pg ee Ae 5 Meare ee foe 
ae gh Ram arcannct oes So : ‘ A Ds oe bt Bo tla ited Nes’ tr 
Yuet eS A aie esas a : ati Li ciaidpeaeemeen res eras si ge ae aati tee 
poe | Mees \ . D i nee a * Rt . Be aie fate 
te oh AR 4 z * = : cata ae ey ee : 
—— a f° “4s — ia lela 
pe aad > la ’ - “ : : “ bee Spt ste | 
Ms A acoe : a . bs a mo or 3 1 eae ees: oy i 
a a : ‘ ; —_ ‘ ie ae ; os 
Ve : . e : ~ son a 
See eee ge mee ee 
te Th eka ee 
ieee rea tre 
Rie ena _ 
seats te einer sean Sa : En alee ue ak ' Fee= "a4 : 
ee Ae aay aia B = per il Z ® “nahi i x, a 7 t a q 3 ; 
Beery oor: oe ae ; + : 4" ; py; aes a é : 
eee See a. a * ee. ee 
STR eee tena 2 ; A i = P Ke Rett meer 
a SP TP a, gel eae * ¥ bs a 
es Nd . cial a 4 “ i 
‘ 2 =e e: ae a + te ey a a \ pAes-4 ’ sash 
; Pa ae aes r pon ae a ae : oy : a coin oi 
P ae 4 ¥ yet a , = “ ‘ ‘ 
Ne oe by: = oo = ke 
» Rarer eiteetd ons.” = ; t e a , Seay” eetees ; a }. * a 
ih Seater me a et ak e po ee es chs Se d . . i ee 
‘ es ss 4 ir me A 2, aa i ey Pigs ae Fe rs 
“¥ : “ tha aon a : \ ‘ ft a at a ' & ee ‘ 
5 . \ oes be, ij > f 
. a i wi’ ¢ é 
ied hee i ‘ - 4 i i ry 
’ : hi - ‘ : i teers prs x Siete ON © ri : ‘ 
= a ; , 4 ea s : \ ee P ees : : : : : 
Sy i : bh a er "Shenae ge? sae 
acs Yan fie ag ' : , Sat eae = cs aac, Pieri) Bae ane ¥ eee 
> on Sars Ses pelea ih a ae. poe emyyieae gree c ee ie oe 2 es : cat 
‘i asap F: : Py f 
mg mia 5 : . 
: ser rena Sag ; > re 
SD tai Sn 
Ree | ee ees 
Eg AN ae ie ee ne 
re eae es See 
SES St Sie aio io Carin a 
Naa ence Naha vee 
iat Ch oe brea 
iad 
oe ER AER 
ee gerne ay 
: ee 
ks gre cle 
a 9 | ee 
ath a i i ‘ s ‘ : ee : : : Bi ot 


ad ob eaieat: a) 


PETROLEUM WEEK — 
_now offers a split run . 
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- WANT 10 SELL FARMERS OVERSEAS? 


YT et teenie en eet no 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To genercte sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 


Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA 
de las AMERICAS 


~ WORLD . 
FARMING | —> 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


ganda in the Ministry of Informa- 
tion. 

| After the war he was copy chief 
at Erwin, Wacey for nearly ten 
years, joining Benson as television 
director in 1954. 


® He is firm in his convictions of 
what television commercials—and 
the people who make them—can 
and cannot do. 


a technical way—because people 
don’t talk like that. You have to 
use voice-over,” he said. 

“Cartoons can be great—but 
they don’t sell the product. They 


make friends and have a tremen- 
dous repetition potential. People 
tire very slowly of a good car- 
toon—no matter how often they 


“The best cartoons are tremen- 
| dously exaggerated. We had a 
| client who didn’t believe that. We 
convinced him by hiring a whole 


MTEMPLE PRESS 


wie 
ape es 


International Technical Publications 


Reaching key technical and executive personnel controlling buying in 


the world's industrial markets. 


Nuclear Engineering Monthly 3s. 6d. 


Is the leading European journal dealing with every aspect of 
power from nuclear energy. Its coverage, which is completely 
international in scope, is infinitely more comprehensive and 
detailed than any other publication in this field. It is de- 
signed for the engineer and executive, not for the layman. 


The Petroleum Times Fortnightly 4s. Od. 


Unquestioned leader, since 1899, of all oil journals outside 
the U.S.A. Authoritative coverage of every phase of the 
petroleum industry—drilling, production, marketing and dis- 
tribution. The Petroleum Times affords unique world news 
service of greatest importance to everyone connected with 
the industry. 


The Aeroplane and Astronautics Weekly 1s. 6d. 


The World’s leading aviation weekly. New aircraft, aero- 
engines, guided weapons, astronautics and ancillary equip- 
ment are covered in detail. Modern trends in construction 
and operating techniques, military and civil aircraft, research, 
engineering and all other aspects of international aviation 
are reviewed. 


Plastics Monthly 3s. Od. 


Premier European journal in the industry. Latest develop- 
ments in manufacture, new techniques, materials and ma- 
chinery are reviewed in detail by international experts. Full 
reports and coverage of exhibitions, trade fairs. Readership 


is mainly among manufacturers, industrial chemists and 
users. 


The Motor Ship Monthly 3s. 6d. 


With a larger circulation than any other shipbuilding or 
marine engineering journal The Motor Ship deals with the 
design, construction, equipment and operation of ships 
powered by Diesel engines, gas turbines, free-piston engines 
and nuclear plant. Detailed descriptions and plans of new 
p= Jaunched and full coverage of the general field of world 
shipping. 


The Oil Engine and Gas Turbine Monthly 3s. 6d. 


The leading journal dealing with the most efficient and most 
versatile prime movers for static or mobile industrial pur- 
poses, and for road and rail transport. This journal gives the 
most complete coverage of both oil engines and gas turbines 
and of technical developments throughout the world. 


Farm Mechanization Monthly 2s. 6d. 


Deals with agricultural machinery design and development, 
its manufacture, maintenance, servicing and the application 


Technical Books and Directories 


of machinery to current farming practice. Read by farmers, 


“You can’t have actors and ac- | 
tresses talking about products in | 


sell the advertiser. The advan-| 
tages of cartoons are that they) 


agricultural engineers, manufacturers, tractor and implement 
distributors, technical and advisory authorities in all parts 
of the world. The outstanding European journal in this field. 


Twice-Monthly 
The Motor Boat and Yachting 2s. Od. 


A journal for all yachtsmen, novice and veteran alike, 
whether power or sail, and for all concerned with the design 
and building, maintenance and running of small craft, 
whether commercial or pleasure. Articles on cruising, fitting- 
out and maintenance, new designs, construction, navigation 
and seamanship as well as illustrated reports of all important 
races and regattas are regular features. ' 


Light Metals Monthly 2s. 6d. 


The only independent European journal devoted exclusively 
to Aluminum, Magnesium and Titanium and their alloys. 
It covers the potential uses, treatment and manufacture of 
these light metals, and all aspects of light metal technology. 
Its readers are engineers, metallurgists, foundrymen, fabri- 
cators and the ultimate users. 


The Overseas Engineer Monthly 2s. 6d. 


Presents latest developments and achievements in British 
engineering of worldwide interest with special emphasis on 
factory plant and services, civil and electrical engineering, 
earth moving equipment, locomotives and associated equip- 
ment. The Overseas Engineer is read by engineers and execu- 
tives all over the world. 


The Motor Weekly Is. Od. 


Britain’s leading motoring journal provides up-to-the-minute 
news of motoring affairs on a global basis. Full, illustrated 
descriptions of new cars from all countries with cutaway 
drawings and detailed specifications. Authoritative and 
critical road test reports respected throughout the world for 
their objective and unbiased assessment. Touring articles on 
every continent and full reports of International sporting 
events. 


The Commercial Motor Motor Cycling with 
Scooter Weekly Cycling and Mopeds 


These three Temple Press weekly journals have been an 
integral part of their respective industries since the earliest 
days. The Commercial Motor covers every aspect of the 
reat road transport industry. Motor Cycling with Scooter 

eekly and Cycling and Mopeds have been immensely influ- 
ential in the growth and popularity of two-wheeled machines 
and the sport and pastimes surrounding them. 


Over 150 technical or specialized books and directories are published by Temple Press Limited in associa- 
tion with the above periodicals. Serving the needs both of industry and the public, they cover a very wide 


range of subjects related to the fields of the journals. 


Some of the older titles have passed twentieth and thirtieth editions and the demand for Temple Press 
Books, valued as highly authoritative sources of information and instruction, continues to grow in step 


with advancing technical developments. 


All the Temple Press journals are backed by audited circulation certificates. 


ADVERTISING REPRESENTATIVES IN NORTH AMERICA 
NUCLEAR ENGINEERING, THE AEROPLANE AND ASTRONAUTICS, PLASTICS, THE MOTOR SHIP, THE 
OIL ENGINE AND GAS TURBINE, FARM MECHANIZATION, THE MOTOR BOAT AND YACHTING, LIGHT 
METALS, THE OVERSEAS ENGINEER, THE MOTOR, THE COMMERCIAL MOTOR, MOTOR CYCLING WITH 


SCOOTER WEEKLY, CYCLING AND MOPEDS. 


THE ROBERT T. KENYON COMPANY, 527 Madison Avenue, New York 22, N. Y. Telephone: Plaza 5-1282 


THE PETROLEUM TIMES 


MISS HELEN LAVALLE, 545 Fifth Avenue, Room 713, New York 17, N. Y. Telephone: Murray Hill 2-0478 


All these magazines are published by:— 
Temple Press Limited, Bowling Green Lane, London, E.C.1., England. 


For fitness without fatness 
change to Bovril at bedtime 


DO YOU KNOW WHY Bovril keeps you | COUNT THE CALORIES! Look « this 
fit without making. you fat? It's because | chart and see how few calories there are in # 
Bovril » nounshing yet low im calories. | Sup of Bowsil:— 


Riboflavin and Niacin. Bovnil is so dagesuble | 10 “5 ” 1 610) (170 
and it belps you to benefit from the other 
foods you cat. | A DOCTOR WRITES “Boeri & one ching 


BOVRIL at bedtime eG 


> 


|NEW—Bovril today is pushed as 
\a bedtime drink after wideawake 
| copywriter noted in research ma- 
|terial that some people were tak- 
ing it that way without urging. 


batch of ‘Tom and Jerry,’ ‘Twee- 
tie Pie,’ ‘Mr. Magoo’ and similar 
cartoons and putting on a show 
| for him. He’s convinced now. 

“You must remember that view- 
ers watch that little screen in- 
tently and many of them notice 
anything that’s not quite right— 
and that distracts them at the 
point where you’re trying to put 
over a selling message. We’ve had 
to take off a commercial because 
a little girl crossed the road at an 
angle and mothers wrote in to say 
she’d get knocked down by an 
auto if she wasn’t careful.” 


= Last year Strand cigaret’s 
Lonely Man commercial made the 
honors list of the Advertising 
Creative Circle. In 1959, a com- 
mercial for Omo detergent, a Uni- 
lever product, made the list. In 
addition, the agency picked up 
two prizes at the Venice Film Fes- 
tival last year. 

Benson’s print ads have also 
been perennial prize-winners and 
Guinness outdoor boards may hold 
the alltime British advertising 
record for awards. In 1960, for 
example, Guinness posters took no 
less than six prizes in the national 
outdoor advertising awards com- 
petition. 

Ed (Shepherd) Mead, former vp 
and copy chief of Benton & 
Bowles, New York, is now a con- 
sultant here to Benson, and he 
describes the shop as “a good 
British agency.” He commented: 

“Look at their client list and 
you’ll see old, distinguished Brit- 
ish advertisers like Bovril, Wills’ 
cigarets and Guinness, many of 
which have been with the agency 
since its earliest days.” 

As for the agency’s creativity, 
Mr. Mead said: 

“For one thing, I think the de- 
partmental system of organization 
helps; for another, about half the 
board of directors are former 
creative men. This has an effect 
throughout the agency. 

“It’s a first class agency for a 
creative man. The creative man 
here has standing; he isn’t treated 
like a slob as he is in lots of 
| agencies.” 
| Benson is not only the name of 
| the agency, it is also the name of 
|the agency mascot, a cat. He was 
|bought by one of the agency ex- 
/ecutives three years ago when the 
|agency decided it needed a sym- 
bol to use in advertising the move 
| to new and larger premises. 
| Benson, the cat, appeared in 
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IN 
LATIN 
_ AMERICA... 


Modern medicine is ushering in a new age as well as 
a new generation. An age in which needless suffering, 
premature aging and death will no longer sap the 
vitality of the Latin American nations. New hospi- 
tals, clinics, more and better trained doctors, nurses 
and public health workers symbolize the drive for 
progress throughout the South American continent. 


Latin Americans have a LIFE of their own — LIFE 
EN ESPANOL—in their own spirit, in their own 
idiom. LIFE EN ESPANOL has a circulation of 
390,000* and more than three million readers each 
issue. These readers—the great majority leaders in 


In Caracas, 32,316 healthy Venezuelans were born in the ultra-modern Hospital 
for Gynecology and Obstetrics ““Concepcién Palacios” in 1960. Today only 
2.7% of Caracas babies are born at home, compared to 20% ten years ago. 


business, government and community life—look to 
LIFE EN ESPANOL for a clear, colorful, compre- 
hensive picture of their hemisphere and their world. 
(A picture vividly drawn in authoritative, often exclu- 
sive articles and photographs.) They are your best 
customers in Latin America . . . and you can reach 
them best in LIFE EN ESPANOL, the most influential 
editorial voice in the Spanish-speaking world. 


*And four ways of using it. LIFE EN ESPANOL provides 
four editions to pinpoint your market: the edition for all of 
Latin America, and regional editions for the Caribbean, 
Mexico, and all but Mexico. 


Photographed especially for LIFE EN ESPANOL by Charles Tasnadi. 
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several house ads and then be- 
came somehow attached to the 
permanent staff. Today, he lives 
in a basket in a corner of the of- 
fice of Miss Diana Diver, Mr. 
Stobo’s secretary. 


e S. H. Benson decided to reor- 
ganize its overseas operations last 
year—a process still going on. The 
agency brought in Owen Houch- 
en, who has wide experience in 
transport and industry. For many 
years he was with British Over- 
seas Airways Corp. and later man- 
aging director of the electrical 
companies of a large industrial 
company group, where his task 
was reorganizing manufacturing 
facilities and laying the founda- 
tion for overseas development. 
“When they told me the job 
was in advertising,” Mr. Houchen 
recalled, “I told them I didn’t | 
know a thing about it. They said | 
I could learn. What they wanted | 
was my experience in planning) 
overseas development.” 


Previously, the agency’s over-| them—either by setting up shop 


seas development had been piece- 
meal and opportunist, rather than 
based on a phased program of de- 
velopment. It has always done a| 
certain amount of overseas busi- | 
ness, very often through affiliates. | 
Then, in 1948 it entered the U:S. | 
in partnership with David Ogilvy | 
and another British agency, Math- | 
er & Crowther, to form Ogilvy, | 
Benson & Mather Inc. In 1949,)| 
the agency went into India. | 


# Benson really got rolling in the | 
international field in 1957. Now| 
it is in Australia, Canada, East} 
Africa, India, Singapore, Malaya | 
and Italy. Its overseas interests | 
are controlled through S. H. Ben-| 
son International, successor to| 
. Bomas Ltd. (Benson Overseas 
Marketing and Advertising Serv- 
ice). The Indian division of Bo- 
mas still operates under that | 
name, due to certain company soe 
requirements. It is a wholly-owned 
subsidiary with offices in Bom-| 
bay, Madras and Delhi. Addition- | 
ally, the agency owns Saviles Pri- | 
vate Ltd., an exhibition, display | 
and outdoor advertising service, | 


with offices in Calcutta, Bombay 
and Madras. Bomas employs 230 
persons and bills some $3,000,000. | 
In East Africa there are two | 
more wholly-owned subsidiaries: | 
S. H. Benson (Africa) and Dun- | 
ford, Hall & Partners, a public) 
relations company, both in Nairo-| 
bi, Kenya. The agency has a staff! 
of 50 and a billing of around 
$750,000. 
The agency holds a controlling | 
interest in Masters (1959) Ltd., in| 
Singapore, which employs 140 | 
persons and bills about $1,750,- 
000. A company is now being) 
formed in Kuala Lumpur, Malaya. | 
Last year the agency entered! 
into a partnership with United | 
Services Publicity (Pty) Ltd. to) 
form U.S.P.-Benson (Pty) Ltd.,| 
with offices in Melbourne, Sydney 
and Brisbane. The agency em-| 
ploys 250 and bills more than $7,- | 
000,000. } 
Benson also entered a partner- | 
ship with Radar Pubblicita, Milan, 
resulting in formation of Radar- 
Benson Pubblicita S.p.A. an 
agency with a staff of 60 and $3,- 
500,000 in billings. 
Earlier this year it came to a 
similar partnership arrangement 
with the Canadian agency of Bre-| 
ithaupt, Milsom, with offices in 
Toronto, Vancouver and New 
York. The result was the forma- 
tion of Breithaupt, Milsom & Ben- 
son Ltd., with a staff of 60 and 
billings of some $3,000,000. 


s As a result to this latest ven- 
ture, Benson is now disposing of 
its shares in Ogilvy, Benson & 
Mather to the other partners to 
avoid a conflict of interest, since 
OBM has also recently gone into 
Canada. . 
Mr. Houchen observed: 
are obviously 
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DEPARTMENTAL PLAN—Organization chart shows Benson’s 650 employes 
organized on departmental lines rather than group system. 


negotiations are going on to fill|an interest in existing agencies.” 


Among the possibilities which 
by ourselves or through buying} Benson is actively working on at 


{the moment are the agency’s en- 


/try into France, Holland and West 


|Germany. Negotiations are al- 
/ready afoot and the agency might 
| well be operating in any or all 
three of these Common Market 
|countries by the end of this year. 

Looking further ahead, the 
agency is also considering going 
{into the Middle East and West 
| Africa. Certainly the agency has 
|only just begun growing on the 
_ international side. 


# Benson’s latest move, however, 
is on the home front. Earlier this 
year the agency acquired a sub- 
|stantial interest in a well-known 
|city (ie., financial district) ad- 
|vertising agency, now operating 
|as Foster, Turner & Benson Ltd. 
This latest move is to provide a 
financial advertising service to 
companies all over the world who 
wish to publicize their trading re- 
sults in Britain. 

Benson has long shown a readi- 
ness to put its surplus revenues 
to work in this way. Over the 


years it has acquired or set up a|management team almost 
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number of subsidiaries which now 
comprise the Benson Group. As a 
Benson executive put it: “We be- 
lieve in our business. So when 
surplus capital became available, 
instead of laying it out in other 
directions, we were inclined to in- 
vest it in the business we knew 
best—advertising.” 

As a result of this policy, the 
agency acquired control of Spottis- 
woode Advertising in 1911, as a 
straightforward investment. It now 
employs 120 persons and last year 
billed $4,424,000, excluding fees. 


@ In 1949, Benson acquired con- 
trol of D. J. Keymer Ltd., pri- 
marily for its operations in India, 
which now trade under the name 
of Bomas Ltd. (Indian Division). 
Keymer had a London office and 
this was turned into a_ fully- 
fledged service agency operating 
only in Britain and divorced from 
its former Indian headquarters. 
This agency, now Keymer Ad- 
vertising, 


was reconstituted in 
January, 1958, with an enlarged 
com- 
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CREATIVE SELLING 


in a dozen tongues 


On-the-ground creation of their advertising pro- 
grams is one of the great advantages offered to clients of 
the J. Walter Thompson Company in world markets. 


There are fully staffed J. Walter Thompson 


offices in 23 countries on six continents. Through these 
offices, a client can be sure of experienced, professional di- 
rection of his advertising activities anywhere in the world. 

His advertising can be created in one market arid 
adapted in others—or, created for specific markets right 
in the market. From market to market, he gets continuity 


of thinking —and unparalleled experience. 


J. WALTER THOMPSON COMPANY 
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ington, D. C., Miami, Montreal, Toronto, Mexico City, San Juan, Buenos 
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| men. In the first year the agency 
billings scarcely reached $280,000. 
By the end of 1960 the agency 
was employing 68 persons and 
billing $2,500,000. 

The third British subsidiary 
agency, Longleys & Hoffmann Ltd., 
Birmingham, was acquired in 
1950. It now employs 90 persons 
and billed $3,640,000 in 1960. The 
motive behind this acquisition 
was that Benson wanted an ad- 
vertising interest in the English 
Midlands—the industriai heart of 
the country. Here Benson thought 
an industrial agency with a forte 
| for display advertising was needed. 
| Longleys & Hoffmann is the largest 

| | provincial-based advertising agen- 


EARLY AD—Ample white space was | 

used in this 1914 newspaper ad} 

prepared by Benson for Zog paint | 
cleaner. 


pletely consisting of postwar 
trained advertising and marketing 


cy in Britain. 

The three agencies are con- 
trolled by Benson purely through 
its financial holdings. At the end 
of the year their accounts are re- 
turned to Benson, virtually the 
sole owner, which gets whatever 
profit they have made. Benson’s 
managing director, Douglas Bain, 
is chairman of two of them— 


Keymer and Longleys & Hoffmann. 


| Seer are virtually autonomous but 
Benson retains management con- | 
trol over acceptance of clients. + 


Brazil Is Ninth 
Largest Advertiser, 
Spends $150,000,000 


| 
Rio pE JANEIRO, April 11—Ad- 
vertising in Brazil continued to 
move ahead in 1960. 
| Total advertising expenditures 
are estimated at $150,000,000, 
ranking Brazil as the ninth largest | 
advertising country in the world. | 
Many advertisers increased their | 
expenditures considerably during 
the year, particularly to cover new 
product promotions. 


® Willys Overland do Brasil, larg- 
est car manufacturer in the coun- 
try, became the nation’s largest 
advertiser in 1960, along with Nes- 


93 


Coca Cola 
GRANDE 


Le da mucho — 
am mas 


vale 


Después de un vaso llenar... queda otro para tomar 


GRANDE—This is an example of Coke’s point of sale advertising in 
Mexico, the company’s biggest market in Latin America. 


tle, each spending an estimated 
250,000,000 cruzeiros, or $1,000,000. 


Early indications are that these 
figures will be topped by a wide 
margin this year. Willys is report- 
edly set to spend some 700,000,000 
cruzeiros on advertising in 1961, 


Willys, which moved up from ninth | and Nestle is reportedly mounting 


place, tripled its expenditures. 


a 500,000,000 cr. program. 


West Germany 


NEW! from America for you! 


that ‘Moxey Gold look he'll love! with Vaseline 


South 


Africa 


Honey-Gold 


Australia 
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The Philippines 


However, it should be kept in 
mind that these figures are being 
augmented by Brazil’s galloping 
inflation. Officially, the cruzeiro is 
still pegged at the rate of 18.5-per- 
$1. However, this rate hasn’t pre- 
vailed on the free market for many 
years. About a year ago the cruze- 
iro had stabilized at about 200 to 
the $1. Right now, the dollar can 
buy about 265 cruzeiros. 

As a result, using this latest 
quotation, Nestle’s 250,000,000 cr. 
expenditure in 1960 translates to 
about $1,000,000. 


s One of the significant trends sin- 
gled out here by Sylvio Behring, 
veteran ad manager of the influen- 
tial daily, O Globo, and president 
of the Brazilian ’ 
Advertising ; 
Assn., is the el- 
evation of Bra- 
zilian nationals 
to top manage- 
ment positions 
with U.S. agen- 
cies. 

Mr. Behring 
noted particu- 
larly the ap- 
pointment of 
Armando. Sar- 
mento as presi- 
dent of McCann-Erickson’s inter- 
national division in New York. Mr. 
Sarmento previously headed Mc- 
Cann’s Brazilian operations. 

In addition, J. Walter Thompson 
Co. now has a Brazilian manager 
for the first time in its 30-year 
history here. Renato Castelo Bran- 


10 Big Advertisers 
in Brazil, 1960 


da 


Sylvio Behring 


Advertiser Billings* Agency 
Nestle 250 McCann-Norton 
Willys 250 = Multi 
Lever 230 _~—s Lintas 

| Gessy 220) = Multi 
Sydney Ross 200 IAS 
General Electric 180 Thompson-Norton 
Coca-Cola 160 McCann 
General Motors 140) =MecCann 
Gillette 130 = Inter-Americana 
Real 110 = Succex 

|*in Millions of Cruizeiros. Nestle ond 


| Willys expenditures each roughly equiva- 
lent of $1,000,000. 
| 
/co has been named head of JWT- 
| Brazil, succeeding Robert Merrick, 
|who is retiring. Mr. Merrick 
headed JWT operations here since 
11939. JWT’s Rio office, formerly 
|managed by Castelo Branco, is 
|now being run by Augusto de 
| Angelo, another Brazilian, who 
worked himself up from office 
| manager. 


| Television picked up a great deal 

of ground in 1960. The country now 
has 20 tv stations, with more than 
1,000,000 sets in use. For the first 
time, tv drew more ad revenue 
than radio in 1960. 

Brazilian ad expenditures break 
|down as follows: Newspapers 27%, 
|magazines 19%, television 18%, 
| radio 15%, direct mail 5%, outdoor 
'4% and other media 12%. # 
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DOMINICAN REPUBLIC 


PUERTO RICO 


HONDURAS 


NICARAGUA 


PANAMA 


COSTA RICA 


Caribbean 
Edition *1 


ECUADOR 


Established 11 years ago, this edition delivers a 
quality circulation of more than 390,000 in the 12 
principal countries that it covers. U.S. advertisers 
use Edition #1 more widely than any other Latin 
American edition of the Digest, for it is by far the 
most economical and effective way to reach the 
vast, growing markets of the Caribbean area and 
Central America. 


In the countries it covers, Caribbean Edition #1 
has over 3 times the circulation of the second-place 
“international” magazine. Perhaps even more im- 
pressive: in each country, Selecciones’ circulation 
exceeds the combined circulation of the two largest 
locally published magazines. 


And everywhere Selecciones goes, it goes to upper- 
income, better-educated, money-spending buyers! 
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DOMINICAN REPUBLIC 


PUERTO RICO 


NICARAGUA 


COSTA RICA 


PANAMA 


New! Caribbean 
Edition *2 


If your chief profit opportunities are in the “dollar 
export”’ markets, Caribbean Edition #2 is an espe- 
cially efficient medium for you. Your best prospects 
in this $3.9 billion market —eight countries sharing 
variously in Latin America’s general growth —are 
. reached by Selecciones’ circulation of more than 
— 110,000. 


New! Puerto Rican Edition 


You can buy Selecciones’ 55,000 circulation in Puerto 
Rico separately. For the first time in this booming 
market, you can have quality color printing in a 
magazine that covers Puerto Rico alone. And 
Selecciones gives national coverage of your best cus- 
tomers—the magazine readers. 


. regional 
editions 
in the 


Caribbean 
area 


Selecciones del Reader’s Digest, by far the best-selling magazine 
in all of Latin America, now offers new flexibility for your adver- 
tising. From the three editions mapped at left, you can choose the 
coverage that fits your distribution best. 

The original Caribbean Edition of Selecciones, Edition #1, is 
the most widely read magazine in each of the 12 countries it 
covers. Rates are unchanged. It offers unmatched advertising 
value for companies selling widely. _ 

Rates for the two new editions—Caribbean #2 and Puerto 
Rican — provide exceptional values for pinpointing smaller regions. 
These editions will start with the October issues. 

Production of all Caribbean editions will soon be transferred 
from overseas to Miami. With U.S. printing and good coated 
paper, quality of color reproduction will be outstanding. 

Your Digest representative has further information, including 
details of the important 


discounts for frequency 
and for using combina- 
tions of editions. Or 
write or phone David 
W. Cogswell, Reader’s 
Digest, 270 Park Ave., 
New York 17, N. Y.; 
YUkon 6-2000. 


All over thé tree world | 
people have faith in 


eaders. 
Digest 
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Advertising Age, April 17, 1961 


British TV Commercials—Loneliness to Romance 


~ 


SMOKING LOVERS—In Britain 1960 was a year in which Player’s cigarets 

shelved famed slogan, “Player’s Please,” for “People Love Player’s.” 

Ads by Mather & Crowther put aura of romance around product. This 

60-second commercial shows lovers rendezvousing on London Embank- 
ment, enjoying cigaret together. 


LONELY MAN—One of Britain’s 
most talked-about commercials 
—the “Lonely Man” produced 
by S. H. Benson for Wills’ 
Strand cigarets: Nighttime... 
deserted, rain-swept streets... 
a character who looks like Si- 
natra...nothing on most of 
soundtrack except haunting 
music that became a popular 
record titled, “The Lonely Man 
Theme.” Message comes in fin- 
al seconds of commercial: 
“Youw’re never alone with a 
Strand, the cigaret of the mo- 
ment.” 


HONEST INJUN—Indian Chief asks: 
“What’s wrong with our war dance?” 
Bravenik replies: “Let’s get with it, 
Daddyo, I feel like a Guinness.” Be- 
fore you know it, he is a Guinness. 
Agency: S. H. Benson. 


HOME—End of a cold day .. . but home to wife, fire, dog . . . and Whitebread’s Mackeson stout. Agency: Mather & Crowther. jOE?—Cartoon by Dorland is for Esso kero- 
sene. Phone rings, voice says, “Hello, Joe?” 
Man replies, “No, this is the Esso Blue deal- 
er; you know, we deliver to your door.” But 
when sexy-voice female rings, he blurts, “No, 
this is the Esso Blee dooler.” 


yy 
MUCH MOOLAH—The man with all the green stuff is the White Tide Man, who figures in a package of the product when the White Tide Man comes around to knock at their 


a promotion by Erwin Wasey, Ruthrauff & Ryan for Thos. Hedley, British subsidiary doors. Taped interviewers with winners cut into the commercial to help lure viewers 
of Procter & Gamble. He tells viewers about all the money they can win by producing to the grocery store to buy a package. 
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Advertising Age, April 17, 1961 


Foreign Nations Top 
U.S. in Ad Growth 


(Continued from Page 81) | 

On the other hand, it seems clear 
that American corporations, par- | 
ticularly the large ones, have not 
been niggardly or shortsighted with 
their overseas capital investments. | 
Rather than rely on exports, they | 
have gone abroad with subsidiary | 
manufacturing operations, and 
these subsidiaries are providing 
much of the fuel for the current 
explosion in overseas advertising. 

The importance of these overseas 
operations was underlined in many 
of the 1960 annual reports. Com- 
pany after company has reported | 
sharp gains in sales and profits for | 
international operations while the 
domestic side stood still or de- 
clined. 


a George Browne and Paul R.| 
Miller, two McGraw-Hill interna- 
tional editors, recently pinpointed 
some of the overseas gains racked 
up by U.S. companies. They gave 
the following examples: 

e Caterpillar Tractor: Foreign 
sales jumped from $93,000,000 in 
1950 to $274,000,000 in 1959, now 
accounts for 35% of total volume. 
e Minnesota Mining & Mfg.: For- 
eign sales increased from $20,000,- 
000 in 1952 to $95,000,000 in 1959. 

e National Cash Register: Foreign , 
sales advanced from $51,000,000 in 
1950 to $159,000,000 in 1959. 


e International Harvester does 
25% of its business abroad, Otis 
Elevator 45%, Goodyear 27%. 

e H. J. Heinz derived 78% of its 
total profits from foreign opera- 
tions in 1959. 


@ Many more examples could be 
cited. Some 3,000 U.S. corporations 
now operate abroad. U.S. private 
investment abroad has climbed) 
from $7 billion in 1946 to about $30 
billion at the end of 1960. 

Overseas subsidiaries of U.S. cor- 
porations now produce $30 billion | 
in sales and $3 billion in profits 
annually. 

Activity has stepped up so sharp- | 
ly that each week now brings fresh | 
reports of U.S. business expansion | 
overseas. Here, for example, are 
bits and pieces of recent develop- 
ments: | 
e The British government report- | 
ed that foreign investments in Brit- | 
ain rose from $243,600,000 at the 
end of 1958 to $352,800,000 at the 
end of 1959. The U.S. accounted for 
75% of this increase and nearly 
75% of the total foreign investment 
was American. The government re- 
port added that this growth in for-| 
eign investment has been greater | 
than Britain’s own private invest- 
ment abroad. 


e A similar report from Brazil, | 
where the government reported 
that U.S. direct investment rose | 
from $644,000,000 in 1950 to $1.3) 
billion in 1958. 

e U.S. tobacco merchants empha- | 
sized their overseas pushes in their | 
annual reports. Philip Morris is| 
marketing through subsidiary | 
plants or licensees .. . R. J. Reyn- | 
olds bought control of a leading to- | 
bacce manufacturer in Germany 
... P. Lorillard has embarked on | 
a worldwide advertising program, | 
as has American Tobacco. 
e Campbell Soup, with a virtual. 
corner on the U.S. soup market, | 
turned its attention to Europe. | 
Campbell soups are now on sale in 
Britain (they are being made} 
there) and they entered the Ger- 
man market this year . . . General 
Mills brought Betty Crocker to 
Britain last year and has now fol- 
lowed up with its dry cereals... 
Green Giant is now marketing in 
Britain... Schick re-entered the 
European market after a long ab- 
sence. 

e Paper companies are becoming 


American partnership is Bowater 
Scott Corp. (representing Scott Pa- 
per and giant Bowater Paper), 
which has expansion programs go- 
ing all over the world. 

e Hammond Organ set up an in- 
ternational division . . . Revlon in- 
creased its international sales to 
$13,000,000 in 1959 .. . Kraft Foods 
Ltd. paid $4,200,000 for Southern 


more active. International Paper 
joined forces with a British com- 
pany, John Waddington, to form a 
new corporation that will manu- 
facture containers for milk and 
fruit juices . . . Another Anglo- 


the globe. The company reported 
that it spent $83,000,000 on capital 
expenditures in 1960, “a substan- 
tial part of which was spent on our 
foreign facilities.” Raymond C. 
Firestone added: “The growth of 
car ownership abroad seems des- 
tined to continue for many years 
to come. Consequently, the market 
for tires outside the U. S. has in- 


Oil Co., British edible oil refiner |creased in importance during the 
... Firestone is building new plants past several years and the future 
and modernizing old ones all over | appears most promising.” 
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e Five U. S. companies—Cities 
Service, Continental Oil, U. S. Rub- 
ber, Witco Chemical and Fish In- 
ternational—are building a $70,- 


—— 


GAFAS—Graphic Arts 
Foreign Advertising Service 
Your advertising, sales promotion 
and technical material translated 
and produced in Spanish by graphic 
arts Latin American specialists. 

Free estimates 


Box 81, Farmingdale, L.!., N.Y., U.S.A. 


_ many well-dressed businessmen would buy a suit un- 

less it were tailored to a perfect fit. Yet some (but not 
our clients!) will dust off a ready-to-wear advertising cam- 
paign, have it taken ina little here and let out a little there, 


and then wonder why their product is not winning attention! 


a Dentsu campaign is tailored precisely to the tastes 
of the Japanese market, not merely to the more obvious 
specifications of the product. We employ 160 qualified 


research personnel who can call onthe services of more 


than 10,000 (that’s right) field workers in any one month, who 


know that their measurements are checked and double-checked. 


Step by step the assembled data on market and media is 


tacked into place until the complete fabric of the campaign 


has been built up as only the experts know how. For advertis- 


ing that is fitting, check first with Dentsu. 


eNEWSPAPER ¢ MAGAZINE ¢ RADIO ¢ TV © PR e P-0-S 
¢DM @ OUTDOOR ® TRANSIT ¢ MARKETING * RESEARCH 


DENTSU ADVERTISING LTD. 


Head office: Nishi-Ginza, Tokyo /Cable Address: “DENTSU TOKYO” 
New York office : 342 Madison Ave.,New York. 17,M.Y..U.S.A. 
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stention, Du Pont is now moving 


way, building its own production 
facilities and promoting Orlon and 
other products in campaigns co- 
ordinated from its regional head- 
quarters in Zurich. 


000,000 petrochemical complex in 
Argentina ... Big Du Pont reported 
that foreign sales were up 21% in 


1960, from $300,000,000 to $363,- | 


000,000. 

e Borden Co., with 11 chemical 
subsidiaries overseas, reported it is 
building new chemical plants in 
Argentina, Colombia, Mexico and 
Australia. Borden’s foreign sales 
went from $70,000,000 to $80,000,- 
000 in 1960...Automatic Canteen 
expects revenue from overseas 
vending operations to hit $4,000,000 
in 1961, compared with $1,500,000 
in 1960. 

e Pharmaceutical companies, old 
hands in the international arena, 
continue to expand abroad at a 
brisk pace. The typical U. S. ethical 
drug maker does 25% of its busi- 
ness abroad. Chas. Pfizer, most po- 
tent of all, does more than 50%. 
Abbott Laborctories reported that 
its overseas volume hit a new peak 
in 1960, accounting for 27% of to- 
tal sales, with further gains ex- 
pected in 1961. Merck Sharp & 
Dohme announced a $3,000,000 ex- 
pansion program in Latin America. 


s In short, U. S. companies are ac- 
tive today in all parts of the world. 
Their commitment is a long-term 
one. 

They are playing—and will con- 
tinue to play—a leading role in the 
development of advertising abroad. 


IN HIGH GEAR NOW—After a long ab- 


into European markets in a big) 


Advertising Age, April 17, 1961 


‘Tv Gains... 
Japan Ad Volume 
Rises 25% in ‘60 


‘to $500,000,000 


| Expenditures Triple 


in Five Years; U. S. 
Exports Gain 48% 


Toxkyo, April 13—The Japanese 
|}economy galloped ahead briskly in 
1960, and this was reflected in an- 
other sharp upswing in advertising. 
Figures compiled by Dentsu 
Advertising show that national ad- 
vertising volume reached $500,- 
000,000 last year. 
| This was a “mere” 25% gain 
|over 1959 expenditures and thus a 


3 Z 


Iwashita 


ishizaka 


| with $2,323 for the U.S. 


Commercial television continues | 


little behind the spectacular growth |to make strong inroads on other | 


record of previous years. 
In 1959, for example, advertis- 
| ing expenditures were up 33% over 
the previous year. Since 1950, they 


have expanded by 10 times. They | these revenues, have now dropped | 


have doubled since 1957 and tri- 
pled since 1955. 


media here. In 1960, tv accounted 
| for 21.5% of advertising expendi- 
\tures. Newspapers, which once 
|\commanded more than 50% of 


i 

|to a 39% share. Television now 
| gets twice as much ad revenue as 
| radio. 


# In Japan, advertising per capita 


is now $5.40, compared with the 
U.S. annual rate of $65. On the 
other hand, per capita income in 
Japan is still only $342, compared 


® Advertising agencies are sharing 
in this expansion. Dentsu increased 
its billings from $123,600,000 to 
$148,500,000 in 1960; Hakuhodo 


The Voice of World 


J 

4 @®NEWS about products and equipment 8 
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Trade... 


ONLY MONTHLY 


HERE’S WHY €.1. NEWS 


SELL THE WORLD MARKET 
THROUGH THE INDUSTRY'S 


@NEWS about industry events—peop/e, places 


| 


| 
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NEWSPAPER 


PRODUCES RESPONSE 


TO EDITORIAL AND ADVERTISING 
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Kuno 
IN TOKYO—Andrew Heiskell, board chairman of Time Inc., presents 
award to Fumio Iwashita, president of Tokyo Shibaura Electric Co. 
(Toshiba), for corporate advertising campaign conducted by Toshiba 
on a worldwide scale. Flanking Mr. Iwashita are Taizo Ishizaka 
and Motoji Kuno, board chairman and senior managing director, 
respectively, of Toshiba, Japan’s second largest advertiser. 


- |moved up from $23,000,000 to $30,- 
5 /000,000; Man-Nen-Sha advanced 
Top 10 Advertisers in Japan 1960 from $14,000,000 to $19,600,000. 
f 

, . McCann-Erickson made news 
Company Expenditure Agency Company Expenditure Agency |here in 1960 by joining forces with 
. : Hakuhodo to form a third Tokyo- 
1 Matsushita Electric Dentsu 5 Toyo Rayon Co. $6,072,000 Dentsu based agency, McCann-Erickson- 
Industries $13,148,000 Hakuhodo. This agency will serve 
6 Sanyo Electric Co. 5,448,000 Dentsu McCann’s international clients in 
2 Tokyo Shibaura Electric Dentsu Hakuhodo — = — nto yee A ah 
: cess to the international facilities 
(Toshiba) 13,092,000 ee : | of the U.S. agency. J. Walter 
Shin-Asia 7 Morinaga Milk Industries 4,716,000 Dentsu | Thompson Co. already operates an 

agency here. 
3 Hitachi Ltd. 10,980,000 Dentsu 8 Mitsubishi Electric Mfg. 4,632,000 Hakuhodo McCann’s move came at a pro- 
Nissei eitien pitious time for one of its most 
Shei important clients, Coca-Cola. The 
— Japanese government has liberal- 
Hakuhodo 9 Chugai Pharmaceutical 4,524,000 Dentsu ized import restrictions on soft 
| drinks, and three major U. S. bot- 
4 Takeda Pharmaceutical Daiko 10 Sankyo Co. 4,500,000 Dentsu tlers—Coke, Pepsi-Cola and Royal 
Industries 7,008,000 Asahi Kokoku Crown—are preparing to descend 
on what looks like a very promis- 

Ace ing market. 
Dentsu Japan already ranks as the best 
export market for U.S. manufac- 


| turers, outside of Canada. In the 
|first six months of 1960, U.S. ex- 
|ports to Japan totaled $645,000,- 
000, a 48% gain over the compa- 
rable 1959 period—and $88,000,000 
|more than Japanese exports to the 
| U.S. during this period. 


s Matsushita Electric became Ja- 
pan’s top advertiser in 1960 with 
an expenditure of $13,148,000. It 
displaced the 1959 leader, Shibaura 
|Electric (Toshiba), which dropped 
|to second place with a total ex- 
| penditure of $13,092,000. 

It is interesting to note the com- 
position of the top ten advertisers 
| list. No less than five companies— 
| Matsushita, Toshiba, Hitachi, San- 
yo and Mitsubishi—are electronic 
|manufacturers, reflecting the re- 
| cent Japanese “craze” for electrical 
appliances of all kinds, ranging 
‘all the way from transistor radios 
to electric rice cookers to electric 
| watches. + 
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AWARD WINNERS—These three print ads won prizes among best ads 

of year in Japan. Winners are Sapporo beer, with a bucolic pitch; 

Lion toothpaste, with about 35% of Japanese dentifrice market; and 

Sankyo’s LuLu, cold remedy advertised for many years with theme, 
“Sneeze three times, use LuLu.” 
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BATTLE OF THE SUDSERS—Detergents and soaps are among the most 

heavily advertised products on the German scene, with omni-pres- 

ent Unilever leading the way (Omo and Suwa). Lever’s biggest 

competitor is Henkel (Dixan). Coming soon to Germany: Procter 
& Gamble. 


How to Succeed: Land Cigaret Account... 


German Advertising Hits $1 Billion 
and Even Surpasses Economic Boom 


Unilever Is Nation’s 


| half of BAT’s expenditure. 


Rothman in a 20-pack. 


|20-pack will help zoom sales in 


| 


the states, 


Brinkmann introduced the 20- 
| smokes- to-a-pack in Germany last 
| year, and Reemtsma entered the 
|race this year when it brought out 


Some agency experts think the 


West Germany. One story cited 
here is the Kotex study made in 
which revealed that 
one-third of the women utilized 
the entire 12-pack container dur- 
ing a month. Hence, goes the 
reasoning, if you’d packed 4 or 
16—or only 10—you’d still sell the 
consumers one package a month. | 

Formerly, in the impoverished | 
/postwar period, a smoker could | 
buy a single cigaret, or three, five, 
10 or 12 smokes—but the new 
trend is to the 20s. 


s Marlboro got into the 20-pack 
race when J. Walter Thompson | 
introduced it to German buyers in | 
a campaign last November with a 
surprisingly modern touch. One 
amazing ad, for German magazine 


readers, shows a German cutting | 
his grass, barefoot and with his 


| Slacks rolled up—almost a beatnik 


touch for the solid set of burghers 
here. 

One advantage of the 20-pack 
is that vending machines are im- 
portant outlets. The 20-box is 
“built” for the coin machines, 
which take the one-mark piece 
(25¢) and deliver no change. 

The cigaret business is an oddly 
regional one in West Germany. In 
southern Germany, for instance, 
the preference is for “black tobac- 
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co,” while in Berlin, filters get 
80% of the business as against 
68% nationally. The biggest seller 
is what the dealers term “American 
blend,” a flavored mix with a high 
percentage of Virginia tobacco. 
Capitalizing on regional prefer- 
ences, Foote, Cone & Belding, 
which took over Haus Neuerburg’s 
Gueldenring cigaret account this 
January, is concentrating on the 
western center, with ads concen- 
trated in the Cologne, Aachen and 


SERVING LEADING 
PHARMACEUTICAL MANUFACTURERS 
‘ AND EXPORT ADVERTISERS 

iN ALL LANGUAGES 


Top Advertiser with 
$20,000,000 Ad Total 


By Hazel Guild 


FRANKFURT, April 11—It was an- | 
other boom year in the German 
economy—and the advertising 
business. 

Industrial production advanced 
10% above 1959 levels, gross na- 
tional product rose 11% and ex- 
ports expanded 14% to $11.2 bil- 
lion. 

One result of this prosperity 
was a currency re-evaluation, 
raising the value’ of the Deutsch 
Mark from 4.2 to the dollar to an 
even 4. This will raise the price 
of German exports by about 5%. 

Advertising volume leaped ahead 
more rapidly than the economy, ac- 
cording to records available here. 
It’s almost impossible to come up 
with an exact figure on how much 
is spent on advertising in Germany 
but the grand total is now believed 
to be in the vicinity of $1 billion, 
compared with previous estimates 
of $850,000,000 for 1959. 


s Expenditures in measured me- 
dia—newspapers, magazines, ra- 
dio, television and posters—in- 
creased 13.8% to $453,000,000. One 
indication of what has been hap- 
pening in this country is that this 
total represents a gain of 62% 
over what was invested in 1956. 

Newspapers, the No. 1 medium, 
accounted for about $250,000,000. 
Television advertising, which is 
strictly limited here, moved ahead 
by 100% to $30,000,000, passing 
radio for the first time. 

Germany’s top advertiser—once 
again—was Unilever, which spent 
an estimated $20,000,000 through 
its various companies. 

Among the product fields that 
grew swiftly in 1960 was soft 
drinks. Some $2,800,000 was spent 
to promote soft drinks—an in- 
crease of 45% over 1959. In 1959, 
there were 67 advertised brands; 
last year, there were 85. 


technical men. The 


The Cigaret Story ... 


If you want to be successful in 
the ad agency business in West 
Germany, try to latch onto a 
cigaret account. 

Biggest group of advertisers in 
the land in 1960 was the tobacco 
industry, which put up $30,000,000 
to promote its brands. 
= The top spenders were Reemts- CANADIAN 
ma, with $10,000,000 behind its 14 
brands, British-American Tobacco, 
backing its 11 brands with $8,000,- 
000, and Brinkmann, promoting its 
nine brands with $6,000,000. 

The most heavily advertised 
brand was HB, which got about 


The Canadian business press offers you the most 
direct and influential media for your sales mes- 
sage to Canadian businessmen, professional men, 


Canadian business press is 


based in Canada, edited in Canada, and informs 
and influences Canadians in terms of their unique 
circumstances and requirements. 

In Canada, the authority of these journals is 
unequalled by any other media; the directness 
and economy they offer is unapproachable. There 
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LANGUAG 
SERVIC 


' THE LANGUAGE SERVICE 


FOREIGN COPY 


CONSULTATION 
TRANSLATION 
TYPING 
PROOFREADING 


NATIVE COPYWRITERS 
SUBJECT SPECIALISTS 


141 E. 44 Street, N.Y. 17 
MUrray Hill 7-4183 


is no waste circulation; all B.N.A. (Business 
Newspapers Association) members are required 


to sustain recognized audits. 


Your advertising message, in a Canadian business 
publication, is seen in an environment that gives 
it strength. Check the business publications list- 
ing in the SRDS volume, Canadian Media Rates 
and Data, for the field you wish to reach, or 
Business Newspapers Association of Canada, 
100 University Avenue, Toronto 1. 


Look for this Maple Leaf 
in the SRDS listings 


THE BEST CANADIAN BUSINESS 


PUBLICATIONS BEAR THIS EMBLEM 


61-51R 


EWSPAPERS 


BRING BUSINESS NEWS TO BUSINESSMEN AND GET RESULTS FOR ADVERTISERS 
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Trier area. And they’re using an ad 
technique that’s new for Germany 


and, like most such devices here, 
deeply cloaked in secrecy. General- 


phy with a special development 


that reproduces well in the news- | the first high fidelity color press 
papers here, showing typical Ger- | advertising to appear in Germany. 


man street scenes with a smoking | 
man montaged in the foreground. 


In 1960, the ads sold 71,000,000,- |Greenwood, from Y&R’s production 


000 cigarets, a 10% rise over 1959. 


= Despite the rich economy, |sistance. The color ad was sched- 
'uled in some 30 German newspa- 
only managed to hold their 10% | pers in the last week of March. 

of the business, while the lower- | 


though, the more costly brands 


priced smokes—from 8% to 9 pfen- 
nigs (2¢) per cigaret—got 85% of | 
the business. Menthols proved to | 
have little appeal for German | 
smokers. 

However, Young & Rubicam has 
just been given the assignment of 
introducing Reyno cigarets in the 
German market. Reyno is the Ger- 
man version of R. J. Reynolds To- 
bacco’s U. S. brand, Salem, a name 
which could not be used here be- 


;cause it was already taken by an- 


|tion of Reynolds) 
|keted by Reynolds-controlled Haus 
ly, it uses large areas of photogra- |Neuerburg. 


other company. Reyno (a contrac- 
is being mar- 


In introducing Reyno, Y&R ran 


This is the wallpaper process de- 
veloped by Y&R in the U.S. Lew 


department in New York, came to 
Germany to lend his technical as- 
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The cigaret industry could ac- | 
tually grow even more, since in | 
1960 every resident of West Ger-| 
|many smoked an average of 1,265 | 
cigarets, as against the Americans, | 
who consumed 2,600 smokes apiece | 
and the Englanders who ground 
out an average 2,000 stubs each. | 
= Cigarets, though, are consider- | 
ably more expensive here than in 
America—and the German smoker 
probably spent as much money 


| 


NEW YORK CITY’S 


The SUMMIT marks a renaissance of the Arts of Hospi- 
tality. On Manhattan’s smart East Side, the hotel has 
800 rooms and suites, with such unique features as 


combination bar-refrigerators, private dressing rooms 
and a telephone in both bedroom and bath. There are 
three specialty restaurants: The Gaucho Room, La Casa 


del Café, and The Carioca Lounge. . 


garage.. 
rooms... 


“S 


. and an in-hotel 


. Rates start at Fourteen Dollars a day for single 
Eighteen Dollars a day for twin-bedded rooms. 


UMMIT 


OF NEW YORK 


EAST 5ist STREET AT LEXINGTON AVENUE 
Plaza 2-7000 * Robert Huyot, V. P. and Gen. Mgr. 


OPENING: 
JULY 1961 
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1960 

1. Unilever (Soaps, de- 

tergents, margarine, 

foods, cosmetics, toi- 

letries, etc.) $20,000,000 
2. Henkel & Cie. (Soaps 

and detergents) 14,000,000 
3. Reemtsma (Tobacco 

products) 10,000,000 
4. British American Tobacco 

(Tobacco products) 8,000,000 


Germany's Top 10 Advertisers 


(Estimated by Advertising Age) 


1959 5. Brinkmann (Tobacco 
products) 6,000,000 3,000,000 
6. Beiersdorf 
(Pharmaceuticals) 3,000,000 3,000,000 
$14,000,000 7. Hans Schwarzkopf (Toi- 
letries—J. B. Williams) 2,500,000 1,500,000 
10,000,000 8. Joh. Jacobs (Coffee) 2,000,000 2,000,000 
9. Peter Pfenningsberg 
9,000,000 (Constructa appliances) 2,000,000 2,000,000 
10. Erdal (Household 
6,000,000 cleansers) 2,000,000 1,300,000 


for his 1,265 cigarets as the Amer- 
|icans did for double that. 
A particularly stunning cam- 


cals, promoted to the tune of $15,- | covered 50,000,000 persons. 


000,000. 


paign was that conceived by 
|Markenwerbung Arie Van Der 


Sidelights ... 


Plaat for Peer Export, a Brink- 
mann brand. 

Headlined “Peer Export—a Ger- 
man Quality Cigarette for the 
World Market,” the package was 
shown against the background of 
beautiful full-color photos of lead- 
ing cities of the world: Copen- 
hagen, Chicago, New York, Casa- 


Top Ten 
German Agencies 
1960 Billings 
hs Bie MNES cncadansessescocsersecs $22,000,000 
J. Walter Thompson ............ 14,500,000 
NN ee ah i tsrnscssssceceseces 12,500,000 
ET 11,900,000 
MP SI GL Ricsupniseccesscsseststese 11,260,000 
RD POI doctibasscccececesssonse 9,600,000 
Sy 9,000,000 
Werbe-Gramm  ..............0005 7,950,000 
William Wilkens ................. 7,500,000 
WII athtivehcncastorsesscscecccoses 6,900,000 


blanca, Hamburg, Bangkok. 

The campaign also used odd- 
size pages, running into one and 
a half pages of some of the weekly 
illustrateds. Brinkmann spent 
nearly $2,000,000 on this campaign, 
triple the 1959 expenditure for this 
brand. 


The Soft Soap Sell... 


| | detergent 
|}some $10,000,000, compared with 
| $6,000,000 the previous year. The 
| Unilever budget was divided be- 


Second biggest advertising 
group in West Germany is the 
soap and detergent industry, which 
spent some $25,000,000 promoting 
its products in 1960. 

Henkel & Cie. backed its brands 
with a $14,600,000 expenditure, up | 
sharply from the $10,000,000 spent | 
in 1959. Unilever’s Sunlicht fac- | 
tory nearly doubled its soap and 
advertising, spending | 


itween its house agency, en 


land J. Walter Thompson. 


These expenditures are expected | 


\to climb even more in the future, | 


since Procter & Gamble is now put- | 
ting up a new factory outside this | 
city—and it will not be long before 
the Germans will be introduced to | 
Tide. Young & Rubicam will be | 
handling the P&G invasion. 


ws One of the difficulties of ad-| 
vertising in Germany was illus- | 
trated by Henkel’s Persil cam- | 
paign (via Troost). Under German 
law, it’s illegal to advertise one 
product as better than another. 
Henkel, with its new Persil 59, 
was allowed to say “the new more | 
wonderful wash powder” and tell | 
consumers it was “the best Persil 


Proof that the German ad in- 
dustry is changing came with the 
founding of a new group, Institu- 
tionelle Werbung of Frankfurt and 
Berlin, under the control of the 
Hanns W. Brose agency. Institu- 
tionelle Werbung is described as 
the first organization formed to 
present to the public “the idea and 
total outlook of an enterprise.” 

Institutional advertising on a 
large scale would be an innovation 
for Germany. It follows similar 
developments in France ...An un- 
usual campaign is in the works for 
Wiesbaden’s Werbung agency. It 
has been retained for public rela- 


|tions and advertising on the West 


German Federal Statistical Office’s 
part in the world census. 

The campaign starts June 7, 
1961, with a census theme, ‘Only 
one who is counted counts.” 

About 55,000,000 Germans will 
be questioned during one week for 
such details as name, birthplace, 
birth date, marital status, num- 
ber of children, profession, owner- 
ship of house or property, refugee 
status, employed or not, pensioned, 
etc. 

The roundup will be of signifi- 
cance to the ad industry in pre- 
senting a current picture of the 
German population and its buying 
power. The last census, in 1950, 
mainly dealt with war damage and 


Werbung’s campaign will utilize 
television, radio, newspapers-and 


| magazines. It has an unusual ap- 


proach, including 15 census comic 
strips, each with three pictures, 
to be given to the newspapers. 


@ Werbung may also take over 
another huge account this year, 
when H. J. Heinz breaks into the 
German advertising scene. Heinz 
was formerly distributed here by 
Charles Horsey Importers of Ham- 
burg, who offered the made-in- 
England containers with English 
labels and a small stick-on label 
with German identification. 

Now the Nadler company of 
Mannheim is taking over Heinz dis- 
tribution in Germany. Heinz prod- 
ucts will be made in Holland and 
sent to Germany via the free 
entry permitted under the Com- 
mon Market agreements. 

And German cooks will doctor 
the Heinz products- to the local 
tastes. 

As Ingolf Gerber, Werburg’s 
public relations director, explained 
“Baked beans are eaten sweet in 
the U. S. and in England. Germans 
like a more piquant flavor.” 

Werbung, which already handles 
Nadler, hopes to get the Heinz ac- 
count. But the competition is al- 
ready in business. McCann started 
the Campbell soup campaign in 
Germany in January, with a slo- 


gan “So sollen Soupen Sein” (So 
Soups Should Be). 
The Heinz campaign..rew run- 


ning in Holland (via the Van 


German Ad Boom 


Household cleansers 
Electrical appliances 
Detergents YW 
Motor vehicles 
ieee, relishes 
Alcoholic beverages 
Mail-order houses 
Textiles 

Coffee, tea, chocolate 
Cosmetics 


Chemical-pharmaceuticals 


Cigarettes 
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16s 


ist half 1959 


ist half 1960 


Ist half 1958 = 100 "/s 


Con 


ever offered.” However, it could | 
only compare its soap with its | 
previous product, not with any of | 
| its competitors. 

= | Following the washing agents in | 
|= volume was the cosmetic indus- | 
Se ge | try, with an expenditure in excess | 
eS  S LOEW'S HOTELS, INC * Preston Robert Tisch, Pres. * C. C. Philippe, Exec. v. P. |of $20,000,000, and pharmaceuti- | 


METEORIC RISE—Chart prepared by Werbeagentur Hegemann shows 

dramatic increase in German ad expenditures over 1959-1960 period. 

Using expenditures in first half of 1958 as a 100 base, the chart com- 

pares expenditures for 12 product groups for comparable 1959. and 

1960 periods. Gains ranged from 13% for cigarets to 108% for house- 
hold cleansers. 
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REGIONAL PUBLICATIONS 
UNITED KINGDOM 


Newspapers: 

Daily Mirror............0....0.... ABC 4,565,327 
Sunday Pictorial.................. ABC 5,275,312 
Magazines: 

Woman ..............0 0.200 cee ABC 3,008,409 
Woman's Own..............0005. ABC 2,222,580 
Woman's Realm ................. ABC 1,308,441 
Woman's Mirror ................. ABC 1,468,000 
Woman's Weekly ................ CNS 1,459,610 
Woman and Beauty .............. CNS 141,523 
Woman and Home............... CNS 703,098 
Woman's Companion ............. CNS 189,948 
Woman's Illustrated .............. CNS 724,690 
Woman's Journal ................ CNS 265,911 


WEST AFRICA 
Newspapers: 


Nigerian Daily Times... . 112,580 

Nigerian Sunday Times ..140,029 "7 

Ghana Daily Graphic... 80,304 7 

Ghana Sunday Mirror... 69,486 

Ghana Junior Graphic... 15,658 

Sierra Leone Daily Mail . 10,134 

Magazines: 

West Africa (weekly) ..................... 5,000 
West African Review (monthly)............. 8,000 
BRITISH GUIANA 

Newspapers: 

Guiana Graphic ............. 13,184 


U. S. SERVICES INCLUDE: 


New York office and representatives in Los Angeles 
and San Francisco + complete facts and figures for 
all publications + sample copies on request + coun- 
try by country breakdowns «+ circulation audits + 
readership information * general market informa- 
tion + dollar billing and full agency commissions 
+ air shipment of plates + gratis typesetting + 


cable service for space reservations, etc. 
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On March 1, 1961 the (London) Daily Mirror Publishing Group and Odhanms Press, 


SR, Te hae en ae 


Ltd., merged. 


The New York Times reported: “The merger of these two great publishing con- 
cerns has brought into being what is believed to be the world’s biggest newspaper 
and magazine empire, both in total assets and the number of its publications.” The 
New York office of Thomas Skinner & Co. (Publishers) Ltd. provides United States 
advertisers and their agencies with a direct link to this vast overseas media group. 
A partial list of publications is shown on this page. 


INTERNATIONAL PUBLICATIONS 


AVIATION 
FLIGHT—Weekly 
AIRCRAFT PRODUCTION—Monthly 


ELECTRONICS, RADIO & ELECTRICITY 
WIRELESS WORLD—Monthly 

ELECTRONIC TECHNOLOGY—Monthly 
ELECTRICAL REVIEW—Weekly 

WIRELESS & ELECTRICAL TRADER—Weekly 


PLASTICS & METALLURGY 

BRITISH PLASTICS—Monthly 

INTERNATIONAL PLASTICS ENGINEERING— 
Monthly 

IRON & STEEL—Monthly 

METAL INDUSTRY—Weekly 


ENGINEERING 

MECHANICAL HANDLING—Monthly 
MATERIALS HANDLING NEWS—Monthly 
WELDING & METAL FABRICATION—Monthly 
MACHINE SHOP MAGAZINE—Monthly 


PROFESSIONAL 


ARCHITECT & BUILDING NEWS—Weekly 
NURSING MIRROR—Weekly 


AUTOMOBILE ENGINEERING & 
ROAD TRANSPORT 

MOTOR TRANSPORT—Weekly 
AUTOMOBILE ENGINEER—Monthly 
BUS & COACH—Monthly 


sg” Sk; ‘> 


MOTORING & MOTOR CYCLING 
THE AUTOCAR—Weekly 
THE MOTOR CYCLE—Weekly 


SPECIALIZED INTERESTS 
AMATEUR PHOTOGRAPHER—Weekly 
YACHTING WORLD—Monthly 

DATA PROCESSING—Quarterly 


FINANCIAL 

BANKERS’ ALMANAC & YEAR BOOK—Annually 

THE STOCK EXCHANGE GAZETTE—Weekly 

STOCK EXCHANGE OFFICIAL YEAR BOOK— 
Annually 

DIRECTORY OF DIRECTORS (U.K.)—Annually 


TRANSPORTATION 

ABC WORLD AIRWAYS GUIDE—Monthly 
ABC SHIPPING GUIDE—Bi-monthly 

ABC AIR CARGO GUIDE—Monthly 


EXPORT — IMPORT 


WEST INDIES & CARIBBEAN YEAR BOOK— 
Annually 


TEXTILE 

SKINNER'S COTTON TRADE DIRECTORY— 
Annually 

SKINNER’S WOOL TRADE DIRECTORY— 
Annually 

SKINNER’S SILK & RAYON RECORD—Monthly 

WOOL RECORD & TEXTILE WORLD—Weekly 


“Lb NEW YORK Thomas Skinner & Co. (Pub.) Ltd.111 Broadway 


New York 6, N. Y. Digby 9-1197 


i SAN FRANCISCO Duncan A. Scott Int'l. 85 Post Street 


San Francisco 4, Calif. GArfield 1-7950 


7 LOS ANGELES Duncan A. Scott Int'l. 1901 West 8th Street 


Los Angeles 57, Calif. DUnkirk 8-4151 


CANADA Thomas Skinner & Co. (Pub.) Ltd. 18 Rideau Street 


Ottawa, Canada CEntral 4-5433 
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BOLD—One way to overcome language difficulties in Europe is to use 

a trademark which communicates an idea without words. This Brit- 

ish Petroleum poster, produced by Advertising International, Brus- 
sels, does it in the French and Flemish sections of Belgium. 


Vleuten agency) also uses a re- 
peated vowel... “Heinz in Hause 
Herrlich” and “Heinz hilft Hau- 
shalter”’ (Heinz in the House Is 
Deeiightful—and Heinz Helps the 
Housekeeper). 

“There are two mentalities in 
advertising in Germany,” Mr. 
Gerber explained. “The old con- 
servative solid German approach, 
and the more imaginative and fan- 
ciful American approach. 

“The latter includes the super- 
markets, the self-service stores, the 
high-style clothes, the use of bright 
colors, the emancipation of women 
—all being increasingly popular- 
ized in Germany.” 

In discussing ads which appeal 
to both groups, he cited the Hen- 
kell champagne account, which 
Werbung has handled since 1930. 

The trademark continues to be 
the distinguished white-haired 
gentleman in tails, with immacu- 
late moustache, champagne glass 
in hand. Recently a more modern 
glass was shoved into the hands of 
the old gentleman, and a newer 
approach, still using the trademark 
of the grand signor of the old 
school, shows a young couple shar- 
ing a bottle as they watch a fash- 
ion show, or drinking after tennis. 


ws Other major differences in Ger- 
man and American advertising, 
though, were noted by Don Cun- 
ningham, head of Foote, Cone & 
Belding in Germany. The agency, 
which placed its first ads in Ger- 
many in January, 1960, and then 
had 12 employes, now has 26. It 
recently added the Kali-Chemie 
and Gueldenring cigaret accounts. 

“There’s a sort of pseudo-mysti- 
cal difference between advertising 
in America and in Germany,” Mr. 
Cunningham commented. “There 
is a lot of highly inarticulate stuff 
on the subject from the Germans 
who want to be experts. 

“The law, of course, is stricter 
here in preventing superlatives or 
comparisons that could be injurious 
to a competitor. It increases the 
level of believability, but some- 
times inhibits a reasonable descrip- 
tion of a product.” 

For instance, Remington razors 
(Y&R) were not permitted to ad- 
vertise in Germany that their razor 
has the “largest shaving surface” 
even though it’s true, since such a 
claim might injure a competitor. 


s Also, he noted, “Of course the 
language is different—and it’s 
roughly 50% longer to phrase the 
same ad in German.” 

Since the German vocabulary is 
smaller than the rich American 
dictionary, it takes more words to 
say as much, he explained. 

“The level of reproduction is dif- 
ferent and often the quality is bad 
here,” Mr. Cunningham com- 
mented. 

“For instance, half-tone is often 
risky, so you go to a scrape board 
or a line drawing technique. That 
makes many ads look old-fash- 
ioned. 

“Ability to duplicate the original 


art for the various publications that 
need it is not sufficiently good, so 
it’s often necessary to supply orig- 
inal art to each. An agency might 
supply five slightly different pho- 
tos to five different publications— 
and only one of them may be that 
one-in-a-thousand shot with ex- 
actly the right expression.” 

And while there’s comparatively 
less advertising per consumer in 
Germany than in the States, Mr. 
Cunningham concluded, “Already 


: ii , 
Kasefreunde lichen KRAFT's Scheibletten. Sie auch? 


OLD HAND—They said processed 
cheese would never sell in Europe 
but Kraft Foods is doing hand- 
somely in Germany. J. Walter 
Thompson is the agency. 
some of the people are starting to 


complain that they’re exposed to 
too much of it.” 


as few as 10 spots got only two, 
others got 60% of what they asked, 
and some—representing cigaret 
accounts for Haus Neuerburg, for 
instance—pooled their requests. 
But, as Don Cunningham said, 
“We got so few spots for Guelden- 
ring that we relinquished them. 


Our average was so low that we 


felt it might benefit another ac- 
count more to give them our al- 
lowance.” 


® Right now, it’s possible to buy 
only a scant 27 hours of commer- 
cials during a month—less than 
an hour of commercial time per 
day. The spots range from 20 
seconds to 60 seconds, so that 
4,000 spots are crammed into that 
brief 27 hours monthly—not all 
viewable throughout West Ger- 
many, though, since the spots are 
divided among the seven stations. 

Last September 1, the agencies 
and clients started requesting the 
1961 television spots in this tight 
sellers’ market. Summer of 1961 
was only about 200% overbooked, 
according to television officials, 
while the tightest time is the pre- 
Christmas season. 


= Generally, the stations spot the 
commercials for five minutes 
around 7:25 p.m. and then again 
for the last three minutes before 
8 p.m. at the back and front of a 
program loosely titled, “Between 
Half and Eight.” 

Hessischer Rundfunk in Frank- 
furt is also offering commercials 
for a news program titled, ‘‘Hes- 
senschau,” sandwiching them in 
from 7 to 7:20 p.m. 

In the period between the 7:25 
and 8 p.m. ads, it’s often an 
American television show dubbed 
deutsche, like “Father Knows 
Best” or “Test Pilot.’’ But the ad- 
vertisers, who are mighty lucky 
to be permitted in, have no con- 
trol over the program at all. 

In fact, it’s just the opposite, 
with the stations having the final 
say about the spots. Since the 
commercials coincide with dinner 
time, deodorants or stomach upset 
pills or hangover cures are consid- 
ered unsavory, and such products 
thus never get onto the screen. 


® The most heavily advertised 
product on tv is 4711 cologne and 
perfume products, which, a recent 


‘LOVE-PAT 


REVLON DOWN UNDER—Revlon, which 
has invaded the Australian market, 
is using the same high-fashion ap- 
peal that has scored so heavily for 
it in the U. S. Berry Currie Haw- 


TV Growth Ahead? 


All the ad agencies, the harried 
clients and the country’s close to 


5,000,000 television set owners are 


hoping that the long-waited sec- 


ond television channel will finally 


come into being. 

Background of the lengthy sec- 
ond channel fight is that the seven 
states of West Germany and the 


Lux and 21 for Coca-Cola. 


tric and household 


Cigarets get the next bulk of 
time, with Peer Export having 21|C°Sts about $11,000 to place the 
minutes, Ernte 23, Peter Stuyve-|™inute commercial on all seven 
sant 21; and then came the elec-| Stations. And since the channel 
equipment, |Claims an audience of 2,600,000 
Braun with 21 minutes, Siemens|PeoPle at any one time—about 
on for 19, Hoover 16 and AEG 18. | half of the set owners—it’s figured 
Mail order catalog firms and Ger-|that showing a spot once costs 


i m : 
federal government have long been man brandies came next 


squabbling over who should oper- 
ate the second channel. Last sum- 
mer, West German Chancellor 
Konrad Adenauer took matters in 
hand by setting up, on paper, a sec- 
ond channel—to be run by the 
feds, of course. The states cried 
“illegal” and brought the matter 
before the federal court in Karls- 
ruhe, which “outlawed” the fed- 
eral system. 

Meanwhile, the West German 
government had underwritten a 
television production company, 


whose fate is now pending. And | 
are getting | 


the various states 
ready to start their own separate 
second channels, with no word yet 
as to exactly when they’ll get into 


operation, and, even more appall- | 
ing to the agencies, no word of the | 


commercial status. 


s The sole channel now in exist- | 


ence—with time split among the 
seven states—is so completely sold 
out that in heavily industrial areas 
like the Ruhr, there is a 300% 
backlog of requests for time. 
Some agencies which asked for 


study showed, wound up with an|kins placed this Love Pat space, 
“astounding” 36 minutes of com- 
mercials on the seven stations 
within a month. Next came 32 
minutes for Super Sunil soap, 26 
minutes for Persil, 25 minutes for | the copies required for the seven 


using prototype material shipped 
by Revlon-New York. 


| outlets. 
If an agency gets the time, it 


about $2.50 per 1,000 viewers. 
There’s no word yet as to what 


s It is estimated that making a|that second channel is going to 
minute advertising film for Ger-|offer—but the agencies and clients 
man television costs an average of |are hoping that plenty of commer- 
about $2,000, plus $25 apiece for | cials will be allowed—and soon. # 


Advertising Age, April 17, 1961 


Australia Hikes ‘” Ausweie Rit tegen | 
Ad Spending 20% 
to $325,000,000 


Newspapers, Magazines 
Top Media; Television 
Overtakes Radio 


By Leonard Blanket 


Sypney, April 12—Informed 
sources in Australian advertising 
estimate the total expenditure in 
all media during 1960 at $325,000,- 
000, a whopping 20% increase over 
the $270,000,000 estimated for 1959. 

A Victoria seminar on media, 
sponsored by the Australian Assn. 
of Advertising Agencies, was told 
that the 1959 expenditure was 2.3% 
of the national income. 

Newspapers and magazines take 
about half of these expenditures. 
Television, which has now passed 


(Millions of Dollars) 
300 + 


100}- 


SS 


1952 1954 1957 1959 1960 


1960 Media Share: Newspapers and 
Magazines 50%, Tv 9%, Radio 8%. 


radio as the No. 2 medium, takes 
9%. The television industry ex- 
pects its advertising revenue to 
mount to nearly $40,000,000 this 
year. 


= Figures on the amounts spent 
by individual advertisers are hard 
to come by in Australia. They are 
simply not published. However, the 
ten companies listed below would 
rank high among the leading na- 
tional advertisers. It can be safely 
assumed that each spends in excess 
of $1,000,000 a year. 
These ten—and their agencies: 


Unilever—Soaps, detergents and 
food products. Easily the largest 
advertiser in Australia, with an 
expenditure well over $3,000,000, 
channeled through its house agen- 
cy, Lintas, and J. Walter Thomp- 
son, 

Colgate-P almolive—Soaps, de- 
i\tergents and toiletries. Probably 
second to Unilever. Advertising 
handled by George Patterson. 

BP Australia—Gasoline and lu- 
bricants. Agency: Carden Adver- 
tising. 

Beecham—Hair preparations 
| (Brylereem) and drugs. Divided 
|among three agencies: Nichols- 
Cumming, Claude Mooney and 
United Service Publicity-Benson. 

Nestle—Chocolate, coffee, milk 
and soups. Handled by Hansen 
Rubensohn-McCann Erickson and 
Goldberg Advertising. 

Rothmans of Pall Mall—Cigarets. 
Jackson Wain Advertising is the 
sole agency. 

Shell Oil—Gasoline and lubri- 
cants. Serviced by United Service 
Publicity-Benson. 

W. D. & H. O. Wills—Cigarets 
and tobacco. Brands split among 
six agencies: Berry Currie Haw- 
kins, Lintas, George Patterson, 
Hansen Rubensohn-McCann Erick- 
son, J. Walter Thompson and 
Briggs, Canny, James & Paramor. 

Samuel Taylor—Insecticides, de- 
tergents and hair preparations. 
Agency: Hansen Rubensohn-Mc- 
Cann Erickson. 

Vincent Chemical—Probably the 
largest single radio and outdoor 
advertiser of one line—headache 
powders and tablets. Uses a house 

(Continued on Page 104) 


Australia: Total Consumer Market ... March, Each Year 
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Eying 
the European 
market? 


Whatever you’re selling... there’s a 
bright new market of people in a buy- 
ing mood waiting for you in prosperous 
Western Europe. 


Steer a straight course for sales action 
in Europe’s newest marketplace: The 
New York Times International Edition 
now with a net circulation of 33,000... 
published every weekday morning in 
Paris... bringing readers in Europe to- 
day’s New York Times on the same day 
Americans are reading their New York 
Times. 


For more information, write or call In- 
ternational Edition Advertising Depart- 
ment, The New York Times, Times 
Square 36, N. Y., LA 4-1000, exts. 428, 
783, 8345 or 780...or call your local 
New York Times representative. 


The New York Cimes 
INTERNATIONAL EDITION 


Today’s New York Times in Europe Today 
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agency, Cambridge Advertising. 


® Also high among national ad- 
vertisers are the Reckitt & Colman 
group, using 11 agencies headed by 
JWT, George Patterson, A. N. 
White and Arthur Smyth & Sons, 
marketing mainly household clean- 
ing lines and polishes, and the 
rapidly-expanding local biscuit 
company, Arnott’s, handled by 
George Patterson. 


s Here are companies which tele- 
vision, press and radio sources es- 
timate to be leading national 
spenders in their media: 

e Television: Unilever, W. D. & 
H. O. Wills, Colgate-Palmolive, 
Nestle, Rothmans, Samuel Taylor, 
Shell Oil, Reckitt & Colman, Beech- 
am, Coca-Cola, Victa Consolidated 


Industries, Arnott’s Biscuits, John- Top aussi€ AD CHIEFS—Grouped around the table (1. to 
son & Johnson and Sterling Phar- |; ) is the federal executive board of the Australian 


maceuticals. Assn. of National Advertisers: John 


e Radio: Vincent Chemical, Col- time AANA director; K. W. Howitt 


gate-Palmolive, Unilever, Com-| man; F. V. Curtis, Ranleigh Ware; Malcolm C. Gold- 


monwealth Bank of Australia, Nes- | 
tle, Johnson & Johnson, Bushell’s | 


H. Bowden, full- 
, Reckitt & Col- 


finch, Remington Rand; W. T. Richards, Nicholas 
Pty. Ltd.; N. Snashall, Lever Bros.; B. Heafey, Besley 
& Pike; E. H. Evans, Imperial Chemical Industries; tion to newspaper supplements 
and John L. Kemp, Taubman’s Industries and cur- of all kinds. 

rent AANA president. 


(tea and coffee), W. D. & H. O.| Mirror group—compiled for Av-- AANA Admen Are ‘Fustest with Mostest’ 
—Spend $2,225,000 Weekly Down Under 


Wills, Reckitt & Colman, plus oil| vERTISING AGE a lineup of leading | 
companies such as W. W. Wake-| advertisers in their publications. | 
field (Castrol), BP Australia and | The Daily Mirror reported the | 
Vacuum Oil. |following companies to be the top | 
e Print: The research departments | advertisers in the No. 1, State mar- | 
of two leading publishing houses— | ket of New South Wales: Ansett- 
Consolidated Press and the Daily| ANA (domestic airline), Amalga- 
mated Wireless (tv, radio receiv- 
ers), Hoover (vacuum cleaners, 
washing machines), HMV (tv, ra- 
dio, records), General Motors- 
Holden (automobiles), Qantas (in- 
ternational airline), Rothmans, 
Goodyear and Ford. 

Consolidated Press, which pub- 
lishes the country’s leading wom- 
en’s magazine, Australian Wom- 
en’s Weekly, gave this list: Uni- 
lever, Arnott’s, Kraft Foods, John- 
son & Johnson, Kellogg, Nestle, 
Bushell’s, Westinghouse, Sunbeam, 
Bonds Industries (underwear), 
Holeproof, Rothmans, Shell Oil and 
General Motors-Holden. 

Consolidated also compiled this 
list of leading retail advertisers in 
Sydney, each spending in excess of 
$225,000 a year: Eric Anderson Ap- 
pliance Stores, Bebarfalds, Coles, 
Farmer’s, Mark Foys, David Jones, 


BIG switcH—Surprise in French ad- 
vertising at end of 1960 was news 
that the big Bic pen account had 
moved from Agence Francaise de 
Propagande (a leading Paris agen- 
cy) to a small shop, Publicite Lan- 
dault, which is using Savignac art 
in 1961 European-wide campaign. 


Goodwins, Grace Bros., Anthony 
Horderns, Inglis Electrix, Macdow- 
ells, Snows, Waltons and Wool- 
worth. 


In Melbourne, stores spending | 


more than $90,000 annually in- 
clude: Maples, London Stores, Ball 
& Welch, Steele & Co., Peter Kaye 
and Woolworth. = 


YOUR shortcut to the German Market 


To open up new 


trade connections to 


introduce new goods, or to attract tourists 


and visitors to 


international fairs — tet 


DIE WELT establish these contacts for you 


DIE WELT’s circulation of nearly 300000 copies 


Sypney, April 11—One of the 
striking developments of the Aus- 
tralian advertising world has been 
the rise to power and great pres- 
tige of the 262-member Australi- 
an Assn. of National Advertisers. | 

Now in its 33rd year, the| 
AANA’s membership comprises 
most of the country’s largest con- 
sumer and durable product man- 
ufacturers and certainly almost 
all of its top advertisers. 

The association estimated at its 
last convention that its members 
spend $2,225,000 a week on ad- 
vertising and publicity and con- 
trol 80% of the country’s entire 
national advertising budget. 


# Its current president is John L. | 
Kemp, advertising manager of the | 
important British-controlled Taub- | 
man’s Paint group of companies. | 
Secretariat (with branches or| 
representatives in all States) is 
headed by the AANAs fulltime 
director, John H. Bowden, a high- 
ly-regarded administrator. 
Past presidents have 
the advertising chiefs of local) 


included | 


reaches the most influential people — you: 
potential customers throughout Western 
Germany. 


GERMANY'S LEADING NATIONAL DAILY NEWSPAPER 


Printed simultaneously in Hamburg, Berlin 
and Essen. 


DIE@WELT 


For Specimen Copy and advertising rates, 
contact our exclusive American representa- 
tives 


INTERNATIONAL NEWSPAPER ADVERTISING - KARL SANGER 
1475 Broadway, New York 56, N.Y. BRyant 9-6344 


companies from such American | 
parentage as Atlantic Union Oil! 
(Esso), Lambert Pharmacal Co., | 
Johnson & Johnson, General Mo- | 
tors, Jantzen and H. J. Heinz, to 
name a few. 

Indeed, a glance through the) 
AANA’s membership list turns up 
Australian offshoots of American 
/companies in practically every 
| field. They have provided some of | 
the most outstanding AANA per- | 
| sonalities. 


es The AANA was born on Oct. | 


|\Sydney of 12 representatives of 
| national advertisers (all of which 
| are still members). 

Newspapers at that time had a 
| strong organization known as the 
| Australian Newspapers Confer- 
ence. Agencies did not then have a 
federal body but were represented 
| by individual associations in each 


listened to with respect and at- 


tention by Australian media bod- | 
ies and by the Australian Assn. of | 


Advertising Agencies. It is also 
recognized and accepted by busi- 
ness as an important and powerful 
association. 

Its policy, similar to that of the 
American Assn. of National Ad- 
vertisers, is to: 

e Promote the more effective and 
profitable uses of advertising as a 
tool of selling. 

e Promote a better understand- 
ing of the use of advertising as a 
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| radio and television. 

| In 1945, the association success- 

|fully persuaded the federal gov- 

|}ernment to reduce the sales tax 
on printed material from 25% to 

|12%%, resulting in a saving of 
$270,000 a year alone to national 

| advertisers. 


| @ Other important aspects of its 
| service to members have been: 

e Affiliations with advertising 
associations in Britain, America, 
Canada, New Zealand, South Af- 
rica, Belgium, Ireland, India and 
a number of other countries. Mem- 
bers visiting these countries get 
letters of introduction which give 


them entree to the advertising in-. 


dustry throughout the world. 

e It surveyed the practices by 
newspapers of continually running 
special supplements. AANA mem- 
ber companies indicated opposi- 


|e Other committees have dealt 


| with direct mail advertising, col- 
| lection and dissemination of mar- 
|ket data and formation of the 
business paper Circulations Audit 
| Board, which became necessary 
| with the growth of controlled and 
paid circulation books. 

e Another AANA function is to 
watch local government regula- 
tions on the use of outdoor ad- 
vertising. In the past year it has 
fought restrictive regulations af- 
fecting many aspects of advertis- 
ing. 

In dealings with the press, the 
AANA has not hesitated to act 
collectively in advertisers’ inter- 
ests, and is constantly examining 
the relative values of competitive 
media. 


(Billings in Mill 


AGENCY RANK 


George Patterson 
J. Walter Thompson 


Hansen Rubensohn- 
McCann-Erickson 


United Service 
Publicity-Benson 


Jackson Wain 


Top Five Australian Agencies 
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tool of management. 


e Protect the interests of national 
advertisers and to serve their col- 
lective needs. 


vertising freely as a basic func- 
tion of Australian enterprise. 


It recently agreed to seek, as a 
| principle, at least three months’ no- 
tice of rate increases from media 
and has made these views known to 


18, 1928, following a meeting in|® Preserve the right to use ad- | the organizations representing me- 


| dia. 
In market research, the AANA 
has frequently initiated major 


® In 1932, the AANA formed the | projects. Lately, with the Aus- 
Australian Audit Bureau of Cir- | ‘talian Assn. of Advertising Agen- 
culations, which today has more |Cies, it played an important part 
than 700 members throughout the |i" fostering the provision of 
country. | monthly statistics covering ad- 

It was primarily also through | Vertisers’ expenditures in metro- 


state. the efforts of the AANA that 
Jack G. Lee Of Atlantic-Esso,|@8ency commissions were stand- 
jwho retired last December, re- ardized at 10% for the metropoli- 
‘called: “Circulations were what-|t@m press throughout the country. 
ever any publisher cared to claim,| 1m ‘he early days, newspapers in 
| with the exception of two or three | the State of Victoria paid only 
newspapers which regularly pub- 2%% commissions, while some 
lished audited figures. publications in New South Wales 
“There were certain rules and | Paid 15%. 
‘regulations for the accreditation) U"til about seven years ago, an 
of advertising agencies, but these | advertiser whose agency defaulted 


ls 


had been drawn up by publishers |!" the payment of his accounts 

and were not, in our opinion, suf- | with the press was likely to be 

ficiently wide to protect the inter- | @lled on to pay the account, even 

ests of advertisers. though he had previously paid his 
“At the inaugural meeting we | “8°D°Y- 

decided to form an association, | ‘ , ; 

and a special committee was ap- |‘ 8ive protection to advertisers 


politan radio. 

The 1960-’61 program of activity 
|}includes some of the most im- 
| portant projects it has undertak- 
en in recent years. 

Late last year its incoming fed- 
|} eral council decided to appoint a 
| special committee of senior mem- 

bers to examine and recommend 
|on minimum standards and serv- 
\ice which national advertisers 
should accept from their agencies. 
| The interest shown by all ad- 
| vertisers in this particular subject, 
| in view of the enormous growth of 
agency services ta their clients, 


The AANA pressed newspapers | will make the review one of out- 


| Standing importance to advertis- 


| pointed to go into the matter and | 5° that the agency, and not the/ ers this year. 


place a concrete working scheme | #4Vertiser, was liable for pay- 


before a further meeting.” | ment. 


Closely connected with the 
agency service project will be an 


; R | This has now been achieved,| examination of the house agency 
s Today the AANA’s voice is! not only with press, but also with! question. # 
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How Big Ten Spend 
Ad Money Overseas 


(Continued from Page 81) est chunk of its overseas business 
seas business from four others|in Latin America. There, sales in 
(Colgate, Sterling, Corn Products| Mexico are highest. In Europe, 
and General Motors). Germany produces the biggest vol- 

JWT has Pepsi-Cola business | ume for Coke. The company singles 
overseas and is the major inter- | oyt Japan as “a great potential 
national agency for Ford. market.” The Japanese government 

In the second tier of companies, | recently lifted import restriction on 
JWT services Kellogg, Pan Amer- foreign soft drinks, and McCann- 


ican, Chesebrough-Pond’s and | grickson. Coke’s principal agenc 
Eastman Kodak. McCann has over- | venus tere ag pM by 
seas business from Goodyear and | opening McCann-Erickson-Heku- 


Gillette. : 
Overseas operations of the lead- node te Suave. 


ing international advertisers in ; 
the U.S. are summarized in the tee Other Coke agencies are Die 
following “marketing profiles”: Werbe g.m.b.h. in Germany; Er- 


win Wasey, Ruthrauff & Ryan 
Coca-Cola Co. 


Ltd. in England; Pubblicita Inter- 
Coca-Cola 


nazionale s.r.l. in Italy; Reclame- 
is currently being | Adviesbureau Moussault in Hol- 
sold by 687 bottlers in 112 coun- land; Allmaunna Annonsbyran in 
tries, an increase of 30 in 1959 and | 


| Colgate-Palmolive 


Colgate-Palmolive Co. ended 
1960 with profits of $21,183,000, of 
which about $16,167,000, or 75%, 
represented earnings of Colgate 
subsidiaries in 42 countries out- 
side the U.S. Foreign ad expendi- 
| tures are estimated at $55,000,000. 

Colgate’s biggest markets are in 
Latin America and Europe, where 

the company does two-thirds of 
Bet dee —es : paige Stormy fe international eS = 
Peau satinée avee la mousse reposnmte oreign income was about e 
fo LL 0 | amas as in 1961, but domestic in- 

| come fell 50%. 


rants it. In Thailand, for example, 


STANDARD—The product: Lux. The 


105 


off,” with more than 90% owning 
their own land. In that country, 
Fab is a big seller. The company 
has also established detergent fac- 
tories in Malaya and Hong Kong. 
Because of the vast number of 
products Colgate sells, the com- 
pany sometimes markets the same 
product under different names and 
different products under the same 


the people are “fantastically well 


name. For instance, Fab is called 
Ola in Italy; in Britain, Ola is a 
liquid detergent. 

| To indicate the size of the Col- 
gate operation, the company was 
making 300 different products in 
Cuba when Castro nationalized the 


| Colgate manufactures locally | economy. In France, Colgate mar- 
| whenever potential volume war-_| kets five brands of toilet soap and 


|in England it sells three. 
As far as media are concerned, 


place: France. The message: The 

same as always, “9 out of 10 movie 

stars...” The agency (as usual): 
J. Walter Thompson. 


Sweden; and Clarin Publicidad e 


Iniciatizas S.A. in Spain. 


PUBLICIDAD VILA, S.A. 
OFFICES ALL OVER THE COUNTRY 
MEAD OFFICE: 

duan de Mena Street - MADRID (Spain) 


We offer you 

our Organization 
experienced 35 years 
in Selling and Advertising 


30 in 1960. With the completion of | 
18 new plants now under con- | 
struction, overseas bottlers will 
total more than half of U.S. bot- 
tlers. Coca-Cola concentrate is 
produced in 24 plants abroad. 

In 1959, the company reported 
profits of $33,581,679 on a volume 
of $342,257,378. Although Coca- 
Cola doesn’t reveal international 
sales figures, it’s estimated that 
40% of profits and 35% of sales 
come from overseas operations. In 
1960, Coke’s net profits were in- 
corporated with those of Minute 
Maid Corp., a new Coca-Cola sub- 
sidiary. Profits were $39,341,319 
on a volume of $501,986,613. 

Industry sources peg the size of 
Coke’s international ad budget at 
about $35,000,000, including bottler 
expenditures. About 30% goes for 
point-of-sale material, such as 


Who's Right—Pepsi or Coke? 

When an official at Coca-Cola 
was told that Pepsi-Cola estimated 
its overseas ad budget at $20,000,- 
000 a year, he confided: “They’re 
padding it by 40%—and that’s a 
conservative estimate.” 


metal signs and inside lithography, 
and another 30% is spent for print 
advertising. Cinema, spectacular 
signs, transportation advertising 
and “some broadcasting where 
they can use it” make up the rest 
of the Coke budget. 


® Coca-Cola Export Corp. reports 
that overseas bottlers spend half 
what the export company spends 
for advertising and promotion. 
Beside shelling out from 50% to 
90% for co-op advertising “of cer- 
tain items” (spent “early in the 
game to help the guy get started”), 
Coca-Cola Export also advertises 
in Life International, Life en Es- 
panol and Hablemos, a weekly 
supplement in Latin America. 

The Coca-Cola Export Corp. is 
a de-centralized operation, the 
company says, with most bottlers 
owning their own plants. The 
parent company provides assist- 
ance and guidance in putting up 
signs and planning campaigns, and 
it establishes bottling plants in 
new markets. After the “image” of 
Coke gets a foothold, the company 
sells out to local business men. 
Coca-Cola Export admits it owns 
“a few” plants, but emphasizes 
the arrangement is a “temporary 
thing.” 


“world’s most quoted journal”... 


The Economist 


Foreign sales more often than not depend on a 


“yes” from the men at the top. That’s why it’s important 
to know that no international publication has earned 
greater respect from this select group of decision-makers 


than The Economist. 


In every area of interest to top businessmen — politics, 


to people of high intelligence, initiative and 


most important to sway. 


= The Coke market is divided into 
ten areas, each with a resident vp 


and a revealing reader survey. 


in charge. In all, the areas have 
27 regions, each with a resident 
manager. Heading Coke’s export 
ad operations in New York is 
Joseph W. Rintelen. Robert N. 
Crane is export ad manager. 
Coke, like Pepsi, does the great- 


... weekly magazine of opinion 


world affairs, industry, finance — The Economist 
probes, analyzes, and unflinchingly comments. Not one to 
pander to the popular, The Economist appeals uniquely 


influence . . . the inner circle that’s hardest to reach, 


Your firm and products travel in good company in the 
pages of The Economist. We'll be glad to send you a list of 
American advertisers, a circulation analysis by country, 


Published in Britain...read throughout the world 


Represented in the United States by The Robert T. Kenyon Company, 527 Madison Avenue, New York 22, N. Y. 
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CREATION SNIP—“New look” in French advertising comes from SNIP, 
creative house agency for Prouvost textile company (same Prouvost 
family that publishes the two largest magazines in France, Paris- 
Match and Marie-Claire). In Astralon spread at left, “These Two 
Women: A Mystery?” copy says frankly that this off-beat photograph 


was composed simply to attract attention to Astralon fabric. At the 


right, two successive right-hand 


pages say, whether you’re “gour- 


mande” and eat heartily or “au regime” and eat very lightly, your 
taste will go for Dralon, a synthetic fibre from the Bayer chemical 


house, Germany. 


THE 


FINANCIAL 
TIMES 


LONDON, ENGLAND 


One of the world’s 
outstanding 
business newspapers 


TO REACH 
TOP MANAGEMENT 
THERE IS NO 
SUBSTITUTE FOR 
THE FINANCIAL TIMES 


For further information 
contact our exclusive U. S. 
Advertising Representatives : 


INTERNATIONAL NEWSPAPER 
ADVERTISING 
1475 Broadway New York 36, N.Y. 
BRyant 9-6344 or BRyant 9-6088 


| Colgate uses tv in 16 countries, of 
| which England, Italy and Canada 
are the biggest users. South Amer- 
ica is the biggest user of radio, 
with five hours of Colgate-spon- 
sored programs on Mexican radio 
alone every day. The company 
sponsors one hour a day of tv in 
Mexico. Use of print media is big- 
gest in Australia, South Africa 
and Europe, where literacy rates 
are highest. 

Palmolive soap and Colgate 
toothpaste are the two Colgate 
products that are sold everywhere, 
although they appear in different 
wrappers. Other Colgate products 
include shampoos, toilet soaps, in- 
secticides, cleansers, hand lotions, 
deodorants, soap pads, hair prep- 
arations and lipsticks. 


= The company estimates that it 
advertises about equally in Europe 
and the Western Hemisphere, ex- 
cluding the U.S. In Asia and the 
Far East, the company reports, no 
particular rivalry has developed 
between Colgate and Procter & 
Gamble because both companies 
are “striving for a relatively small, 
growing market.” Colgate says it’s 
“as strong as anybody” in South 
America, even after taking into 
consideration P&G and Unilever. 

In Latin America, Colgate con- 
centrates heavily on radio, with 
its own staff doing audience re- 
search. 

No one independent agency has 


La Hacienda 
SELLS 


LATIN AMERICA’S 
CONCENTRATED 


AGRICULTURAL BUYING POWER 


V_ AGRICULTURALISTS 


V AGRO-INDUSTRIALISTS 
V THE DEALERS WHO SERVE THEM! 


SINCE 1905 


THE ONLY 


AUDITED PAID CIRCULATION 


PUBLICATION IN ITS FIELD 


La Hacienda 


20 VESEY ST. 
NEW YORK 7, N.Y. 


the major share of the Colgate 
international business. Colgate’s 
house agencies, known as Palmex 
in some countries, handle the bulk 
of Colgate’s $20,000,000 advertising 
appropriation in Latin America. 
D’Arcy Advertising has a piece of 
the business in Mexico, Interna- 
tional Advertising has the entire 
account in Argentina and three 
shops—McCann-Erickson, Grant 
Advertising and Publicidad Novas 
—share the billings in Venezuela. 


s Grant handles the entire Col- 
gate account in South Africa, In- 
dia and Thailand. 

In Europe, where Colgate is 
spending an estimated $20,000,000, 
a number of agencies divide the 
business. McCann lost its Colgate 
accounts in Britain last year and 
the business there is now divided 
between Masius & Fergusson and 
Hobson, Bates & Co. In France, 
Publicis and Sodico (McCann’s 
French arm) share the account; 
in Italy, McCann, Omnia and CPV 
Italiana are Colgate agencies; in 
Germany, Masius & Fergusson, 
Markenwerbung and Rolf Ruhle 
share the account. 

Colgate’s big Australian sub- 
sidiary is handled by George Pat- 
terson Pty. 


Corn Products Co. 


Corn Products Co. has the larg- 
est international operation of any 
U.S. food company. In 1960, sales 
outside the U.S. totaled $249,500,- 
000, representing about 35% of 
total volume; foreign operations 
produced nearly $16,000,000 of 
profits, representing about 40% of 
total net income. 

Corn Products is pushing ahead 
strongly in the international sec- 
tor. William T. Brady, chairman, 
has stated his belief that the era 
of the “international brand” is 
approaching. 

As a result, CP is marketing 
brands across national borders. 
Mazola margarine was introduced 
last year in Britain and Germany, 
and Mazola is also being marketed 
now in Argentina, Brazil, Colom- 
bia and Mexico. In each case, the 
product is being manufactured 
locally. 


# CP brands are also being im- 


ported into the U.S. Knorr soups, 
the leading soup line in Europe, | 
are now being introduced in the} 
U.S. The Knorr line has also been | 
successfully introduced in Argen-| 
tina. 

In Mexico, CP introduced Hell- | 
mann’s mayonnaise and test mar- 
|keted Skippy peanut butter last | 
| year. Niagara laundry starch was | 
| marketed in Belgium. 


tures, increased sharply last year, | 


| totaled about $15,000,000, the bulk | 
| of which was spent in Europe, | 
|where the company does more | 


Overseas advertising expendi- | 


than half of its international vol- 
ume. 


® Corn Products is strongly en- 
trenched abroad. It has manufac- 
turing facilities in 20 countries and 
last year began construction of 
new plants in Japan, the Philip- 
pines, Uruguay and Brazil. 

Many U.S. food companies— 
Campbell Soup and General Mills, 
for example—are just beginning 
to expand internationally. They 
have substantial capital commit- 
ments to make. CP has these ini- 
tial capital investments behind it. 
It established its first foreign 
manufacturing operation—in Ger- 
many—in 1919. It formed a French 
company in 1920 and in that same 
year it acquired a majority inter- 
est in its British company, Brown 
& Polson. An Italian company was 
acquired in 1926 and a Dutch 
company in 1927. 


= C. H. Knorr, German-based 
soup manufacturer, was acquired 
in 1957. 

What CP management calls a 
“food revolution” is now sweeping 
Europe. This involves greater de- 
mand for convenience and better- 
quality foods. Up to now, CP’s 
major consumer product in Europe 
has been Maizena, a packaged corn 
starch (marketed in England as 
Brown & Polson’s Patent Corn 
Flour). This provided families 
with a cheap carbohydrate. 


® Although CP believes in the 
“international brand,” it apparent- 
ly does not believe in the inter- 
national corporate image. The CP 
companies abroad have local cor- 
porate names—such as Brown & 
Polson in England—and no effort 
is made to identify them as part 
of the Corn Products family. 
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| companies select their own agen- 


cies and no one agency has any- 
where near a monopoly of the 
business. McCann-Erickson does 
have different pieces of the busi- 
ness in several countries. In Ger- 
many, where CP probably has its 
largest overseas ad budget, busi- 
ness is placed directly with media. 


= Corn Products places its export 


advertising through Foreign Ad- 
vertising & Service Bureau, New 
York. 

A major step was taken last 
year with the establishment of an 
international market service group 
in Zurich. This unit was set up to 
serve all the CP affiliates with 
marketing services. 


Ford Motor Co. 


Ford Motor Co. racked up record 
international sales in 1960. While 
domestic sales were down, volume 
outside the U.S. mounted to $1,- 
808,000,000, from $1,583,000,000 in 
1959. 

The foreign market for cars and 
trucks has expanded appreciably 
in the past decade: 

In 1950, some 2,200,000 cars and 
trucks were sold by all manufac- 
turers outside the U.S.—and Ford 
accounted for more than 15% of 
this output with sales of 236,000 
passenger cars and 128,000 com- 
mercial vehicles. 

In 1960, some 6,300,000 cars and 
trucks were sold abroad—and 
Ford accounted for a little less 
than 15% of this volume with 
sales of 662,000 passenger cars and 
201,000 trucks. 


s Ford has 36 foreign subsidiaries. 
The principal ones are Ford of 
England, which has 28% of the 
British passenger car market; 
Ford of Canada, which has 27% of 
the Canadian passenger car mar- 
ket; and Ford of Germany, which 
has 10% of the German car mar- 
ket. 

Ford advertises 23 brand names 
in 80 countries around the world. 
Advertising expenditures outside 
the U.S. are estimated at $18,000,- 
000, of which $6,000,000 is spent 
in Canada, $3,000,000 in Britain 
and $1,000,000 in international 
media. For every $3 spent in ad- 
vertising, Ford spends $1 abroad 
in sales promotion. 

Local newspapers get about a 
third of these expenditures. Tele- 
vision takes about 15%. However, 
the media shares vary widely by 
country. 


= Advertising budgets are ex- 
pected to be up this year, par- 
ticularly in Australia, where the 
Falcon went into production last 
September. 

Ford’s international staff in 
Dearborn places an international 
corporate and product campaign 


Nor does CP believe in the in-| in some 30 to 35 publications. The 
ternational agency concept. Local | list is basically the same this year 
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ESTY IN FRANCE—The William Esty Co. campaign theme developed for 


Nescafe in the U.S., where the 


brand is an also-ran, has been 


brought to France by Nestle, witness this spread produced by Pub- 
licis. In France—and in most of Europe for that matter—Nescafe is 
the No. 1 selling instant coffee. 
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® Ford’s overseas distributor office 
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but the budget is up because of 
rate increases. Don McKellar is the 
staff ad manager. In addition, 


in New Jersey places ads in “di-| 
rect dealer areas”—those countries | 
where Ford does not have local 
manufacturing or assembly plants. 

Ford’s British and German sub- 
sidiaries are also major users of 
international media. 

Ford is making substantial capi- 
tal investments to expand and 
modernize facilities in Britain, 
Germany, Argentina, Brazil and 
Venezuela. During 1960 the com- 
pany increased its equity in the 
British company to more than 
90%. 


® Henry Ford, chairman and pres- 
ident, told stockholders: “Auto- 
mobile and truck markets abroad 
are growing at a pace that prom- 
ises substantial rewards to those 
manufacturers who are prepared 
to compete, both in product and in 
price, wherever there are automo- 
tive needs to be met.” 

J. Walter Thompson Co. is 
Ford’s principal agency. JWT han- 
dles international media advertis- 
ing and its overseas offices handle 
Ford in Germany, France, Italy, 
Belgium, Mexico, Argentina, Bra- 
zil, Chile, Venezuela, Uruguay and 
South Africa. In Canada, JWT 
shares the account with Vickers 
& Benson. Ford of England re- 
cently switched its account from 
Rumble, Crowther & Nicholas to 
London Press Exchange. 


General Motors Corp. 


General Motors, the world’s 
largest corporation, is an interna- 
tional powerhouse. 

Of the company’s record 1960 
sales of $12,736,000,000, approxi- 
mately 18%—or $2.3 billion—was 
done outside the U.S. GM derived 
14% of its $959,000,000 net profits 
from participation 
markets. 

Qf the 6,300,000 cars and trucks 
sold outside the U.S. in 1960, GM 
plants abtoad accounted for 979,- 
000—or about 15.5%. 

GM plants outside the U.S. and 
Canada sold 771,000 vehicles last 
year, a record high. 


| = The major GM automotive 


plants overseas are Vauxhall in 
Britain, Opel in Germany and 
Holden in Australia. Each is a ma- 
jor factor in the automobile indus- 
try of these countries. Holden is 
perhaps the most successful. Es- 
tablished in 1948, it has gone on to 
capture 50% of the Australian 
market with the compact Holden 
and, according to Fortune, “has 
managed to put close to $200,000,- 
000 in the till of the parent com- 
pany.” 

Vauxhall topped the quarter 
million production mark for the 
first time in 1960, turning out 
252,026 vehicles, a 2.4% gain over 
1959. Opel increased its produc- 
tion 11.6% to a total of 370,073 
units, half of which were exported. 
Holden’s 1960 output was 139,619, 
a gain of 8% over 1959. 

Frigidaire products are produced 
by GM subsidiaries in eight coun- 
tries—Britain, France, Australia, 
Brazil, Germany, Mexico, New 


| Zealand and the Union of South 


| 


} 
} 


Africa. The two biggest plants are 
in Britain and France. 

In Britain, GM has turned out 
more than 1,700,000 Frigidaire 
refrigerators since production be- 
gan in 1948. GM claims to be the 
top seller in the British electric re- 
frigerator market. In commercial 


refrigeration, it has more than half | 


the market. 


s A. C. Delco batteries and car 
accessories are also produced in 
Britain and France. GM’s share of 
the French battery market is 
estimated at well over 50%. 

In Britain, GM also has a Euclid 
division which turns out heavy 
earth-moving equipment. 


Unlike Ford, General Motors is Spain. Thirteen more plants are | 


in overseas 


regarded as a light ett ead 
overseas. Its worldwide advertis- 
ing expenditures, excluding Can- | 
ada and the U‘S., are estimated at 
$10,000,000. Biggest budgets are | 
in Britain, Germany and Australia. 

GM is also more decentralized | 
than Ford. General Motors Over- | 
|seas Corp. places a small amount 


bes distributor-supporting adver- 


tising out of New York, spending | 


|some $250,000 in international 
| publications and local media, but 
|GM does not maintain any cor- 
| porate international program link- 
|ing up its companies. As a matter 
of fact, GM _ stresses the local 
| ee of its overseas subsidiaries. 
|The company proudly points out 
that each refrigerator leaving the 
production line in Hendon, Eng- 
|land, “has a small Union Jack 
|neatly stuck on its top.” 


# Also unlike Ford, GM does not 
rely on a main advertising agency 
and it does not coordinate adver- 
tising in different countries 
through one agency. When it went 
abroad originally in the 1920s, GM 
put J. Walter Thompson Co. into 
business in many countries. Since 
that time, however, GM has al- 
lowed its local companies to select 
their own agencies. 

McCann-Erickson currently has 
more GM overseas business than 
any other one agency. McCann 
handles the big Opel account in 
Germany and also serves GM in a 
number of Latin American mar- 
kets. 

Robert Otto & Co., New York, 
is the GM export agency. 


LOUIS SELLS—Pepsi-Cola sent Louis 

Armstrong & His All Stars on a 

tour of West Africa in 1960, and 

used this testimonial from Louis 

in ads placed throughout Ghana 
and Nigeria. 


Pepsi-Cola Co. 


Pepsi-Cola Co., a major marketer 
overseas, had another record year 
on the international front in 1960. 
The company opened 40 new bot- 
tling plants (11 of them in Africa) 
and at year’s end had 237 plants 
operating in 86 countries and ter- 
| Titories outside the U.S. and Can- 
| ada. 
| Pepsi-Cola International has in- 
| creased its case sales by 352% in 
|the past 10 years. International 
|operations now account for an 
estimated 35% of total volume and 
/an estimated 45% of total profits. 

Coca-Cola’s international sales 
|are at least twice Pepsi-Cola’s— 
but Pepsi has narrowed this gap 
in the past decade. 


|\s Pepsi’s strongest area is Latin 
America, particularly Mexico, 
where it has 38 plants. It is also 
strong in Venezuela, where it .out- 
| sells Coke by a considerable mar- 
gin. 

Eurepean.activity is picking up. 
ight new plants were opened in 
Germany last year and one in 
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scheduled for European openings 
this year, including initial ones in 
Italy and Switzerland. 

Pepsi estimated its 1960 ad ex- 
penditure at some _ $20,000,000. 
This includes substantial outlays 
by local bottlers. Pepsi-Cola Co. 
itself owns only 12 of the foreign 
bottling operations. The parent 
company shares these promotional 
costs, but in what proportion is 
not known. 


® Pepsi’s No. 1 medium overseas 
is point of sale, which covers a 
wide variety of materials, includ- 
ing a great many different kinds 
of metal signs. Its second medium 
is radio, then films for movie 
theaters and then print advertis- 
ing. 

Overseas bottlers are supplied 
with every conceivable kind of 
advertising material from New 
York headquarters. Each bottler 
gets a promotional manual, from 
which he can order by the num. 
bers. 

In the past Pepsi has backed the 
loca! effort with an umbrella cam- 
| paign placed in international mag- 
|azines from New York. This year 
the international campaign has 
been dropped because the com- 
'pany felt funds could be used 
| more effectively at the local level 
However, Pepsi emphasizes that 
| this is a temporary move. 

Pepsi’s worldwide theme has 
been: “The Refreshment of Friend- 
| ship.” 

Pepsi divides the world into six 
divisional areas, each headed by a 
vp and each staffed with a mar- 


keting directcr. The marketing vp | 
of Pepsi-Cola International, head- | 


quartered in New York, is Peter 
Warren. Alan Pottasch is director 
of marketing services and Fred 
Fleischmann is administrator of 
| the marketing department. 


s Batten, Barton, Durstine & Os- 
born, Pepsi’s domestic agency, 
services the international division 
in New York, but many different 
local agencies are used abroad. 

One of the interesting develop- 
ments of the past few years, how- 
ever, has been the emergence of 
J. Walter Thompson Co. as a lead- 
ing Pepsi agency overseas. JWT 
offices now work for Pepsi in 
Germany, Chile, Argentina and 
Brazil, and the JWT office in 
Milan has been selected to handle 
the Pepsi introduction in Italy 
this spring. 

Another important agency on 
the roster is Colman, Prentis & 
Varley, which has the Pepsi busi- 
ness in Britain and in Venezuela 
through its big Caracas associate, 
CORPA. The agency with the big 
Mexican billings is Publicidad In- 
teramericana. 


Procter & Gamble Co. 


Procter & Gamble Co., second 
largest advertiser in the US., is 
well on its way to becoming the 
leading U.S. advertiser overseas. 
| P&G did not pay serious atten- 
| tion to foreign markets until after 
World War II. By that time, it was 
|;many years behind Unilever and 
| Colgate. However, the Cincinnati 
|marketer has made up for lost 
_ time in a hurry. 

International operations have 


PRIZE-WINNER—Spectacular color gatefold produced by Kenyon & Eck- 

hardt de Mexico for Kodak Mexicana helped agency and client win 

the annual Teponaztly award for the best advertising campaign of 
1960 in Mexico. 


| advanced to the point where they 
|now account for an estimated 15% 
‘of P&G’s $1.5 billion volume and 
an estimated 20% of the $100,000,- 
000 profits. 

P&G companies now operate in 
Mexico, Puerto Rico, Peru and 
Venezuela. In February, a new 
subsidiary was organized in Chile. 

The big overseas money-maker 
is Thos. Hedley & Co., British 
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subsidiary acquired by P&G in 
1930. Before World War II, Uni- 
|lever dominated the British mar- 
ket for washing agents, account- 
ing for more than 60% of sales. It 
|was a different story after the 
_ war with the introduction of deter- 
jgents. Hedley, capitalizing on 
| P&G’s successful marketing in the 
|U.S., brought in Tide, Daz and 
|Dreft, and before Unilever could 
|turn around it had captured 75% 
of the detergent business. 

Detergents have continued to 
make inroads on soap products 
and while Unilever has staged a 
strong comeback Hedley products 
are still believed to command 
more than 50% of the detergent 
market in Britain. 

From Britain, P&G has moved 
into continental Europe. Full-scale 
marketing is conducted now in 
France, Italy and Belgium. Next 
on the schedule is Germany, where 
a new P&G factory is now going 
up outside Frankfurt. Export mar- 
keting has been centralized in 
Geneva. 

(Continued on Page 108) 


**..and in Canada 


...our most important 


market is Montreal and 
the Star gives us the 
kind of coverage we 


need. Any questions?” 


We have the answers to many ques- 
tions about Montreal and the Star. 
You'll find them in the Star’s latest 
Market facts book—now available. 
Write for a complimentary copy. 


Che Montreal Star 


Represented nationally by 


| O'Mara and Ormsbee Inc. 


| 
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P&G announced last month that 
it will erect a research and tech- 
nical services center on a 25-acre 
site adjoining the site of the recent 
Brussels World’s Fair. The center, 
which will employ some 200 scien- 
tists, technicians and other person- 
nel, will be completed in 1962. 


s Procter & Gamble is spending 


an estimated $35,000,000 on ad- 
vertising outside the U.S. Britain, | 
which is by far the biggest mar- | 
ket, accounts for the great bulk | 
of these expenditures. P&G adver- | 
tising in Britain is now believed 
to be in excess of $20,000,000. Brit- 
ish advertising is expected to 
move up sharply again in 1961 
when Hedley introduces Crest | 
teothpaste there. 

P&G relies heavily on its US. 
marketing experiences. It will of- 
ten use the same advertising 
themes and it will follow similar | 
media strategy. Thus, in Britain, 
it was quick to jump on the tele- 
vision bandwagon when this medi- 
| 


retail 
sales 
in 
North 


America 


MONTREAL 
Sold on 

and 

sold by 
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morning 
newspaper 


Ghe Gazette 


Canada’s Best Newspaper 


a Lee 


| um became available to adver-| Far East accounted for 28%. 


tisers. Hedley became one of the 
first British advertisers to put 


/more than 50% of its budget into 


tv. In Latin America, radio has 
been the company’s No. 1 medium. 


= P&G has also shown a decided 
preference for local offices of its 
U.S. agencies. Its interest in for- 
eign markets has been a major 
factor influencing its U.S. agencies 
to go abroad. In Britain, for exam- 
ple, Hedley’s billings are divided 
among Young & Rubicam, Benton 
& Bowles, Garland-Compton (all 
P&G agencies in the U.S.) and Er- 
win Wasey, Ruthrauff & Ryan. 
Noble Advertising, headed by 
American-trained Ed Noble, han- 


|dles the big P&G account in Mex- 


ico. P&G uses Young & Rubicam 
in Puerto Rico and Venezuela, 


| with CORPA also handling part 
of the account in Venezuela. 


On the European’ continent, 
P&G has been using Elvinger and 
Dorland. Y&R has gotten the nod 


| for Germany. 


Standard Oil Co. 
(New Jersey) 


Standard Oil Co. (New Jersey) 
earned $688,000,000 on a volume of 
$8,890,000,000 in 1960. Jersey re- 
ported that 66% of its profits—or 
$454,080,000—-was derived from 
operations outside the U.S. West- 
ern Hemisphere countries (Can- 
ada and Latin America) accounted 
for 38%. Europe, Africa and the 


See you 
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SPANISH ADVERTISING consuttants 


Inquiries invited without obligation. Brochure 


on facilities and services available on request. 


INTERNATIONAL ADVERTISERS 


304 NORTH STANTON STREET 


at the 


CONVENTION 
17-20 


EL PASO, TEXAS 


i a S| 
ON THE ROAD—U. S. Rubber promotes its Royal truck tires in Mexico 
with this exhibition trailer, “The March of Sports,” which features 
a picture gallery of great sports heroes and has facilities for show- 
ing a 12-minute film on sports. 

Mexico. Noble Advertising is the U.S. Rubber agency in Mexico. 


The van has toured throughout 


Jersey Standard, world’s largest 
oil producer, maintains production, 
refining and marketing affiliates 
in Latin America, Europe and 
North Africa. It has also been 
operating in the Far East under a 
50-50 partnership with Socony 
Mobil in Standard Vacuum Oil; 
however, this partnership is being 
dissolved as a result of a success- 
ful anti-trust action by the federal 
government requiring the two oil 
giants to go their separate ways in 
the Far East. 

In Europe, Jersey has full-scale 
marketing subsidiaries, which sell 
a complete line of Esso brand 
products in 13 countries. Eight of 
these companies also operate re- 
fineries. In Portugal and Spain, 
because of government restric- 
tions, affiliates sell only lubricants. 

In Latin America, Jersey affili- 
ates sell a complete line of Esso 
products in eight countries. In 
Bolivia and Equador, only lubri- 
cants are sold. 


® Total advertising expenditures 
by Jersey affiliates amounted to 
about $30,000,000 in 1960, of which 
$20,000,000 was spent in Europe 
and Africa, $4,000,000 in Latin 
America and $5,000,000 in Canada. 
Another $1,000,000 was spent by 
Jersey in the Stanvac operation in 
the Far East. 

The parent company describes 
itself as largely an “investment 
banker.” Individual advertising 
budgets go to New York head- 
quarters “only for review.” The 
affiliates choose their own media 
and map their own campaigns. 
“It’s a completely de-centralized 
operation,” a company spokesman 
said. 

To protect its investment, how- 
ever, Jersey charges each affiliate 
with the responsibility of meeting 
certain production and marketing 
requirements. The parent com- 
pany will also coordinate efforts, 
such as preparing a unified road 
map of Europe for distribution at 
Esso stations. 


is only a marketing affiliate—that 
is, it does not refine or produce its 
own oil. Svenska obtains Esso 
products from Esso Petroleum in 
England. The English affiliate, 
which both refines and markets 
Esso products, in turn buys the 
crude oil from Aramco in Arabia, 
which is 30% owned by Standard. 
The function of the parent com- 
pany in New York is “to make 
possible the maximum use of 
capital investment and develop- 
ment in the Jersey family around 
the world,” according to a com- 
pany official. 


= Jersey estimates that it spends 
about 18% of its Latin American 
ad budget in radio, 17% in tv and 
20% in newspapers and maga- 
zines. In Europe, 30% is spent on 
“press” advertising, including 
business publications, 8% is spent 
on tv and 2% on radio. 

The principal Standard agency 
is McCann-Erickson. McCann serv- 
ices affiliates in France, Belgium 
and Germany, and it» has the 
major share of the British account. 
In Italy, Itam is the Standard 


handles the account. In Canada, 
MacLaren and Cockfield, Brown 
share the business. 


Sterling Drug Inc. 


Sterling Drug Inc. has one of 
the largest 
tions of any U.S. drug company. 

Sterling products are sold in some 
100 countries. The company has 
major manufacturing operations in 
Britain, Australia, 
and throughout Latin America. 

In 1960, foreign sales totaled 
$92,500,000, a $10,000,000 increase 
over 1959. This represented 38% 
of Sterling’s total volume. 

To promote these sales, Sterling 
invested an estimated $20,000,000 
in advertising outside the US. 
Virtually all of this investment 
was made by the local companies 
abroad. Budgets are submitted to 
New York for review. 


= Sterling markets a wide line of 
products, both proprietaries and 
ethicals. Ethicals are marketed 
abroad under the Winthrop name. 
Sterling’s most important brand 
name is Bayer, but this is a name 
that the company cannot use in 
every part of the world. 

In continental Europe, the Bayer 
name remains the property of the 
German Bayer company. In Latin 
America, Sterling’s well known 
subsidiary, Sydney Ross Co., has 
developed other brand name pain 
relievers. The top-selling analges- 
ic in Latin America is Sterling’s 
Mejoral. Other pain relievers mar- 
keted in Latin America by Ster- 
ling are Cafenol and Cortal, both 
APC compounds. Subsidiary com- 


| Royal Dutch Shell, Jersey’s main | 


| competitor, outspends Esso in ad- | @ 


| vertising even when each has an 
jequal share of the market. In 


| Latin America, where Esso is the | iim 
| old, established brand, Jersey out- | Ram 


sells Shell two-to-one. In Europe, | 
where Shell is the old-timer, that | 
company has a slight lead as an} 
individual brand but because of 
| Esso byproducts, it’s a neck-and- 
neck race, Jersey says. 

In France, Shell is ahead by 
about 1%; in Italy, Shell is “a few 
| percentage points ahead”; in Ger- 
|many, both companies are about 
|equal; in the Netherlands, Shell’s 
stamping grounds, it’s “quite far 
ahead”; in Belgium, Shell is “a 
| little ahead.” A Jersey spokesman 
| sums up by saying: “It’s a con- 
|stant battle in Europe. Shell is 


# Industry sources estimate that |§ 
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| EMULATION—The U 


| Foods seeks to make capital out of 


agency. In Latin America, McCann | 


international opera- | 


South Africa} > 


S. is known as a 
| coffee-drinking nation and General Japan, Thailand and Malaya. 


Advertising Age, April 17, 1961 


panies in Canada, Australia and 
South Africa carry the Bayer 
name in their corporate titles. 

In several countries—Canada is 
one—Sterling continues to hold 
the right to the trademark, As- 
pirin, and no other manufacturer 
may market a product bearing 
that name. 


# Phillips’ Milk of Magnesia, the 
Sterling laxative, is another prod- 
uct with a worldwide reputation. 
In Britain, the company has lead- 
ing sellers in Andrews’ Liver Salt 
and Detrosa, a vitamin supplement. 

New plants were opened in 1960 
in Costa Rica and Nicaragua. Of 
the company’s 15,000 employes, 
located in 63 countries, less than 
40%—or 5,788—are employed in 
the U.S. 

Not much of Sterling’s overseas 
advertising passes through the 
hands of agencies. In Latin Amer- 
ica, Sydney Ross places all ad- 
vertising directly with media. 
Much of the ethical drug adver- 


| 
| 


| 
| 


DEBUT—Campbell soup is being in- 

troduced in West Germany this 

year with ads like this—‘New for 

the German kitchen”—via H. K. 

McCann. In Britain, Campbell’s in- 

troduction ‘is being handled by 
J. Walter Thompson. 


tising is also handled internally. 
In Australia, however, Hansen 
Rubensohn-McCann-Erickson does 
have a major share of the Sterling 
account. 


Warner-Lambert 


Warner-Lambert Pharmaceuti- 
cal Co., long active in foreign mar- 
kets, today has a strong interna- 
tional operation, reaching into 
every part of the world. 

In 1960, when domestic sales 
rose only $1,573,000 to a total of 
$143,159,000, sales of overseas sub- 
sidiaries advanced from $38,544,- 
000 to $44,014,000. The net profit 
contribution of the overseas com- 
panies totaled $5,833,000. In addi- 
tion, Warner-Lambert cleared some 
$1,000,000 on export sales and roy- 
alties received from licensees. 

Total net income in 1960 was 
$16,500,000. 
| Pharmaceuticals account for 65% 
of foreign sales, toiletries and cos- 


: |meties 32% and sundries 3%. 


|" Ethical drugs, promoted to doc- 


| tors, represent a substantial por- 
|tion of foreign sales. Many of the 
| Warner-Lambert cosmetics enjoy 
|strong brand positions abroad. In 
| sophisticated markets, the DuBar- 
[ty and Richard Hudnut lines have 
well-established positions, thanks 
to a marketing history that goes 
back many years. 

In less sophisticated markets, 
proprietaries such as Dr. Sloan’s 
liniment and other Dr. Sloan prod- 
jucts continue to do well. 
| Like other companies active in- 
|ernationally, W-L is moving in- 
|creasingly into local production. 
|Toward that end, new corpora- 


| tions were formed last year in 


ahead in Scandanavia, but the "Mis in Britain by pointing out that), a1... in 1960, a new plant was 


| Maxwell House Instant is “Amer-| opened in Austrelia and construc- 
Here’s how the Jersey operation |‘ca’s favourite coffee.” Young &|tion of a new plant was begun in 


rest is very, very close.” 


works: Esso Svenska in Sweden 


Rubicam is handling. 


Ireland. The company noted that 
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St FUNDADOR 
e016 presents... 


GUASTELLA IN MADRID—Mariano Guastella, who used 
to operate Cuba’s largest agency, has built a major 
agency in Spain during the past year. Publicidad 
Guastella, which opened in Madrid in April, 1960, 
now has a staff of 40, a branch office in Barcelona 


Un nuevo producto | 


contra resfriados y 


Con le gorentio de SLOAN... Un nuevo producto pare combatir 
y olivier of malester preducide per resiriedes y cuterres. 


ingredientes formuta eactutive, 
ferme sine inmeciote Hoy mame puede edqurite en 8 Farmacia. 


SLOAN 


tarros 


and enough business to predict billings of $1,000,000 
for 1961. Shown here are two of its recent efforts 
—an ad for Pedro Domecq’s Fundador. brandy 
and introduction of a new cold remedy for old Dr. 
Sloan of Sloan’s liniment fame. 


as integration of European econ- 
omic community progresses, “we 
are fortunate in being firmly es- 
tablished in the key countries of 
these markets and thus in a posi- 
tion to adjust to any eventuality.” 


s Warner-Lambert spent some 
$10,000,000 on overseas advertis- 
ing in 1960, the great bulk of it 
spent locally by the overseas com- 
panies. The company is not :an 
important advertiser in interna- 
tional media. 

W-L’s principal agency over- 
seas is McCann-Erickson, although 
the company also uses the serv- 
ices of some 20 other agencies. 
McCann has the business virtually 
everywhere in Latin America and 
in France. 

Among other W-L agencies are: 
Britain, Armstrong-Warden and 
Legget Nicholson; Germany, Carl 
Gabler and Griffon; 
Jackson Wain and Hawkins Ad- 
vertising; South Africa, Afamal 
and Van Zijl & Van Zijl; Hong 
Kong, Cathay; and Puerto Rico, 
Young & Rubicam and West In- 
dies Advertising. 


Beans to Corn Flakes 


In addition to the ten companies 
profiled above, there are many 
other U.S. corporations deriving a 
substantial portion of sales and 
profits from overseas operations— 
and the list is growing each year. 

Among at least ten other com- 
panies estimated by AA to be 
spending a minimum of $5,000,000 
in advertising outside the U.S. are 
the oil giants, Socony Mobil, Gulf, 
Standard Oil of California and 
Texaco—each deriving more than 
40% of its income from overseas 
operations. Texaco and SoCal op- 
erate in many areas overseas 
through a jointly owned subsidi- 
ary, Caltex. 


s Tire manufacturers—Goodyear, 
Firestone and U.S. Rubber—also 
have major investments abroad. 
Goodyear and Firestone each has 
more than 20 plants overseas and 
each derives an estimated 25% of 


its income from these operations. | 


Pharmaceutical manufacturers 
do a healthy business overseas. 
American Home Products, Abbott 


son Co. serves as Pan Am’s world- 
wide agency. 

The airline is a major user of 
international publications. For 
example, earlier this year Pan Am 
paid $42,000 to run an eight-page 
four-color insert in Life En Espan- 
ol, the largest ad ever carried by 
this publication. This was placed 
by Pan Am’s Latin American di- 
vision, headquartered in Miami, 
which has an ad budget of $1,750,- 
000. The Life En Espanol ad pro- 
moted travel to different places in 
the world and was followed up 
with 70” insertions in 20 Latin 
American newspapers. It was also 
merchandised vigorously to travel 
agents by Pan Am and Life En 
Espanol. 


Chesebrough-Pond’s—tThis is 
one of the world’s largest interna- 


Australia, | 


tional cosmetic operations. Both 
Chesebrough and Pond’s marketed 
abroad before 1900. Northam War- 
‘ren, which was recently acquired, 
|also has an extensive foreign op- 
jeration. Result: Chesebrough- 
|Pond’s now does about half of its 
$70,000,000 volume outside the 
U.S. In 1959, international oper- 
ations accounted for 57% of the 
net. The company has manufac- 
turing facilities in 48 countries, 
distribution in 133. Worldwide ad- 
| vertising expenditures, excluding 
| the U.S., are now about $6,000,000, 
/handled mainly by J. Walter 
| Thompson offices. 


Nelbog ge 
CORN sunshine/ 


FLAKES 


Rec 


South America). New plants are 
now going up in Brazil and Vene- 
zuela. Corn flakes and Rice Kris- 
pies are the two products produced 
in every plant. The company 
spends more than $5,000,000 on ad- 
vertising outside the U.S. J. Wal- 
ter Thompson Co. is the Kellogg 
agency in all markets outside the 
U.S. and Canada. 


Gillette Co.—Gillette does about 
60% of the world razor blade 
volume and its advertising ex- 
penditures outside the U.S. are 
estimated at $7,500,000. It derives 
50% of its profits from overseas 
operations. Gillette uses _ local 
agencies abroad, although McCann- 
Erickson handles some export ad- 
vertising out of New York and its 
offices serve Gillette in several 
Latin American markets. 


Eastman Kodak—Kodak has 
more than a quarter of $1 billion 
in overseas sales, with earnings in 
excess of $25,000,000. The company 
markets on a worldwide scale, 
with ad expenditures well in ex- 
cess of $5,000,000. J. Walter 
Thompson is Kodak’s major over- 
seas agency, although it does not 
have the account everywhere. 


H. J. Heinz—Heinz has well- 
established manufacturing subsid- 
iaries in the big British Common- 
wealth countries—Canada, Britain 
and Australia. It built its first plant 
—in England—in 1896. In 1959, it 
derived no less than 66% of its 


profits from overseas operations. It 
has acquired a Dutch company to 
spearhead its invasion of the Euro- 
pean market. Biggest overseas 
subsidiary is in Britain and Young 
& Rubicam has the account there. 


Chas. Pfizer & Co.—This is the 


| wonder international story of the 


drug industry. In 1951, Pfizer was 
a $100,000,000 company and did 
not make a single product outside 
the U.S. By 1959, Pfizer sales had 
amounted to $250,000,000 and for- 
eign sales alone had passed total 
1951 volume. Pfizer now does 
about half of its $270,000,000 vol- 
ume outside the U.S. and the 
overseas profit contribution is put 
in the 50 to 66% range. Pfizer 
sells in 100 countries and has 
manufacturing facilities in 24. 
Primarily an ethical drug and 
chemical manufacturer, Pfizer has 


Laboratories, Parke, Davis, Merck WEATHERVANE—During one of the| moved into the proprietary field 
& Co., Eli Lilly and Richardson- | wettest summers on record in Brit- |in several markets overseas. Over- 
Merrell (formerly Vick Chemical) | ain, J. Walter Thompson Ltd. pro- | seas advertising expenditures are 
all have more than 20% of their|moted Kellog’s Corn Flakes with | believed to be in excess of $5,000,- 


volume abroad. 

The following are thumbnail 
sketches of 
tions of some major advertisers: 


international opera- | 


| posters inviting consumers to “Help 


| yourself to extra sunshine!” 
| 


Kellogg Co.—The Battle Creek 


Pan American World Airways— | cereal maker has made corn flakes 


A 100% international airline, with 
no routes in the U.S., Pan Am has 
an estimated worldwide budget of 
$18,000,900. This figure includes 
sales promotion expenditures and 
some $6,000,000 spent on advertis- 
ing in the U.S. J. Walter Thomp- 


| an international breakfast. Kellogg 
|now has subsidiaries in 17 coun- 
\tries, primarily in British Com- 


‘monwealth areas. In 1960, new | 


plants were opened in Finland, 
(the 
in 


| Switzerland and Colombia 


company’s first installation 


000. Local agencies are used. 


Goodyear Tire & Rubber—Good- 
year reported profits of $71,022,877 
in 1960 on a volume of $1,550,940,- 
|519. Profits of foreign subsidiaries 
amounted to $25,385,383. Overseas 
jadvertising expenditures “are in 
| the neighborhood” of $10,000,000. 

The company reports it is “far- 
| ther ahead” in the Latin American 
markets, where it has been estab- 
lished for 30 years, than in Europe, 


} 
| 


with the exception of Britain. 
Goodyear owns tire plants (cen- 
trally controlled with local ad- 
ministration and profit responsibil- 
ity) in France, Canada, Indone- 
sia, Argentina, Luxemburg, Scot- 
land, Australia, Mexico, Peru, the 


| Philippines, Sweden, Brazil, South 


Africa, Venezuela, England and 
Colombia. It expects to be operat- 


jing a new plant in New Delhi, In- 
‘dia, this year. 


# In addition, Goodyear has li- 
censing arrangements with local 


|manufacturers in Chile, Germany, 


|Ireland, Italy, Japan, New Zea- 
‘land and Portugal. The parent 
|company, headquartered in Ak- 
|ron, O., provides technical assist- 
,ance and the Goodyear tire molds 
to these licensees. 
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There is a third type of oper- 
ation in non-plant markets, which 
are located in every other country 
not already mentioned outside the 
Iron Curtain. These markets are 
served by exports from the Good- 
year plants. 

Goodyear says it is “strong on 
dealer help” advertising and also 
concentrates on tv saturation in 
the Latin American markets. Out- 
door and press are other media 
the company relies on. 

A major agency re-alignment 
was made by Goodyear in Novem- 
ber, when it appointed McCann- 
Erickson as its international agen- 
cy. Previously Young & Rubicam 
and Kudner Advertising placed 
the company’s overseas advertis- 
ing from this country. + 


Want to increase sales? 


sales personnel? 


investment? 


sional men in the Latin Americas. 


fessional men, etc.) 


local contacts and influence 


separate from dues. 


dence .. . REVISTA ROTARIA 


making power. 


and services. 


his home locality. 


looking for 
BUSINESS 
CONTACIS IN 
THE LATIN 
AMERICAS? 


Like to spread and multiply distribution? 
Need a good distributor? dealer? manufacturer's rep? 


How about manufacturing facilities? warehousing? 


Any type of ethical business connection? 
There is an easy way to make the kind of contact you need. 


REVISTA ROTARIA, an official publication of Rotary International, 
is received monthly by 40,000 local business executives and profes- 


These men are engaged in all types of legitimate business. Their very 
membership in Rotary requires a business classification. 


And their membership in Rotary also requires them to be recognized 
ethical businessmen. In fact, one of the objects of Rotary is to develop 
and maintain high ethical standards in business and professions. 


You, as an advertiser in REVISTA ROTARIA, are assured of reaching 
* @ carefully selected business audience 


* a broad-base audience, engaged in all kinds of business 
* a multi-level audience (dealers, distributors, manufacturers, pro- 


* well-known, well-connected community leaders with established 


When you talk to a Latin American businessman through REVISTA 
ROTARIA, you are speaking to him through his own business organi- 
zation magazine to which he voluntarily subscribes—and pays for, 


And you speak to him in his native language. 


You make your contact through a source in which he has great confi- 
.. . his organization magazine. 


And you've pre-screened your replies so you know they come from 
active businessmen—and ethical businessmen who have decision 


Can this kind of audience help you? 


Among REVISTA ROTARIA subscribers: 


67% are General Officers of their companies; 18% are Major Oper- 
ating Heads; 15% are in the professions or related thereto. 
49% are engaged in various kinds of industry; 36% are in trade 


71% are on company policy and planning boards; 56% are directors 
in one or more companies other than his own. 

91% buy, specify or approve purchases in their firms. 

Average annual income is $13,500 and median is $11,600; 79% own 
their own homes; 52% own income producing property; 92% own 
personal cars; average subscriber travels 9,000 miles per year outside 


‘If this kind of audience offers you the opportunity to make the kind 
of business connections you need in the Latin Americas. . . . 


Make your contact at surprisingly low cost through 


REVISTA ROTARIA 


An international publication of Rotary International 
Write Dept. MA, 1600 Ridge Avenue, Evanston, Illinois 
Complete market, circulation and rate details on request 
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$55,000,000 Push 
Backs Philips 
of Eindhoven 


Meroe 


(Continued from Page 81) 
ment with its own silkscreen print- | 
ing shop. 
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s In the larger markets, there is 
decentralization by industrial di- | 
vision. Philips products break down 
into 13 divisions, such as light (the 
company makes 30,000 different 
types of electrical lamps), tele- 
communications, music, medical 
equipment, chemical products. 
Each industrial division within 


a country _ its ag oe olaueds oe () ‘ 
ene permet ater Ditton bens @ 

manager, who reports to a genera ae 

advertising manager. For exam- pe pheasant aNe 


ple, Philips Holland—in the home 
country—has eight divisional ad | 
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Occupying an area of 20 acres, the 
Ashoka Hotel—the largest project 
of its kind in India—stands out as 
another shining example of Phihps 


is so essentially a 
pert of the whole conception that 
it presents an architectural master 
piece which belies the fact that it is 
achieved by artificial means 

Philips exclusive lighting consist- 
ing of lamps, fittings and accessories 


managers, headed by the general 
advertising manager for the coun- 
try. 

Philips uses the services of more 


o*plesp 
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than 40 advertising agencies 
throughout the world. In one mar- | 
ket, there are seven local agencies 
assigned to Philips products. In 
some countries—Switzerland, for 
example—Philips places its adver- 
tising directly. 

Well known names on the Phil- 
ips agency roster include C. J. La- 
Roche & Co. (U.S.A.), Leo Burnett 
Co. (Canada), Erwin Wasey, Ruth- 
rauff & Ryan (Britain), William 
Wilkens (Germany), Heumann 
(Germany), Elvinger (France), 
J. Walter Thompson (South Afri- 
ca, Italy, India), De La Mar 
(Netherlands), Prad (Netherlands) 
and Smit (Netherlands). 


e 3. To act as a clearing-house for 
ideas, campaigns and promotions 
used in individual markets. 


a GA.D.’s 150 executives are 
partly divided into small groups, 
corresponding with the worldwide 
industrial division structure, and 
partly they work in production 
units. These units prepare basic 
advertising ideas and material, 
either by order of G.A.D.’s own 
industrial division groups or as a 
service for Philips advertising de- 
partments all over the world. 

The men of G.A.D. form a huge 
“brain trust,’ which can be con- 
sulted on any advertising prob- 
lem by every Philips advertising 
department in the world. This 


e When advertising men think of 
Philips, they think of Sies Nu- 
mann, the hearty, dynamic “mo- 
tor” of Philips advertising. Still in 
full swing at 56 after more than 


FARFLUNG—Philips’ world ad program ranges from washing machine ad in Egypt to lighting ad in India. 


area. 


The only advertising placed by 
G.A.D. is the corporate image 
campaign running in international 
magazines such as Life, Time and 
Vision. This prestige advertising, 
produced by two Dutch agencies 
Van Alfen and Smit, can be bought 
by the local advertising depart- 
ments for use in local media, but 
there again the decision lies en- 
tirely with the local advertising 
manager. 


® This complicated worldwide 


LIGHTING BY PHILIPS 


ensures ultimate economy through 


rue mor mi cost and gives longer, 
trouble-free performance. Philips’ 
scientifically designed equipment is 


growing demands of better lighting 
And hand-in-hand with Philips’ un- 
rivalled quality goes the invisible plus 
of Philips’ international experience 
and know-how. 


PHNLIPS: 
EQ PHILIPS os sen oma ero 


as in Ceylon, and the Carribean {ous local manufacturing plants in 


, | self to a series of one type. 
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ECM Spurs European 
Agencies to Launch 


International Units 


AMSTERDAM, April 11—Organi- 
zation of the European Common 
Market has spurred agencies to ex- 
pand their international activities. 

Two leading Dutch agencies— 
Smit’s and Prad—have organized 
separate international units. 

Heading up Smit’s International 
Advertising is Ernst Smit, 32-year- 
old son of the founder of the agen- 
cy. Among the accounts served are 
KLM Royal Dutch Airlines, Philips 
and Heineken’s beer. 

Mr. Smit received his first agen- 
cy training with J. Walter Thomp- 
son Co. in London and later worked 
for Charles W. Hoyt Co. in New 
York before returning to Amster- 
dam in 1957. 

Prad’s international division has 
been organized as Interad, which 
stands for “international advertis- 
ing” (Prad itself stands for “pro- 
| gressive advertising’’). 

Among the agency’s international 
accounts are Beecham (Brylcreem 
and Macleans), Gillette, General 
Motors and Standard Brands. # 


um illumination level at lowest 


Four Overseas 
Agencies Report 
Their Billings 


New York, April 11—Late bill- 
ings returns are still reaching 
ADVERTISING AGE from overseas 
agencies. 

AA carried billings reports from 
more than 200 foreign agencies in 
its Feb. 27 issue. The following 
are four additions: 


the six countries so that each 
plant specializes in a specific 
range. No longer will it be neces- 
sary to have all radio plants man- 
ufacture the full series of sets; in- 
stead, each country can limit it- 


# This change will have its ef- 
fect on advertising as well. Pre- 
parations are already being made 
for more coordination in this field, 
a movement away from decen- 
tralization, which up to now has 
been the standard policy. As a first 


Wahl Asmussen Reklame Mar- 
keting, Copenhagen, reported bill- 
ings of $3,600,000 in 1960, com- 
pared with $3,300,000 in 1959. The 


® 


30 years of advertising service 
with Philips, Mr. Numann—now | 
a director of the company—com- 
mands the headquarters of Phil- 
ips advertising known as G.A.D.— 


“brain trust” sends out a continu- 
ous stream of books, portfolios and 
brochures to the local advertising 
departments, offering them infor- 
mation, advertising themes, films 


agency added United Shoe Ma- 
chinery and Wasa Spisbrodsfabrik 
during the year; no accounts were 
lost. Newspapers took 45% of bill- 


and tv spots, radio commercials, in 
short all sorts of material, on a 
“take it or leave it” basis. 

G.A.D. also has a special de- 
of we activate, stimulate and partment which prepares the ad- 
coordinate Philips advertising all | vertising for underdeveloped mar- 
over the world. | kets where Philips does not have 
e 2. To advertise the corporate its own sales organization but 
image. | works through selling agents, such 


the general advertising depart- 
ment. 


G.A.D. has three main jobs: 


For LEBANON 
and the MIDDLE EAST 


USE THESE 2 DAILIES... 
AL-HAYAT... 


Arabic morning newspaper, published daily (excl. Mondays) at 
Beirut. Price per copy 25 piastres (744d.). The acknowledged leader 
of the Lebanese press, with the largest circulation in Lebanon and 
Jordan plus influential readership in Saudi Arabia and the Persian 


Gulf states. First in circulation, in prestige and in advertising volume. 
Net circulation 18,095. 


* Auditors’ Certificates available * 
THE DAILY STAR... 


English morning newspaper, published daily (excl. Mondays) at 
Beirut. Price per copy 25 piastres (744d.). The only English language 
newspaper of Lebanon, read by many English-speaking Lebanese in- 
cluding staff, students and graduates of the American University, 


as well as by members of the foreign business community and by 


tourists. Net circulation 6,194. ‘ 


Exclusively represented 
IN U.K. BY 


IN THE U.S.A. BY 
Josnua B. Powers Lp. 


Josuua B. Powers Inc. 


of Philips’ international corporate 


structure makes it impossible to 


penditures of Philips for 1961. 
Local billings figures arrive in 


the end of the year is it possible | 
to figure out how much was spent 
all over the world. Likewise, it is 
difficult to evaluate the media 
breakdown of this huge appropria- 
tion. A rough estimate fixes print 
advertising as 40% to 60% of the 
total billings. One must remember 
that Europe, which has a limited 
amount of radio-tv advertising, 
| accounts for by far the largest 
| part of the Philips total sales rev- 
j}enue. In Latin America, radio 
and tv are second on the media 
list. 

Mr. Van Geel, assistant deputy 
|}of G.A.D., when asked about new 


| developments in Philips advertis- | 


|ing activities, commented that 
the formation of common markets, 
comprising a number of countries, 
|has presented Philips with new 


27 Cockspur Street 
London S.W. 1, England 
Tel: WHitehall 3366 


551 Fifth Avenue 
New York 17, N. Y. 
MUrray Hill 2-1935 


| problems in selling and advertis- 


Market becomes a reality, it will | 
\be a logical step to change the | 


§ production programs of the vari- 


INTERNATIONAL UMBRELLA—“The Entire World Has Confidence in Phil- 
lips” says this color spread placed in international magazines, part 


up local advertising efforts. 


| step, 


pe a forecast of the total ex- | steering committee was set up, 


Eindhoven gradually and only by | ket countries, with Mr. Numann as 


ing. When the European Common | 


ings, magazines 25%, point of sale 
| 8%, business papers 8%, radio 4%, 
cinema 4%, outdoor 2% and 4% in 
media outside of Denmark. The 
agency has 120 employes and looks 
for a volume gain of 15% in 1961. 


E. Lindsay Smithers (Pty) Ltd., 
South African agency headquar- 
| tered in Johannesburg, billed $3,- 
700,000 in 1960, compared with 
| $3,750,000 in 1959. During the year 
the agency added Imperial Chem- 
ical Industries, Bata Shoes, Decim- 
ilization Board and Willys Afrika 
Ltd.; Burlington Hosiery was 
dropped. The agency has 165 em- 
ployes in three offices and sees 
1961 about the same as last year. 


image campaign, designed to back 


a European advertising 


Briggs, Canny, James & Paramor, 
Australian agency headquartered 
in Sydney, billed $4,065,480 in 1960, 
compared with $3,979,59!r in 
1959. During the year the agen- 


consisting of the general advertis- 
ing managers of the Common Mar- 


chairman. It will study the pos- 


sibilities of streamlining and|cy added Hoover, Penfolds Wines 
and standardizing the advertising | and Unilever’s Rexona company; 
image of Philips in the Common) Australian Fixed Trusts and Air- 
Market area. Subjects under dis-| lines of New South Wales were 
_ cussion, for example, are standard- | |dropped. Newspapers and mag- 
ization of advertising themes |azines took 53% of billings, radio 
(Philishave) and uniformity in| 27%, television 16% and outdoor 
outdoor advertising in the Common | |4%. The agency has 145 employes 
Market. |in two offices and predicts a 25% 
Similar efforts are being made | volume gain for 1961. 
}in Latin America, where adver- | 
| tising managers of 14 countries | R. J. Dovale Advertising—lo- 
| will convene next May, with the | cated in Curacao, Netherlands 
| everpresent Mr. Numann, to study | Antilles—billed $150,000 in 1960, 
Similar problems for the vast South ranking as the leading agency in 
American market. |its area. The agency has 11 em- 


Finally, an executive of G.A.D.’s | ployes and covers Curacao, Aruba 
|export department will leave |and Bonaire. + 


shortly on an extensive tour of 
|Asiatic markets to see what can 
be done there in the way of co- 
| ordination. 


| lutions to these problems are al- 
|ready taking shape. Adaptability 
‘and dynamics have always been 
® Thus, changing market situa- | the keys to the amazing Philips 
\tions create new problems for|success story. Philips is looking 
‘Philips of Eindhoven, but the so- | ahead with confidence. + 
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Estimated Advertising in Britain, 1957-1960 


London suburban weekly newspa- 
pers, all popular and most special 
appeal magazines, and a wide 
range of technical and trade pub- 
lications. Thus, not all press ad- 
vertising is recorded, and Mr. 
Scott has previously suggested 
that the actual total of press ad- 
vertising might be as much as 
double the recorded total. 

Allowing for the percentage 
growth in a number of media 
fields, including the press, the esti- 
mates published by the Advertis- 
ing Assn., which represents all 
sides of the advertising business 
in Britain, would indicate that a 
total of $1,260,000,000 was spent 
on all forms of advertising in Brit- 
ain during 1960. 

Press advertising, at $455,000,- 


111 


000, represented 48% of the total. 
This compares with 49% in 1957, 
47.5% in 1958 and 1959. 


® Total expenditure on television 
in 1960 was $215,404,000, an in- 
crease of 31.8% over the 1959 to- 
tal of $163,408,000. This was near- 
ly twice the rate of growth in 
press advertising. 

Next largest estimated expendi- 
ture was $109,200,000 spent on 
catalogs, leaflets, etc. This com- 
pares with $106,400,000 in 1959. 
Then came outdoor advertising, 
fast climbing out of the slump it 
went into after the advent of com- 
mercial television in 1955. Last 
year saw a growing use of outdoor 
advertising integrated with tele- 
vision campaigns. Total estimated 


1957 . 1958 1959 1960 

National and London 

Evening Newspapers $142,800,000 $ 151,200,000 $ 176,400,000 $ 210,000,000 
Provincial Newspapers 120,400,000 126,000,000 131,600,000 145,600,000 
Magazines, Periodicals 86,800,000 89,600,000 92,400,000 109,200,000 
Trade, Technical and 

Other Publications 68,600,000 75,600,000 75,600,000 92,400,000 
Production Costs 36,400,000 39,200,000 42,000,000 47,600,000 

Total Press 455,000,000 481,600,000 518,000,000 604,800,000 

Outdoor 70,000,000 67,200,000 72,800,000 86,800,000 

Television 75,600,000 134,400,000 168,000,000 215,600,000 

Cinema 14,000,000 11,200,000 11,200,000 11,200,000 

Catalogs, Leaflets, Etc. 100,800,000 103,600,000 106,400,000 109,200,000 

Window, Interior Display : 

(Point of Purchase) 64,400,000 64,400,000 67,200,000 67,200,000 
Exhibitions 33,600,000 33,600,000 33,600,000 33,600,000 
Free Samples, Gifts 42,000,000 42,000,000 44,800,000 44,800,000 
Radio, Miscellaneous 16,800,000 16,800,000 16,800,000 16,800,000 
Administration 61,600,000 64,400,000 67,200,000 70,000,000 
Total Ad Expenditure $933,800,000 $1,019,200,000 $1,106,000,000 $1,260,000,000 


Source: 1957-1959: Advertising Association estimates. 1960: Estimated by Mark Random, London correspondent, Advertising Age, 


from industry sources. 


Biggest Account Shift: $3,000,000 Ford Move... 


British Advertising Rises 25% 
in Two Years to $1.2 Billion 


More U. S. Agencies 
Move in; Britons, 
Too, Look Ahead 


Lonpon, April 11—The year 1960 
was a boom year for British adver- 
tising, with estimated total expend- 
iture passing the $1.25 billion mark. 

In most of the more volatile 
sections of the industry, new rec- 
ords were set with regularity dur- 
ing the year. The net result was 
that total advertising expenditure 
was up 25% in the two years since 
1958, when it first passed the 
billion dollar barrier. 

Attracted by this growing ex- 
penditure on advertising, which 
offers a profitable way of open- 
ing up shop in Europe, a growing 
number of American agencies 
hung up their shingles in Britain. 
This did not meet with wholesale 
approval among British admen 
and, in fact, stirred up considerable 
criticism among the more vocal. 

The American incursions were 
welcomed by others, particularly 
those who made—or hoped to make 
—tax-free capital gains. Fears ex- 
pressed in financial circles that 
Harold MacMillan’s Conservative 
government might slap a capital 
gains tax on the economy in next 
week’s budget hastened many a 
move to sell out. 


s British agencies themselves were 
also looking overseas and stepped 
up projects and plans for garnering 
their share of the growing interna- 
tional advertising business. At 
home, several agencies—and agen- 
cy men—decided that advertising 
was a good investment and bought 
into other agencies. 

There was also a growing aware- 
ness that financial and business 
advertising now also offered scope 
for further development. This led 
a number of shops to acquire in- 
terests in agencies specializing in 
financial and company advertising. 

Advertising came in for several 
more bouts of criticism, much of 
it from its old foes, with Laborite 
legislator Francis Noel-Baker still 


in the lead. One agency, Notley | 


Advertising, came under fire else- 
where for taking on the public re- 
lations account for the East Ger- 
man Ministry of Foreign Trade. 


® On the media side, press and 
television advertising reached new 
peaks, with no signs of a halt. 
But all was not bright. In the 


with mergers and take-overs the 
order of the day. 


® Fears that the main sections of 
the press were approaching mo- 
nopoly finally led the government 
to set up a Royal Commission ear- 
lier this year to investigate the fac- 
tors affecting the number of pub- 
lications and their ownership. 

The number of publications fold- 
ed during the year showed no 
startling increase but the shut- 
tered publications tended to be 
bigger than ever before. They in- 
cluded the News Chronicle, a na- 
tional daily newspaper with a 1,- 
000,000 circulation; the Empire 
News and the Sunday Graphic, 
two old established and large cir- 
culation Sunday newspapers; and 
The Star, the second largest of 
London’s three evening newspa- 
pers. 


s Television was having its own 
troubles. A 13-member committee, 
under industrialist Sir Harry Pilk- 
ington, was formed to recommend 
the future shape of broadcasting 
and television in Britain. One thing 
they will have to decide is whether 
commercial television companies 
are to get competition from another 
network which will also be sup- 
ported by advertising revenue. 

The committee will also decide 
whether to recommend that the 
British Broadcasting Corp.’s mo- 
Rnopoly on sound radio should be 
breached by allowing local com- 
mercial radio stations to operate 
—which would also mean further 
competition for the advertiser’s 
budget. 

On another front, the audience 
for commercial television was 
gradually declining. In the first 
half of the year, Independent Tele- 
vision’s share of the audience 
dropped from around 72% to 66%. 
Thus, the BBC scored some success 
in wooing back viewers. 


® Display advertising in newspa- 
pers and magazines reached anoth- 
er new record at $375,944,800, | 
compared with $320,000,800 in | 


1959, an increase of 17.5%, the| 
Statistical Review of Press Adver- | 
tising reported. 
| Thus, measured expenditure on | 
| print advertising has more than | 
\tripled in a decade—a decade in | 
which commercial television was 
introduced. 

Coupled with the large growth | 
|in press expenditure, there was | 
‘also an increase in budgets. The | 


press field the battle between the|number of advertisers who spent | 


big boys got rougher and tougher 


‘more than $560,000 in a year went | 


up from 34 in 1959 to 75 in 1960. 
The Review reported that an 
annual total of $420,000,000 was 


now in sight for print advertis- | 
ing. Said publisher J. P. Scott: | 


“IT think we can rest assured that 
press advertising will get bigger 
and so will advertisers and their 
agencies.” 


s Advertising was up 20.9% in 
national daily newspapers, 23.9% 
in London evening newspapers, 
15.1% in national Sunday newspa- 
pers, 5.5% in provincial dailies, 
18.5% in provincial and suburban 
weekly newspapers, 18.5% in mag- 
azines, 28.3% in technical publica- 
tions and 22.3% in trade publica- 
tions. 

The figures in the Statistical 
Review are based on a study of 
advertising appearing in all Lon- 
don and provincial morning, eve- 
ning and Sunday newspapers, a 
large selection of provincial and 
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REPORTER 


740 Ala Moana, Honolulu, Hawaii / Cable Address: ICRHAWAI! 


MAKE YOUR ADVERTISING COUNT WITH THE 
PEOPLE WHO COUNT MOST IN GERMANY... 
THE READERS OF 


Stanffurter Allgemeine 


The Frankfurter Allgemeine is considered the recognized 


voice of Germany s business executives and opinion 
leaders. 


This is a national newspaper, read from the North Sea to 
the Alps. Its influence is recognized not only at home, but 
internationally. It is read in 82 countries throughout the 
world. 


The quality, depth, and perception of its new coverage has 
won for it comparison with such great European newspaper 
as The Times of London, The Guardian, and the Paris 
Monde. 


Tell your story to the men and women who are the leaders 
of political, social, cultural, and economic life of Germany. 
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outdoor expenditure was $86,800,- 
000, compared with $72,800,000 in 
1959. 

Press advertising was augment- 
ed last year by a number of often 
violent advertising battles between 
competing brands in the cigaret, 
beer, butter and margarine, cook- 
ing fat, and consumer durable 
fields. 


= In the cigaret field, John Player 
& Sons, a branch of Imperial To- 
bacco Co., was the leading adver- 
tiser, spending $3,024,000 on its 
various brands—a 50% increase 
over its 1959 expenditure. This 
reflected not only stiff competi- 
tion but a spectacular compaign to 
mark the 60th anniversary of 
Plaver’s Medium Navy Cut, the 


ae 2 


INTERNATIONAL 


DR RAR 


FOR LATIN 
A AAER A 


304 NO. STANTON ST. 
EL PASO, TEXAS 


company’s leading brand. 


ing about $280,000, was handled by 
Mather & Crowther. Other Player 
agencies include Robert Sharp; 
Erwin Wasey, Ruthrauff & Ryan; 
Legget Nicholson and Arks. 

Gallaher Ltd., whose Senior 
Service has made a strong bid for 
the top spot held for so long by 
Player’s Medium Navy Cut, also 
increased its advertising, from 
$2,335,200 in 1959 to $2,587,200 in 
1960. Service Advertising is the 
Gallaher agency. 

W. D. & H. O. Wills, another 
branch of Imperial Tobacco, was 
another big advertiser in 1960, 
spending $2,002,000, against $1,- 
750,000 in 1959. Wills’ main agency 


(Strand, Woodbines, Export Wood- | 
bines, Embassy cigars, joint ad- | 


vertising) is S. H. Benson Ltd. 


This anniversary campaign, cost- | | 


This is why hasan. 
antiseptic mouthwash i in the stripes 


But it also uses Masius & Fergus- | § 


son (Kingsway, Capstan, Whiffs | 9 
& Part-| 


cigars); Hobson, Bates 
ners Ltd. (Bristol Tipped, Castella 
Panatella cigars, Golden Virginia 
Tobacco); Foote, Cone & Belding 
Ltd. (Handy Cut Flake Tobacco) ; 


and O’Kennedy-Brindley (Gold | @ 


Flake cigarets). 


Total estimated press expendi- | 5 


ture for tobacco products in 1960 
was $10,734,455, compared with 
$7,569,800 in 1959. 


= Another product field in which 
increased competition led to ex- 
panded budgets, particularly in 
the press, was beer. Here the mo- 
tivating force was the build-up of 
brewers into bigger operational 
units and the striving for national 
distribution of brands. 

The leading advertiser was Ind. 
Coope & Allsop Ltd., which pro- 
moted its beers, including Double 
Diamond and Skol lager, to the 
tune of $1,204,000 in the press, 
via Batten, Barton, Durstine & 
Osborn Ltd. 

Arthur Guinness & Son was 
another major advertiser in the 
beer field via S. H. Benson, spend- 
ing $910,000 in print media. In 
addition, it spent heavily in tele- 
vision and was also one of the 
leading outdoor advertisers. 

All told, the brewers spent $4,- 
915,688 on press advertising in 
1960, compared with $4,271,400 in 


1959. 


OKINAWA 


THE $120,000,000 MILITARY MARKET 
IN SEARCH OF AMERICAN PRODUCTS. 


“Buy America’’ attitude offers big 


opportunity to sell your products to 
60,000 Military and Civilian Personnel. 


The United States government wants American manu- 
facturers to market their products in OKINAWA. Only 
the OKINAWA MORNING STAR gives complete cover- 
age of this wealthy military market. What’s more, the 
OKINAWA MORNING STAR will give you valuable 


assistance in establishing distribution and providing vital 
market information, etc. For further information about the 


OKINAWA MORNING STAR 


Contact U.S. Representative 


Edwin Seymour, Inc. 


630 5th Avenue 


New York 20, N. Y. 


CI 6-1320 


EUROPEAN—Lever’s Stripe tooth- 
paste, invented in the U. S., has in- 
vaded British and German markets 


under a different name, Signal, 
promoted as a combination tooth- 
paste-mouthwash. 


There was also stiff competi- 
tion in the dairy product field 
during 1960, with increased budg- 
ets the rule. Butter, margarine 
and branded cheeses stirred things 
up. Among leading brands in these 
battles, Stork margarine (Lintas 
Ltd.) spent $794,482, Summer 
County margarine (Pritchard 
Wood & Partners Ltd.) $645,417, 
Blue Band margarine (S. H. Ben- 
son Ltd.) $431,791, and Echo mar- 
garine (Lintas Ltd.) $390,762 on 
press advertising. All four are 
Unilever brands. 

The main butter challenge came 
not from brands but from the 
Butter Information Council (J. 
Walter Thompson Ltd.), which 
laid out $538,588 on press adver- 
tising. The Danish Butter, Cheese 
& Food campaign contributed 
$296,442, and New Zealand Butter 
$249,292. Total press expenditure 
on butter and margarine was $3,- 
749,344 in 1960, compared with 
$3,366,496 in 1959. 

Total press expenditure on 
cheese in 1960ewas $1,015,031, com- 
pared with $582,602 in 1959. Larg- 
est individual advertiser was 
Kraft (J. Walter Thompson Ltd.), 
with $513,450, followed by St. Ivel 
(Paul Catcher & Partners Ltd.) 
with $196,288. The biggest joint 
advertising campaign was that of 
the Cheese Bureau (J. Walter 
Thompson Ltd.), which spent 
$441,901, followed by the New 
Zealand Cheese campaign with 
$102,906. 


# In the household durables field, 
there was a remarkable expan- 
sion of advertising for refrigera- 
tors, partly reflecting an increased 
number of makes now being mar- 
keted and partly stiff competition 
to overcome government tighten- 
ing of instalment buying terms 


advertisers climbed from about 27 
in 1958 to more than 70 in 1960. 

Total press expenditure for re- 
frigerators in 1960 was $2,978,884, 
compared with $1,279,704 in 1959. 
The largest advertiser was Elec- 
trolux (G. S. Royds Ltd.) with 
$291,900, 
Electric (Legget Nicholson & Part- 


(T. B. Browne Ltd.) with $246,- 
845; Frigidaire with $219,036; and | 
Hotpoint (Young & Rubicam Ltd.) 
with $214,494. 


tea brands, highlighted by an ap- 


for a spell. The number of active | 


followed by English | 


parently unsuccessful attempt by 
Nestle to crash the market with 
its instant tea, Nestea—biggest 
spender on press advertising in 
this group. The recorded press ex- 
penditure on tea last year was 
$2,681,305, compared with $1,557,- 
973 in 1959. Nestea, which has 
done well in overseas markets, 
was launched here by BBDO in a 
$750,000 campaign. 


= The heavy barrage of publicity 
| certainly established the brand 
name but trade sources said ini- 
tial sales were often not followed 
by repeat orders. Nestle and its 
agency declined to discuss the case 
but it is understood the product 
ran into several problems and 
failed to get the 1% market share 
it sought. 

Others leading press advertisers 
in the tea field were Brooke Bond 
(Spottiswoode Advertising Ltd.), 
$436,243; Typhoo (John Haddon & 
|\Co.), $398,555; Lyons (Benton & 


4 | Bowles), $214,220; Black & Green 


(Everetts Ltd.) , $191,450; and Tet- 
lley, $108,346. 

There was also expansion in 
press advertising for coffee, with 
a total of $2,270,584 spent last 
year, compared with $1,571,483 in 
| 1959. Biggest spender here was 
again a Nestle product, Nescafe 
(Saward Baker & Co.), which in- 
vested $1,035,339. Its main com- 
petitor, Maxwell House Instant 
Coffee (Young & Rubicam), spent 
$597,500. Camp Coffee Extract (S. 
H. Benson Ltd.) was another big 
spender with $285,138, while Lyons 
budgeted $223,538 for instant cof- 
fee and coffee extracts. 


es It was another boom year in 
dentifrice advertising, picking up 
from the slightly lower level of 
1959 although not back to the 
peak of 1958. Total recorded press 
advertising for dentifrice last year 
was $1,280,000, compared with $1,- 
055,748 in 1959 and $1,603,510 in 
1958, when the battle was at its 
height. 

Biggest spending single brand 
in press advertising was Gibbs’ 
Signal, a Unilever product and 
Britain’s version of Stripe. It en- 
tered on the market in February 
with a press budget of more than 
$270,000, via Foote, Cone & Beld- 
ing. Besides its expenditure on 
Signal, Gibbs invested more than 
$310,800 on S.R. and other brands. 
Young & Rubicam Ltd. is the S.R. 
agency. 


= Colgate-Palmolive’s Colgate 
Dental Cream (Masius & Fergus- 
son) spent only $26,071 on press 
advertising, while Macleans (S. H. 
Bensoh) spent $262,282. Thos. Hed- 
ley’s Gleem (Erwin Wasey, Ruth- 
rauff & Ryan) faded almost com- 
pletely from the scene. But Hed- 
ley remained to be reckoned with, 
since it is planning to introduce 


Stackelberg, Ayer Found Asia 
Market Research Company 

A Coordination Center for 
Southeast Asian Studies has been 
established at 
35 Suriwongse 
Road, Bangkok, 
Thailand, to 
perform mar- 
keting research 
for advertisers, 
agencies and 
import - export 
companies. 

The center 
is a partner- 
ship of K. G. 
von Stackel- 
berg, owner of 
EMNID, German market research 
| company, and Frederic L. Ayer, a 
founder and director of the recent- 


|G 


Frederic L. Ayer 


\ly established Business Research | 
ners Ltd.) with $268,626; Jackson | 


Ltd., Thailand public opinion and | 
market research company. Dr.| 
Ayer formerly spent five years as | 
director of the bureau of psycho- | 
logical and educational research at 


kok. 
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Crest to Britain this year. 

Home laundry equipment was 
also heavilly advertised in 1960. 
Total expenditures on press ad- 
vertising rose from $1,524,250 in 
1957 to $3,933,812 in 1959 and to 
$4,872,949 in 1960. 

Biggest advertiser in this field 
was Hoover (EWRR) with a press 
budget of $663,566, followed by 
Rolls (Roger Pryor Ltd.), $543,- 
771; Duomatic (C. J. Smith & Co. 


Ltd.), $488,678; English Electric 
(Legget Nicholson & Partners 
Ltd.), $362,127; and Hotpoint 


(Young & Rubicam), $342,947. 


= There was considerable com- 
petition in the automotive fields, 
both for vehicles and gasoline and 
lubricants. Ford spent $2,466,800 
on press advertising last year for 
its autos, trucks and tractors, com- 
pared with $1,937,600 in 1959. The 
Ford account, resigned in October 
by Rumble, Crowther and Nicho- 
las, has now moved to London 
Press Exchange. 

Austin autos and trucks were 
advertised in the press to the 
tune of $1,061,200 last year. The 
Austin account is with Colman, 
Prentis & Varley Ltd. Austin truck 
advertising is handled by S. H. 
Benson Ltd. 

The other main component of 
the British Motor Corp., along 
with Austin, is Morris Motors, 
which last year spent $660,800 on 
press advertising for its cars and 
trucks. Morris autos is a Dorland 
account while truck advertising is 
handled by Elliott Advertising. 

Vauxhall, British subsidiary of 
General Motors, spent $896,000 on 
its autos and Bedford trucks in 
press media last year, unchanged 
from the 1959 level. W. S. Craw- 
ford Ltd. is the Vauxhall agency. 

In the import car field, Renault 
(C. Vernon & Sons Ltd.) jacked 
up its press budget to $714,000 
last year from the 1959 level of 
$352,800. 


= Among the oil companies, Shell 
came out on top with a press ex- 
penditure of $1,408,400, compared 
with $1,198,400 in 1959. British 
Petroleum ran close behind with 
$1,094,800. 

The Shell agencies are Colman, 
Prentis & Varley and Mather & 
Crowther. British Petroleum adver- 
tising is handled by S. H. Benson. 

Esso Petroleum press expendi- 
ture was slightly down from $1,- 
080,800 in 1959 to $1,052,800 last 
year. McCann-Erickson Advertis- 
ing is the Esso agency. 


s In addition to the rapidly ex- 
panding expenditures on advertis- 
ing, 1960 also saw a marked in- 
crease in account volatility. Prior 
to the recent boom in British ad- 
vertising, accounts pretty much 
stayed put where they were. Now, 
however, the switching is ap- 
proaching the Madison Ave. level. 

The biggest shift, involving some 
$3,000,000, was Ford Motor’s move 
to London Press Exchange from 
Rumble, Crowther & Nicholas. + 


Rumrill to Finland for U.S. 

Charles L. Rumrill, head of the 
Rochester, N. Y., agency bearing 
his name, will be a member of the 
first U. S. trade mission to Finland. 
Mr. Rumrill, who served as a mem- 
ber of a trade mission to Germany 
in 1959, spent the week of April 3 
in Washington, D. C., for orienta- 
tion before leaving ‘ on the six-week 
tour. 


Remark Launched in Italy 

A new market research company, 
| Remark, has been established in 
|Italy by Ken Gordon, British re- 
searcher who was formerly with 
C.P.V. Italiana, leading Italian 
/agency. Remark, headquartered at 
Via S. Maria Fulcorina in Milan, 
‘will be equipped to carry out all 
\types of market research. It is af- 


There was a battle royal among|Chulalangkorn University, Bang-|filiated with the Swiss-based re- 


search organization, AES. 
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Danes to 0.K. Agency Commission, 


Outlaw Rebates to 


Agencies, Media Beat 
Advertiser Attempts 
to Share Discounts 


COPENHAGEN, April 11—The Dan- 
ish Monopol Tilsynet, or Monopoly 
Committee, is expected to approve 
a new agreement among adver- 
tisers, agencies and media contin- 
uing the agency commission system 
and outlawing rebating to clients. 

The new agreement, negotiated 
over the past ten months at the 
suggestion of the Monopol Tilsynet, 
ends nearly a decade of disagree- 
ment. 

From this long struggle the agen- 
cies and media emerge as victors, 
having withstood the demands by 
big and powerful advertisers for a 
slice of the commission paid to 
agencies by media. 


= The agency system in Denmark 
has until now been based on the 
principles that media give com- 
missions only to recognized agen- 
cies; that no house agencies or 
space brokers can obtain recogni- 
tion, which is reserved for appro- 
priate agencies; that agencies do 
not rebate any commissions, direct- 
ly or indirectly, to clients. 

As a result of this system, agen- 
cies charged a fee for all materials, 
art work, research and similar 
services which were not subject to 
commissions. 

This system, developed over 40 
years, was written into media- 
agency agreements and insured the 
objectivity of the agencies. Neither 
media nor agencies wanted it 
changed. 


s But the Assn. of Advertisers, 
after several years of unsuccessful 
attempts to force publishers to al- 
low a turnover discount to big ad- 
vertisers, turned its guns on the 
agencies. In 1956, it opened nego- 
tiations with the Danish Assn. of 
Advertising Agencies, seeking an 
agreement which would give ad- 
vertisers the right to share in the 
agency commissions received from 
media. 

Agreement has finally been 
reached for the setting up of the 
Dansk Annonce-Udvalg (Danish 
Advertising Committee) to act as 
forum for discussion of principal 
questions among advertisers, agen- 
cies and media, including agency 
recognition; and the introduction 
of a new agreement between the 
advertisers’ organizations and the 
agencies covering the remuneration 
problem. 

This agreement recognizes the 
commission system as the basis of 
agency remuneration and provides 
that commissions belong to recog- 
nized agencies and shall not be re- 
bated to any advertiser directly or 
indirectly. 

Commission shall normally cover 
general information concerning 
media; outlines of both media and 
creative plans; space booking; or- 
dering of blocks and matrices, but 
not the cost of blocks and matrices 
themselves; progress control; 
voucher checking; and billing the 
client. 

Agencies are to bill advertisers 
for all other items at the net cost 
to the agency, plus a fixed per- 
centage as a fee to cover over- 
heads. 


s The new body, Dansk Annonce- 
Udvalg, will consist of representa- 
tives, each with one vote, of the 
following bodies: Copenhagen 
Newspaper Publishers, Provincial 
Newspaper Publishers, Social- 
Democratic Press Publishers, Peri- 
odical Press Publishers, the Adver- 
tising Assn., the Assn. of Adver- 
tisers and the Danish Assn. of 


Advertisers 


Super Selling? 
It Doesn‘t Go 


Far in Norway 


Os.o, April 11—“‘The Norwegian 
market does not lend itself very 
well to hard-hitting and high-pres- 
sure salesmanship. 
“About two-thirds of the popu- 
lation (3,500,000) are served by 8,- 
000 small country general stores. 
“It will not be advisable to run 
advertising and selling in Norway 
from ‘Scandinavian headquarters’ 
in another country.” 
These pungent bits of advice 
come from a Norwegian agency, 
Trygve Dalseg & Co., in its new 
booklet, “Advertising & Selling in 
Norway.” 
The Dalseg agency identifies it- 
self as one of the 26 recognized 
agencies in Norway and one of the 
16 based in Oslo. The 16 Oslo agen- 
cies have a combined billings of 
about $15,000,000, ranging individ- 
ually from $200,000 to $2,200,000. 
Dalseg places itself somewhere 
in the middle of this agency spec- 
trum. Established in 1955, it billed 
$90,000 in its first year. In the past 
two years, billings have doubled to 
a total of $900,000. + 


Norway Plan Keeps 
Commissions, Bars 
U.S. Agencies 


Oso, April 11—The agency rec- 
ognition agreement worked out in 
Denmark parallels a similar agree- 
ment negotiated last year in Nor- 
way. 

Effective last Jan. 1, agencies, 
advertisers and media in Norway 
began functioning under a system 
that reinforces the agency’s legal 
role as an independent agent—in- 
dependent of advertisers and me- 
dia. 

The Norwegian agency recogni- 
tion system dates to a 1932 agree- 
ment between the association of 
agencies and the newspaper pro- 
prietors. 

The magazines became a party 
to this agreement in 1955. 

However, the entire system was 
opened for renegotiation last year 
with the entry of a fourth party— 
the Norwegian Assn. of National 
Advertisers. 


= In agency circles, it was feared 
at first that the advertisers would 
fight strongly for a basic revision 
in the commission system. How- 
ever, the agreement finally ap- 
proved establishes the agency com- 
mission with new force, since it 
now has the backing of the client 
group. 

The new agreement recognizes 
that agencies receive their commis- 
sions from media and must not, un- 
der any circumstance, share these 
commissions with clients. 

Advertisers seeking to place their 
business directly with media will 
not be granted the agency commis- 
sion. 


® Other points stipulated in the 
agreement are: 


1. Agencies must not have any 
interests in media, printing com- 
panies or other businesses which 
might interfere with their objec- 
tivity. 

2. Advertisers are expected to 
pay fees for special agency services 
such as research. . 

3. A medium has the right to re- 
ject advertisements considered 
contrary to law or unethical. 


@ The new agreement also raises 
protective walls to keep out foreign 
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ALPHA ALPHA—Greece’s Keranis tobacco company has introduced a 
new cigaret brand, Alpha Alpha (aA), beginning with teaser cam- 
paign. When product was identified—as in this ad—the company 
used a saturation, all-media schedule: 18 radio stations, 40 movie 
theaters, 27 newspapers, 14 magazines, 40,000 posters. In the debut 
month Keranis spent an estimated $60,000, believed the biggest ad 
drive ever conducted in Greece. Alector Advertising Agency is han- 
dling the campaign. 


common in the Scandinavian coun- 
tries, where U.S. agencies are con- 
spicuous by their absences. 

Under the new codes, recognized 
agencies must be “a Norwegian 
firm,” with “two-thirds of the cap- 
ital in Norwegian hands and the 
majority of members of the board 
living in Norway.” 

In addition, foreign agencies are 
advised that they have the right 
to deal with Norwegian media “but 
not for Norwegian products and 
services.” # 


Finn Ad Spending 
in Each Medium 
to Be Studied 


HEtsInkI, April 11—A national 
survey of advertising expenditures 
is being conducted this year in Fin- 
land. 

The survey is being made under 
the auspices of the Finnish Sales & 


search committee, headed by P. H. 
Taucher, president of the agency 
bearing his name. 

The research work will be han- 
dled by the Business Research In- 
stitute, a subsidiary of the Helsinki 
School of Economics. : 

The last advertising volume sur- 
vey conducted here was in 1954. 

The survey will determine how 
much is spent in each advertising 
medium. A special point of inter- 
est will be the share garnered by 
television. Tv advertising began 
here in 1956 and its share of the 
total ad expenditure is estimated 
at 10%. 

Finland is the only Scandinavian 
country permitting commercials on 
tv. # 


Riley to Join Vance Fawcett 

D. Patrick Riley will join Vance 
Fawcett Associates, Honolulu, as 
public relations vp, effective May 
1. Mr. Riley is currently director 
of public relations of Hawaiian 


Advertising Assn., through its re-/ Airlines. 


Foreign Language 
Division 


GLOBAL SERVICE LIMITED 


WORLD'S FOREMOST FOREIGN-LANGUAGE TYPESETTERS 


Typesetting in English 
and over 600 
Languages and Dialects 


KING TYPOGRAPHIC SERVICE CORP. 
330 WEST 42d STREET, NEW YORK 36, N.Y. 
TELEPHONE: LONGACRE 3-4423-4-5-6 
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agencies—and this is a regulation 


How Would — 
You Crack 


the European 
Market? 


(or increase your sales— 
if you're already there?) 


We'll tell you a secret: It’s no 
different there than here. You 
still have to get through to the 
signers-on-the-dotted-line. 


How do you go about it? 


There are several ways. Only 
one of them works quickly. 


You could get yourself a good 
mailing list and write a letter 
everybody in the office thinks 
is a knock-out. It’ll hit ’em be- 
tween the eyes. You hope. 


You could take a trip. Your 
wife would love to go along 
for the ride. And you’re sure 
that somehow those inside 
introductions you’re getting 
from Joe will get you through. 
Joe knows everybody. 


This method may involve a 
certain amount of wining and 
dining, as well as travel ex- 
pense. But it’s deductible, 
isn’t it? 

In a Strategic Spot 
Finally, you can send a precise- 
ly-worded ad message which, 
placed in a strategic spot, will 
get you inquiries. Now you 
know you’re going places. 
The strategy? Put your mes- 
sage in Europe’s Monthly 
Economic Review which prac-” 
tically all Europe’s top busi- 
ness, industrial and govern- 
ment officials regard as an 
absolute must. Why? 


A Continent-Wide Picture 


Because the Monthly Eco- 
nomic Review’s charts, tables, 
trend lines, production fig- 
ures, sales reports—give its 
readers a continent-wide pic- 
ture of the complex economic 
conditions that affect them... 
information on money, credit, 
wages, prices, costs. 


The M. E. R., routed around 
offices, averages four persons 
per copy among presidents, 
chairmen, v.p.’s and g.m.’s. 

The Monthly Economic Re- 
view actually goes to top busi- 
ness men all over Europe, and 
to North Africa and the Mid- 
dle East, too. In Switzerland 
alone some 58 banks receive it. 


The 
MONTHLY ECONOMIC 
REVIEW 
is published as part of the European 
Herald Tribune. The ad rate is $1 a 
line—$1.10 for financial. Write or call 
the New York office for a copy—230 
West 41 St., New York 36, PE 6-4600. 
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51 firms make 94.5% equipment 


89.5% of the nation’s rubber $6 42 companies do 89.1% of the petroleum and coal business * 42 firms 
manufacture 84.3% of all U.S. electrical equipment 3K 51 companies produce 74.4% of the nation’s 
primary metals iia oOncenttattont ss 


kinds in the country, only 18,770—less than one-half of 1%—account for three-fourths of the total manu- 


facturing output. * And 77.1% of Fortune’s manufacturing circulation is in these top 18,770 firms. 
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Interest in Audit 
‘Bureaus Increases 
Overseas, ABC Finds 


The Audit Bureau of Circula- 
tions currently is conducting a 
study of auditing services in for- 
eign countries. A full report of the 
| study will be made in June to the 
| ABC board of directors by Alan T. 
| Wolcott, president. 

In connection with its annual 
international issue, ADVERTISING 
f | Ace asked for and received the 
| following information from ABC 
on the overseas auditing picture: 


Organized in 1914, the ABC is 
|the oldest of the audit bureaus 
| serving the U.S. and Canada, and 
with nearly 4,000 members, it is 
the largest and most universally 
recognized. Members of the ABC 
| board and management staff have 
given assistance to interested in- 
dividuals in foreign countries for 
many years. 

There is no auditing bureau in 
|Russia. The Asociacion de Anun- 
'ciantes de Cuba, Havana, ceased 
operations shortly after the revo- 
| lution in that country. 

ABC finds that circulation veri- 
fication is growing in importance 
to the advertising and publishing 
industry in most parts of the free 
world. 

The ABC study disclosed that 
the earliest foreign circulation 
auditing organization was the 
Dansk Oplagskontrol, founded in 
1930 in Denmark. An audit bureau 
was organized in 1931 in Great 
Britain, and in 1932 in Australia. 


@ Other audit bureaus are cur- 
rently operating in Belgium, 
France, West Germany, India, 
Japan, Philippines, South Africa, 
Sweden, Argentina, Finland, Hol- 
land and Norway. Private circula- 
tion audits are provided on a reg- 
ular basis by companies in Mexico 
and Venezuela. 

Most ‘of the foreign circulation 
audit bureaus have a tripartite 
| board of directors (like ABC), but 
|most do not maintain a staff of 
trained field auditors. In England, 
circulation audits are an adjunct 
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of annual financial audits. Finan- 
cial auditors supply the audit bu- 
reau there with total circulation 
sales figures for each publication. 
Circulation data, other than total 
sales, are available only on spe- 
cialized trade publications. 

In Germany, the Information- 
sgemeinschaft zur Feststellung der 
Verbreitung von Werbetragern 
e.V. provides circulation reports on 
newspapers, outdoor boards and 
films. Newspaper reports are pub- 
lished quarterly, with the pub- 
lisher as the source of the infor- 
mation. The bureau audits the 
location and installation of outdoor 
signs every three years, using 
local municipal road officials as 
“auditors.” Theater owners pro- 
vide the bureau with attendance 
figures annually, using tax re- 
ceipts as proof for their figures. 


= In several countries, audits are 
made only when a member ques- 
tions the accuracy of a publica- 
tion’s circulation statement. When 
this happens in Belgium, for ex- 
ample, the publisher hires an 
auditor and the audit is made with 
a representative of another (non- 
competitor) member and the man- 
aging director present as observ- 
ers. 

Tidningsstatistik AB, Solna, 
Sweden, started in 1937 as a serv- 
ice provided by an .advertising 
agency. It developed into a cir- 
culation auditing association, un- 
der a tripartite board, in 1942. 

In many respects, this organ- 
ization goes beyond the immediate 
responsibility of circulation audit- 
ing, and in many respects it serves 
as a combined ABC and Advertis- 
ing Research Foundation. 


# Tidningsstatistik provides for 
the verification of circulation to- 
tals, carries out advertiser-media 
research programs on a regular 
service basis, and accepts and 
carries out special assignments 
and studies on market and media 
data. As a regular part of its serv- 
ice, the Swedish bureau includes 
social and economic data on sub- 
scribers in its circulation reports. 

By North American standards, 
most of the foreign circulation 
audit bureaus are publisher ori- 
ented. He hires the auditor, if an 
audit of the circulation records is 
to be made. In cases where audits 
are not actually made, the audit- 
ing organization relays to adver- 


| tisers and advertising agents cir- 
‘culation information supplied by 


the publisher. While most of the 


| bureaus operate under a tripartite 


board, representatives of media 
buyers are usually in the minority. 
Generally, according to ABC, 
advances by U.S. and Canadian 
companies in the field of interna- 
tional marketing and their depend- 
ence on circulation facts have 
served to emphasize the need and 
build the importance of foreign 
audit bureaus. U.S. and Canadian 
publishers operating in foreign 
countries have also helped to 
change publishing attitudes to- 
ward the values of industry- 
sponsored circulation audits. + 


Fairchild Int'l Division Set 


The Fairchild Camera & Instru- 
ment Corp., Syosset, L. L., has 
changed the name of its interna- 
tional division from Du Mont In- 
ternational Division to Fairchild 
International Division. The division 
will be responsible for the world- 
wide marketing of all Fairchild 
products, including those produced 
by its Allen B. Du Mont Labora- 
tories division. Heading up the di- 
vision is Ernest A. Marx, general 
manager, with headquarters in 
New York. 


Britannica Promotes Harden 

Kenneth M. Harden, sales vp of 
the western division of Great 
Books of the Western World, has 
been named senior vp of nation- 
wide sales. The 54-volume set is 
published by the Encyclopaedia 
Britannica in collaboration with 
the University of Chicago. 
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TIME is the shape of the imported car market 


Circulation concentration in the top 100 counties for 
IMPORTED NEW CAR REGISTRATIONS 


TIME, The Weekly-Newsmagazine 58.0% 


Holiday 54.2 9% 


Sports Illustrated 514% ’ 
U.S. News & World Report 50.2% 
Newsweek 48.8 % 


Reader's Digest 48.4 % 

Look 43.7% 

Better Homes & Gardens 42.9% 
Saturday Evening Post 42.3% 


In the 100 U.S. counties that account for 
56.7% of all imported new car registra- 
tions, TIME delivers 58% of its circulation 
—a higher concentration than any other 
magazine of over 500,000. Not surprising. 
The kind of educated, open-minded, well- 
off and on-the-go young families who read 
TIME are just naturally the nation’s best 
customers for imported cars. And a new 
study of imported car buyers confirms it: 
they vote TIME their first choice magazine. 


All percentages based on R.L. Polk & Co. new-car registration data and latest availabie publishers’ 
reports. TIME (3/23/59) + Holiday (March 1957) « Life (10/26/59) + Sports Illustrated (3/2/59 
« U.S. News & World Report (3/28/58) + Newsweek (3/23/59) + Reader's Digest (April 1959) 
+ Look (3/18/58) + Better Homes & Gardens (April 1959) + Saturday Evening Post (3/14/59) 


TIME ...TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 
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French Ad Volume 
Shows Sharp Rise 
to $350,000,000 


Paris, April 11—French adver- 
tising volume picked up sharply in 
1960. 

Total expenditures for the year 
are estimated at $350,000,000, com- 
pared with $300,000,000 in 1959. 

Contributing to the surge was a 
spate of institutional advertising 
by leading French corporations, 
many of which had previously ig- 
nored this kind of promotional ac- 
tivity. 


in ad volume. Virtually all of the 
top-ranking shops posted billings 
gains for 1960. Still on top of the 
heap, with billings of $14,000,000, 
is Marcel Bleustein-Blanchet’s 
Publicis. 

France’s top five agencies: 


Billings 
1959 1960 
Publicis ........... $12,000,000 $14,000,000 
Elvinger _........ 10,200,000 8,000,000 
| R. L. Dupuy .... 10,000,000 10,000,000 
| Synergie ........ 9,800,000 8,600,000 
eae 8,600,000 7,600,000 


The expansion of the French 
economy can be seen clearly in 
statistics recently compiled by 


Leading French agencies natur- | Publicis from government sources. 
ally benefited from the expansion | In 1953, there were 21 automobiles 


N 
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An Exact Minature Rocket 
Now, different, exclusive, low cost. Write for 
prices and sample today. With or Without 5 


R-W CORPORATION 
22849 Venture Boulevard Woodland Hills, California 


|for every 100 French households; 
‘today there are 30. In 1954, there 
| were 71 radios per 100 households; 
|today there are 83. In 1954, there 
| was one tv set per 100 households; 
‘today there are 13. Over the same 
|period the penetration of refrig- 
|erators and washing machines per 


Gonzales Leaves ‘Digest’ 
to Join ‘Asia Magazine’ 

Arturo F. Gonzales Jr., formerly 
advertising promotion director for 
the international editions of the 
Reader’s Digest, has been appointed 
creative director of the Asia Maga- 
zine, new international weekly to 
be launched Oct. 1 (AA, April 3). 
Mr. Gonzales, who is currently on a 
’round-the-world tour for the mag- 
azine, will later spend two months 
in the New York sales office be- 
fore moving to publishing head- 
quarters in Hong Kong. 


Nichols-Cumming Tells Billings 
Nichols-Cumming & Staff, Aus- 


tralian agency, headquartered in 
| Melbourne, billed $3,000,000 in 
1960, compared with $2,250,000 in 
| 1959. The agency, which reported 
| that its profit increased 60% dur- 
| ing the year, added Commonwealth 

Motors, Pye Radio, Polaroid, 
| Beecham’s Eno and part of Nabisco. 
Newspapers and magazines took 


ployes in two offices and looks for 
a 20% volume gain in 1961. 


Chavez-Siqueiros Opens 

Chavez-Siqueiros International 
Co., consultant in radio and tele- 
vision, has been established in El 
Paso, Tex., specializing in planning 
and counseling in Spanish-lan- 
guage media in Central and South 
America, Mexico and the U. S. 
Founders are John Chavez, for- 
mer owner and general manager of 
KIZZ, Spanish-language radio sta- 
tion of El] Paso, and John Siqueiros, 
former sales manager of KELP, 
El Paso radio station. 


Kentucky Cuts Billboard Sizes 

The Xentucky state highway de- 
partment has reduced the size of 
outdoor signs on interstate high- 
ways from 1,250 sq. ft. to 150 sq. ft., 
effective May 3. The department 
also dropped a regulation which 
prohibited the location of outdoor 
posters in commercially or indus- 
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Steering Unit Set 
to Establish Int'l 


Marketing Federation 


Cuicaco, April 11—Groundwork 
for an International Marketing 
Federation was completed in Rome 
last month by delegates from 15 
marketing organizations. 

Vance Lockhart, executive direc- 
tor of the American Marketing 
Assn., said this week that the group 
hopes to become operational by 
Nov. 1. 

AMA delegates who attended the 
meeting with Mr. Lockhart were 
Donald Longman, vp for marketing 
research of J. Walter Thompson 
Co., New York, and T. W. Kober, 
of Vickers & Benson, Toronto. 

Mr. Longman was named to the 
steering committee which will 
guide the group until the various 
associations ratify the constitution 
and elect officers. 


é as’ » The IMF will have associations, 
| 100 households went from 7 to 25 | 41% of billings, television 48% and | trially-developed areas, which was rather than individuals, as mem- 


|and from 7 to 24, respectively. # 


| radio 11%. The agency has 75 em- 


adopted last August. 
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She may get 


the message here, 


your ads in the Yellow Pages 
sell her when she’s ready to buy 


No matter what market your advertising is designed to 
cover, the Yellow Pages completes your advertising- 
selling job. Your selling message in the Yellow Pages 


will reach your “ready-to-buy” prospects. . 


. and will 


help them decide what and where to buy. 

With National Yellow Pages Service, you can cover 
your precise markets by choosing any combination of 
4,000 directories across the country. And one contact, 


one contract, one monthly bill cover vour entire program. 

To find out more about this Yellow Pages service that 
will make your regular advertising pull more results, 
contact your National Yellow 


Pages Service representative 
through your Bell Telephone 


Business Office. 


ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 


NATIONAL 
YELLOW PAGES 


SERVICE” 


bers. The international group is 
| designed primarily for the purpose 
‘of exchanging marketing informa- 
|tion and knowledge. 

| Mr. Lockhart is serving on a 
| committee to establish a newslet- 
| ter and Mr. Kober is on a commit- 
| tee to establish reciprocal member- 
\ship privileges among the various 
associations. Also established were 
committees on terminology and on 
developing international trade sta- 
tistics. 


# Groups which attended the 
March 20-24 meeting were from 
Japan, Philippines, Mexico, Eng- 
land, Sweden, Germany, France, 
Switzerland, Greece and Italy. The 
European Society of Marketing Re- 
search was also represented. + 


Wool Bureau Names Two 
Grace Van Dyke, a member of 
the advertising and promotion staff 
of the Wool Bureau, New York, has 
been named advertising and pro- 
motion coordinator. Sam Klein, 
formerly director of information 
and research of Gebbie Press, has 
been named publicity coordinator. 
They are assuming duties formerly 
handled by Dick Detweiler, now 
manager of the pr department at 
Batten, Barton, Durstine & Osborn. 


‘Boston Globe’ Hikes Price 

The Boston Globe increased the 
price of its morning editions at 
stores, newsstands and street ven- 
dors to 10¢, effective April 10. 
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Commodore! 


Ask about the handsomely decorated 
and magnificent new Windsor Ball- 


room and smaller suites for all your 
functions, large or small. 


Heart- of-New York Location! 


Between U.N. and Theatre Districts; 
minutes from the Coliseum, Madison 
Square Garden, shops, night spots. 
All transportation at door. Close to 
Rail and Air Terminals; right at Grand 
Central, near Eastside Airlines 
Terminal. 


Easy to reach by Car! 
Private Motor Entrance... 
uncongested, traffic-free. 

2000 Modern Rooms and Suites! 


All outside with private bath 
FOR RESERVATIONS, WIRE, WRITE OR CALL: 


: HOTEL " 


42nd St. at Lexington Ave., 
New York 17, N.Y. MU 6-6000 
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nothing moves a 


Window dressing. Like a living room the size of a football field and the teak panelled 
maid’s room. You see so much of it in the home furnishings pages of some women’s 
magazines. Fine for the upper-upper decorator set, but how about the active young families 
with average homes? Where do they fit in? They fit right into the realism of Woman’s Day, 
where decorating ideas—as well as ideas on everything else that concerns today’s busy 
young woman—are practical, obtainable. That’s why Woman’s Day naturally attracts 

a higher concentration of young married women with young children than McCall’s, 

Good Housekeeping and Ladies’ Home Journal. That’s why each month more than 

five million women look forward to it, trust it and use it, eagerly go out to buy it. 


* Tle fore | Keshitm ui the oman sens fold Womans Day 
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After more than a century as a manufacturer 
of private—label men’s apparel, Joseph & Feiss 
decided to market their product under their own 
brand name—J & F. How to enlist retailers’ sup- 
port of the policy change? Where to advertise to 
the general public? 

The solution to both questions: SPORTS 
ILLUSTRATED. 

In advance of last year’s annual Baseball Edition, 
retailers received the J & F color gate-fold spectac- 
ular which appeared in it. At the season's opening, 
SPORTS ILLUSTRATED arranged publicity, display, 
promotion, and personal appearances for major 
league stars at J & F retail outlets. 

The results: Joseph & Feiss sold out, well before 
the gate-fold advertisement appeared; the retailers 
sold out, when itappeared. Naturally J&F came back 
again in the Fall, and again this Spring (with the 
advertisement you see here). 
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This kind of response from retailers and 
readers is understandable when you look at the 
950,000 families SPORTS ILLUSTRATED reaches 
each week. They're young (median age, head of 
household—42); well-off (median household in- 
come—$10,835). The average man of the house 
owns 8 suits, 3 sports jackets. 87% are in busi- 
ness or the professions; of those in business 66% 
are already executives, managers or department 
heads. 32% belong to country clubs. 
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FOR THE SECOND YEAR IN A ROW 
J & F PICKS SI FOR MVP" HONORS 


*“Most valuable publication,” of course 
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Moreover, sport has logically proved itself to be 
a potent merchandising force to such men. In total 
pages of men’s wear advertising SPORTS ILLUS- 
TRATED was 2nd among all magazines in 1960. 

This also explains why SPORTS ILLUSTRATED, 
reporting the most compelling, colorful, and per- 
sonal of people’s enthusiasms, is the right place 
to advertise almost any contemporary product or 
service. In 1960, SI stood 5th among all magazines 
in the land in pages of consumer advertising. 
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Advertising Age 


eature Section 


Libraries Can Be Big Help to You 
Biz Quiz Is No Whiz 
Kansas City Star Suit—Diamond 


Rosser Reeves ‘Reality’ at Work—McMahan 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Fast-Moving Parts Hike Wear-Out Rate... 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Planned Obsolescence’ Is Not Conspiracy; 
Price, Changing Tastes Are Key, Says Designer 


Somewhere ‘long the line “obsoles- 
cence” has become a dirty word. This is a 
shame. For two reasons. 

The first is a semantic reason, and 
simply stated: “Obsolete” is not now and 
never has been synonymous with “use- 
less”—which is the connotation the critics 
of obsolescence have somehow managed to 
give it. A vacuum cleaner may do a more 
effective cleaning job than a broom, but 
this does not mean that all brooms auto- 
matically lost their usefulness the day 
the vacuum was invented. In short, the 
birth of a new product may add some- 
thing; it does not subtract one iota from 
any existing capability. 


= The second, and more important reason 
we are sorry that obsolescence has some- 
how been equated with “bad” is that ob- 
solescence is clearly the hallmark of any 
free and expanding economy. This re- 
quires a little elaboration. 

Where production and distribution are 
controlled by the state—or, as in some 
European areas, by a-la-cartel arrange- 
ments—product obsolescence takes place 
slowly, if at all. In any case the customer 
has little to say about it; his choice is a 
blunt take it or leave it. 

A free economy, however, puts even- 
tual control in the hands of the customers. 
Over the long run, by opening and clos- 
ing their purses, they determine what 
kinds of products remain on the market. 
If they are able to afford, and happen 
to desire new things (as American con- 
sumers do)—and if manufacturers are 
willing and free to supply them (as 
American manufacturers are)—the result 
is a continuing flow of new products. In- 
evitably, existing products become obso- 
lete in the process. If this is bad, then 
the basic premise of U.S.-style capitalism 
is bad. We doubt that even Vance Packard 
would take this position. 


s In sum, the U.S. consumer’s restless 
desire for change—and his constant 
searching for the things that represent, 
in his mind, a rising standard of living— 
is symptomatic of our still-expanding, 
competitive economy. Under our system, 
the alternative to obsolescence is stagna- 
tion. 

This may sound as if we at L&M were 
defending obsolescence in all its. forms. 
Not so. We are as firmly opposed to some 
kinds of obsolescence as Mr. Packard is 
opposed to the whole idea. 


Obsolescence Can Be Phony 

We are, for example, opposed to “phony” 
obsolescence, which we define as the doc- 
toring up of an existing product with 
chrome gewgaws and meaningless gim- 
crackery in attempt to make last year’s 
model look “new” to the unsuspecting 
customer. 

We are not, however, opposed to this 


Best-seller authors who accuse advertisers of designing their 
products to wear out fast so the public must buy more are re- 


futed with a neat array of arguments in a booklet issued by 
Lippincott & Margulies, New York industrial design house. Man- 
ufacturers, says L&M, put all the quality they can afford into 
the product, whether it's an appliance or an auto, at prices that 


will “meet the goals of mass sales in a highly competitive sit- 
uation.” The booklet, which has something to say in defense of 
style changes, too, is reproduced here in large part. 


practice on ethical or moral grounds. 
Rather we are against it for the far more 
persuasive reason that, in the long range, 
it just isn’t good business. Barnum may 
have been right when he suggested that 
there’s a sucker born every minute, but 
it is equally true, as Anonymous pointed 
out long before Barnum, that “once bit- 
ten is twice shy.” Today’s buyers are 
more discriminating than ever. They are 
wary of the “New!” that is just the old 
with a fresh paint job, and the “Im- 
proved!” that represents no discernible 
change. 


# In sum, we feel that the quickest way 
to a short product lifespan is to under- 
estimate the common sense of the con- 
sumer. Phony obsolescence does just that, 
those who engage in it are (in Fortune 
magazine’s words) “sacrificing tomorrow’s 
reputation to today’s profits.” 

That the practice still goes on is prob- 
ably best explained, if, indeed, it can be 
explained at all—by the fact that there 
exists among manufacturers a_ strange 
sort of monkey-see-monkey-do compul- 
sion which leads to a vicious circle of 
copy-catting. Let one leading manufac- 
turer come out with a refrigerator with 
squared-off corners, and before you can 
say “two-seventy-nine-ninety-five” ev- 
ery other maker squares off his corners 
too. This is designing for the competition 
—to be “one of the boys.” It is not de- 
signing for the product, nor for the prod- 
uct’s customers. 


# Another kind of obsolescence we are 
against—if, indeed, it exists—is “built-in” 
obsolescence. This, as Mr. Packard implies 
it, involves the deliberate under-engineer- 
ing of parts and components of mechani- 
cal or electronic equipment so as to give 
the product a pre-determined (and short) 
lifespan. 

In the first place, we don’t think this 
goes on—at least, not as a deep, dark, 
deliberate conspiracy by manufacturers 
against the consumer. Today, when real 
product differences are getting harder to 
find, and competition getting tougher by 
the minute, it would be corporate hari- 


kari for any manufacturer to intentional- 
ly downgrade the quality of his preduct 
in search of a fast buck. Just as no con- 
sumer in his right mind would choose a 
poor product over a quality product, if 
the price on each were comparable, no 
sane manufacturer would choose to mar- 
ket a product with a short and trouble- 
plagued lifespan if, for the same price, 


he could produce one that would give 
long and happy service. 


Price Tag: Tough Rap to Beat 

The stumbling block is the price tag. 
If the product is a Rolls-Royce, the maker 
can afford all the quality that goes with 
its $13,995 price tag. Indeed, he can af- 
ford no less. But if the product is a 
portable tv set that must go to market 
wearing a $139.95 price tag in order to 
meet the goals of mass sales in a highly 
competitive situation, the maker is auto- 
matically limited in how much he can 
spend for quality. 

This is true of most mass-produced 
products. Manufacturers, if they are to 
survive and prosper (and this, after all, 
is management’s prime _ responsibility) 
must inevitably tailor their engineering 
to meet the inexorable economics of pro- 
duction and marketing. 

To blame the manufacturer for doing 
this, is to beat the wrong horse. It would 
make as much sense, perhaps more, to 
blame the consumer for buying to a price 


STYLE CHANGES: CYCLICAL PATTERN?—Toaster and car silhouettes, says Lippincott & Mar- 

gulies, suggest a return today to something like the “squared off’’..look of the late 

1920s and early 1930s as we approach a period of more ornate, richer, warmer design 
and the cycle swings back from the severe, sparse lines of late. 
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standard, instead of being willing to pay 
the premium that quality demands. 


s Our hunch, however, is that the no- 
tion of “built-in” obsolescence originated 
among people with short memories. There 
are, in fact, few major products whose 
useful life—measured not in time owned, 
but in hours of work performed—is not 
greater today than when they were first 
placed on the market. One case in point 
(as regards maintenance only) was re- 
ported in Business Week for October 22, 
1960: Service calls on 1960 Frigidaire 
refrigerators are running 61% below com- 
parable 1948 models. 1960 washing ma- 
chines do even better—76% below 1948 
models. 

So far we have defined the two kinds 
of obsolescence we are opposed to: 
“phony” and “built-in.” To flip the coin, 
we are all for two other kinds: “function- 
al” obsolescence and “style” obsolescence. 

Functional obsolescence occurs when 
a real improvement in the way a product 
performs its job is brought about through 
the development of new processes, or ways 
of doing things. One good example this 
year is Chrysler Corp.’s new “Alterna- 
tor”—a device that will charge your car’s 
battery even while the engine is idling. 
This significant advance may render the 
conventional generator obsolete, just as 
the mechanical refrigerator rendered the 
ice box obsolete, but surely no one would 
claim that this is a “bad” thing. Every- 
body benefits except perhaps the com- 
petitive manufacturer who has _ been 
caught napping in his research and de- 
velopment department. But that, as they 
say along Madison Avenue, is the way 
the marketing meat ax minces. 


No Letup in Changing Taste 

Unlike functional obsolescence, which 
no one really opposes, style obsolescence 
is the storm center around which most of 
the pro-and-controversy about “obsoles- 
cence” rages. Our position as designers 
and marketers is simply that so long as 
the tastes of people are subject to change, 
style obsolescence is inevitable. 

The fact that tastes do change is no 
news. Wigs and lace cuffs were once de 
rigeur for gentlemen. Mid-Victorian gin- 
gerbread was once the rage in houses 
and furniture. The “streamlined” appli- 


ances of the 1930s look strangely out of 
date today. And it is a safe bet that an- 
other generation will look back on the 
“Best Designed Products of 1960” and 
think them somewhat quaint. 


a The main difference between taste 
changes now and a century ago is that the 
changes today come at a much faster 
rate. In part, this can be blamed on mass- 
production and its opposite number, mass 
consumption. But even more basic than 
these is the fact that products wear out 
faster now than they used to. 

Unlike a spinning wheel, or a scythe, 
or a scrubbing board, many of today’s 
products are made up of fast-moving 
parts—which get faster-moving all the 
time. Today’s cars are expected to cruise 
at speeds which represented maximums 
only a few years ago. Even with the best 
engineering and components, the inevit- 
able result of this ever increasing mech- 
anization has been an increase in the 
“wear-out rate.” This, in turn, has meant 
more frequent replacement, which, to 
bring the wheel full circle, has increased 
the tempo with which changes in taste 
can be reflected in the marketplace. 

To put it as a theorem: the rate of 
style obsolescence is directly proportional 
to the durability of goods. This is a vital 
point, and one which the critics of style 
obsolescence tend to overlook. 


s Another point consistently ignored by 
the anti-style-obsolescence group is that, 
Paris fashions notwithstanding, “style” is 
not something that manufacturers and 
designers have forced down the throat of 
the consumer. Rather it is the outward 
expression of people’s inner needs and 
desires, and as such it represents a potent 
“third force” working to influence the 
destinies of products. 

To cite a classic example, the Airflow 
Chrysler of 1934 represented an undeni- 
able advance in automotive engineering, 
and its design conveyed this “new” mes- 
sage in styling unlike anything else on 
the road. In spite of this, the Airflow 
flopped with a crash that shook Detroit 
to its assembly lines. Its singular non- 
success, unquestionably, was due to an 
unfortunate miscalculation of what the 
taste of the public was ready to accept in 
automobile design. 


# Similarly, America’s first postwar com- 
pact car, the “Henry J” of 1950 failed, 
we suspect, because the U.S. public— 
still reacting against the years of making 
do and cutting corners—was in no mood 
for a car that represented minimums. 
They were, in fact, ready for all the 
gadgets, the power and the bigness that 
were to come in the middie Fifties. 

A third case in point is the Edsel— 
really the Airflow example in reverse. 
Here, a public that was ready, willing 
and able to buy something spectacularly 
new in automotoring was offered, in- 
stead, a car that was very little different 
from anything else then coming out of 
Detroit. Result a resounding no sale. 

If Airflow, Henry J and Edsel prove 
anything at all, they prove that consumer 
tastes, as reflected in their preference for 
products, change without coercion on the 
part of the manufacturer, or the designer. 
The most (and indeed the best) that any 
manufacturer can do is to try and plan 
his product to meet the existing taste 
criteria of his market. This calls for a 
keen sense of timing—plus, obviously, a 
capability in product development and an 
awareness of the importance of design. 


Taste Is a Segmented Market 

If it is true that timing design and 
product changes to meet the ever-shifting 
taste patterns of the public is an impor- 
tant ingredient in product success, what 
about those products that don’t change 
from: year to year? To stay within our 
automotive frame-of-reference, how come 
the success of the Volkswagen in the 
American marketplace? 

The answer is found, we suspect, in 
the composition of the U.S. consumer 


market. To oversimplify the picture, we 
see it as a segmented market with two 
main groups dominant: 

1. A minority group composed of those 
consumers who seek functional utility in 
products, and to whom style changes are 
a secondary consideration. 


2. A larger group composed of people 
who are primarily interested in being 
identified with “new” things, and to 
whom style changes are of great im- 
portance. 


s Curiously, Volkswagen finds its cus- 
tomers in both groups. It appeals to people 
in Group 1 because it satisfies their needs 
in terms of function and utility, and it 
would be a mistake, in terms of their 
needs, to change model styles every year. 
It also has a strong appeal to people in 
the second group. They buy Volkswagen 
because to them it represents a “new” 
thing, and a different style. However, be- 
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cause their interest span is short-lived, 
they are likely to be poor prospects for 
repeat sales. 

In short, the annual model change is 
just plain smart marketing for some 
products. For others it would be as wrong 
as putting tailfins on a Rolls-Royce. 

Understanding the basic forces that 
shape consumer taste—and hence con- 
sumer buying habits—is clearly a pre- 
requisite to all sound product planning 
today. When taste shifts took place slow- 
ly over a century or more, management 
could easily shift production gears to meet 
the trends. But now that tastes can shift 
once, twice or—in the case of women’s 
fashions—ten times in a single decade, 
the job of predicting taste is anything but 
simple. Compounding the problem, it is 
also far more important to be right now 
than fifty years ago; launching a new 
product today is a multi-million dollar 
investment. + 


What Libraries Can Do for Advertising 


Libraries, whether they are public or part of an advertising agency, 
offer invaluable resources and services to nearly everyone in the 
communications field. This article, prepared expressly for ADVERTIS- 
ING AGE by the American Library Assn., points out some of the library 
services and the value of learning about good library usage. We think 
readers will find it interesting, and particularly timely, as April 16- 


22 is National Library Week. 


An advertising agency in a major mid- 
western city was hard pressed to locate 
a needed illustration for an important 
client—a picture of a cable lying on the 
floor of the ocean with fish swimming by. 
No amount of digging at the agency 
would have produced it, but a quick trip 
te the local public library unearthed ex- 
actly what was needed. 

In Florida a large real estate firm 
wished to expand: operations into the 
Caribbean and asked its agency to pre- 
pare a campaign—on a limited budget 
that precluded any expensive tours. A 
reference librarian at a local library com- 
piled much of the necessary information 
and helped steer the researcher onto 
other materials. 


s The Los Angeles Public Library has 
extensive collections on electronics, the 
aircraft industry, early Hollywood or 
California style living—a style that swept 
the country and one that has undoubtedly 
given many an agency anxious moments. 

More and more advertising agencies 
are learning the value of good library 
usage, of maintaining their own libraries, 
and of developing good relations with the 
local libraries and librarians. The library 
is like a mother lode of ideas, and ideas 
are gold to an advertising agency. 


= At the same time the nation’s librarians 
are extending themselves to help the 
agency in need. To librarians, the ad- 
vertising agency is a valuable member of 
the business community and, as such, 
frequently merits special attention. Prac- 
tically every big city public library today 
maintains a special library branch or an 
extensive business collection. The trained 
professionals on the staff are there to give 
extra attention to the needs of business. 
As might be expected, the efforts at 
mutual cooperation have reached gigantic 
proportions in New York. Since 1956 the 
Advertising Club of New York has main- 
tained a library committee, and round- 
tables with local librarians have been 
conducted monthly. Originally formed at 
the suggestion of Elon G. Borton, then 
president of the Advertising Federation 
of America, the committee was composed 
of Frank E. Fehlman, a past president of 
the Advertising Club of New York, as 


chairman, Arch Crawford, then president 
of the Magazine Publishers Assn., and 
Henry Obermeyer, vp of Bozell & Jacobs. 
Benefits to the advertising fraternity 
have been substantial—and the libraries 
have benefited, too. 

The Brooklyn Public Library has re- 
ceived $500 for the purchase of books on 
“advertising and related subjects,” and 
New York Public Library has received 
$1,000. 

How do the Advertising Club of New 
York—and the ad fraternity in general— 
benefit? 


@ Frank Fehlman says: “There are 65,000 
volumes in the Brooklyn business refer- 
ence library alone—between 9,000 and 
10,000 on marketing. It takes 27 minutes 
to get to the Brooklyn library from Times 
Square by subway and a wealth of in- 
formation on any subject awaits you. It 
doesn’t cost a nickel. I don’t care what it 
is—market research reports on Texas or 
on Tennessee—it’s there. All you have to 
do is ask the librarian.” 

_ In November, 1960, the adclub dedicated 
its new 700 volume reference library, 
established with the assistance of the 
local librarians. Assistance and cooper- 
ation, however, go beyond this. One way 
that the library can be of service to ad- 
vertising agencies is in researching mate- 
rial on unfamiliar areas. The Brooklyn 
Public Library does a heavy volume of 
business in its foreign telephone listing 
department. Further service has included 
preparation of dossiers on prospective 
foreign customers, showing annual sales, 
suppliers and other information that can 
give advertising agencies an insight to 
the market. Answers to questions are 
available frequently by telephone. 

How many drug stores in Chicago? Who 
are the leading publishers in West Ger- 
many? What is the ratio of blondes, 
brunets, and redheads in this country? 
These are some of the business inquiries 
answered by the library. 

Minneapolis Public Library is strong on 
local history, maintains an excellent 
photo collection, publishes an up-to-date 
list of executive reading. More than 10,- 
000 telephone inquiries per month are 
handled there. 


Some libraries will assign personnel to 


RET Fo ne faa ee eis OY! “Se an eine co) kane OE OeMER CT SS pti at ett AA eae Phe Omer Maem pe a ae ee et ee ie ee eet esr ine ee OE St eee ei Sas a oe ae as cee Toi, 
see eee eG aod Cpa Se re ee ee re ees Mee ee Se Tees Gay ene Soper ee ee eae eee 3 te 
lnc ate es aE eee oS eee Nearer mei eee ee eet en eee eS he Ce Minas cies - ; 

Maer gees pial esa Suan oe ie pes Son, aa eee resent as oe ee PS ee eer eer Ee RR aire ieee ao Be. ae aranetintn = Frid eet eames la are Sigs oe Tak at eke sa Me od te ig Set * fig aes a 
te he eae » . fo ae 
OEE ar a : Root 
re Sy ee pu " 
pate ie ioe 
wan ees Soa i 
eave ieee | aoc 
ies Fabel, ere ea 
eae ee | 

aoe ae 

pro . ee 

ia a, a WwGe DAY. alt 
si eta eae ry ~ A eS, _ 4 Sha we ares 
aoe Sods 2 cee "Segue asians iii 
. Pe et 
as a5 sae SS fe 
ae - “Tt THE wae vAuno.s: 
gee = a ej 3 oe ee ee 
Joe 2 ie ‘ ae > 
Re a. ae &: Sis Pte ee ee 
so A ae. CS ee Sea 
‘ sage ww * ey Ae ee 
7 ae as 4 a 2. oats =: ; 
: i: Sl ae) a . Pp ea a 
mg je ee - ee 
i be : 
aa ro Be a. 7 . ‘ ae 
; aoe ‘ = hal adit 2 
heen: i x eee hs .. ia: ae 
Epon hy te : ae Been | Rees BN ae, 
bs C : ie eee ae ree 
Cie Mage oe pes 1% y ey Sor ge ie am 
eS ats at ; + af Oe, ? Be are 
see oe , | 2 Ee SPe E icon 
reer aoe S ‘ i is ¥ ‘ 
aes mS x ce 4 ms ; Peers 
z 8 s a 4 pe 3 eee 
a SN) il ie : 
: ; a 3 ‘ 
eek ee & : ~ : 
a a ot el : 
on ; “- eo, SS i nt r 3 ‘ies ey 

Se : ie, ae sall| Re} ¢ a sb 

ie . al cate & eine 
eee, aa .” i nen 
ieee ; ee FF ier chee 
ee ee i wc ‘ Dies 5s 
ei -_ ahi. Pes) SE es cate BEAL, ag sea 
eee | : ; : x < 

Agtane 3 oe: rag nie deca pao acitialt Mere Fal yt ‘ 
2 ae by vim don’t wit yous eldthen oe io.) und dveaiaenciale ere 
pu et P eg Rete Sy eee ; 

: o IN wat T? tNG ana. THES DESTROYING process er 
Tene op emiep ne 6 belees went washing 2 ya ¥ ofits 
ras Germ Mi ain a or the be gs Mita as inate Tocca at pati te 5 a geen 
pee * 7 ge 
ote &. . + , and» 1 Ne ers 
ey Sia ae gy depose trait ec oie Pa a 

. an 

¥ || ® a ee nd ‘ ee i a 
\ a 
ia Eolas iy a = ae 
es E E aS: eis ; 
: : ; & ; a 
: = 4 why ote Str aie she Sanam o ; Tg 
Tey ee oes oes ae ‘ Slee 
: — * ‘ 4 ts ; PE 
ze r in. oer 2 ts <i Se TS oe . ee 
lace 46,814 sold in the months r . 224 A sie 
cpg tthe a8 ; é ig Je 
wee ee 
Joao ae + oe 
ae Po | 
Se rye lee . . aie ra 
ten a he bee 
sess os 
ee ee epee 
eer eae: 
oe ice ee 
ate eke : esi 
aah Sos mee ey 
ee Ex, ao 
iis cae es 
pfs shim satay > 
el ee are 
* ; age 
Me os poy se ree 
Sec taeeee ; 
ae faa he ¥ fin 
ue 
A 
Re es no 
oa che eae Roa 
sea one Sento 
ita " ers 

: . a tee 

ae 


i: if : - 


ROM ANY OTHER ADVERTISING ME 


— a 


DIUM? 


e you 


%O us 
naent 
yas 


“SALES! POINT 
That me t makes 


GOOD HOUSEKEEPING Gaim 


eae? 


yh 1 es tse? one 
ee eee Beene iy 
: { ae aa ee ege ah ORG a were 
: , ibe ‘ ae a sees ee i 9 es a ae _* 
a. ie ere oe od is eee 
ae See ar i i a a 
ey ies or: . Afanees eS ae Te eet Re 
- ms ecg Sat ae ae . : eee beth Jai sae 
: Pree eee et eta a ee . eer aes negate ee 
ia ee HO ee dees oe 
sale: B ae ‘ pe USEKEEPING DI Be dena a gee ae : 
Spo Ags Noe EN aa oe ar: : aueane: We auke SUN ge eeces Sa pe: Mee Ge oN As aie Ais 
ee : SS ee Meet iene eee ees ree pone Baer ag een bo 
al a er lil eure: cosas ee ae a ar 
scan a ae ist cae eae cas pee as Reece RG eae tee pe: a ae a: a oe ae 
oe ae pee hoe ieee ee si Aa ae — ——— er 
, sis eR os Se EN we ees ae = nS i oS re: te ee = Tes a oe = eos = — | = P r ‘: : ee 
sr 5g cae ee Se F ~ le, a ae Bry peneemremere a ae Pee a ‘gayi es ae a, : a eee a 
es ge oe en eae Pd ee a zx ea: ore 
a a ee Ss Berrie oo me —— 1 Tee eS me — oo oe Aes he 
oe a er. ae te Aa ; = ' ae ag mS ga ce sii te ae EE Ses Sr on “as ee ee 
me oe ers ee i aa ‘Se Gee i eee Tee & Soe ae i 
E ve Meee. eae Bs on ae oS a ee fae aka ee pal : EO Be Shag Se a coy nae i i: = itll eA aioe se ea a teres: - 
aa <e ae : ene Le ae Re Rae 
bias o ee a a 
. ) mune BT ye pi ii ae i ee: een 
| e eee He oe oe 
seuss: manitowes: wisconsin ai eee i Me ee oe 
si bass pecember 2°» 1960 pe ee ee oe 
oa re ee ee ae a eriae. de sai ae 
a we. Rovert Rose Sat sale eed ee ~S 
| a Marketing wre Sales ee one mee ag 
; Good HOUSEKEEPING i i aed — 
wee ie 11 North wacker prive ' - — 
fet ne chicago © Ti1inots ; : ) 
ee —— pear BoP ee ae 7 3 
era a I om gure thet poth you ané GooD pOUSEREEP ING must v° aware of the nig? : | 
he 7 oe reger4 in wonich we nod your guarantee geal- qt cccur® to mm» nowever: : opmacads . 3 
cae oss that a review of tne war iety of use® to which we put qt» ana the preadth a ee 2 oe 
ages eae of 1%8 gnfiuenc® gn che merchandisNS of MIRRO ploninom cook ine yrensi}® ah a i 
ae tie, Sk and ejectrice> jnousewere® wii 2 pm enventné: mi ae ae 
one MIRRO nas peen aavert ising 4ts products an whe page® of good pouseKeEr N° Salle oe Maes, 
rh es for more +nen The) yoors: wi rnout anverTUpe son” nis mey not ve ct pecoré eee i ne Seine, oy 
pea for evay id power and * nsistencd among your aavertiser®’ put 1 nave 8 ee rae: iti, saa 
we : 4408 cnat 4v acesn' © miss vy werd qmuch- Sn oe = as 
i roe om BE See ae ‘it treed meee 
3 ace er pur ins cnet ime» of course: we nave gubmittes o svreem of products to Per a Bs oT 
fee jetties ote ee your sesh yirtonens and aporevor 18% mae So order nat chey mgnt Pe queli- Aa tes ~— a 
= one OMe ied | seal- Our pusines® growth» we feel» nes eiwey® peen aero: eee 4 = 
oo eae a aspe upom che Reve LOpMen’ of new MIRRO proauct® ana eoch one of ae ee ie eee 
— x xne gurvivee your gostine procesee®* ‘ A 0. tee cae xe 
“tis © Bate as vo tne yse of the see vy MIRRO >» perner® ghe mos smpress tt © cect ** ae SA 
a i ADR Fie shat every MIRRO eave)» on every WIRRO uvensi} and appr rem: carrie? ‘ att 
= Bae thre <ne Good y usekee? ne geal: ginc® we produce mirrion® upon miiiion® ° ’ | . Be 
a . : units a yos™’ <nis qin arselt sepresene® & mere aeremee exposure: : 5 oe | 
a Peo - aii of our pavionel gavervisins: an your magezin® and oe wet er iaoly oa .; alsin " o 
ee oN aes Po eae reproauce® the geal,» *° goes most of ow mavervisine fe) rade - ‘ Co ae a 
a yochk of ovt jount ohh aoe aiepi*9 worert® ge ot8° qaentstie® with ais 
; ane @ooP af, Sag weer TNO erence® gee): E oe 3 
ext ne gee) et sa 
pirect noth piece®” wee tne pir dton® qour™s” aan or? ee ee oe 
a ee : ius a a wee enie SPS te <—o a 
ie oan ere yuck S we 1s 5 eg wont oar Ber uese ve ove? so Sar of a seis 
_ es mondo’ exper ~" — be amp >d ~ecsvs® ue no met 4x +8 oe 
: std Bern Wiis oc? at our apec® an eai> c~nes© mend wey? s *% € : . ; 5 
; ar, cata ; zo ovr ~enes >” ee gn, > Rhae VOU ~~ comme at ecoertercce- a aye ae, 
Me ae eo and oe gooP ash, conse? sS na UP mnveer* <9 ° ® . > = 
re s fe ig re ‘ gincere>s o : 
ae oe ee a a. ve BAL aged ie 
il + eres as avert ee end Be aga [ee 
eee Re SM rats Pe mo pubic merer tone pirect sa = 
ie : : ower? yreno® eusct#* woveswone” +07? owra"® enoove™® 7o® wren ane nh : 
‘ : = i ooo? ~owtoe* geet waves? vo one? cone” = : 
: es : sai | Leet sie j ¢ ABIL a F s 


124 


work with agency researchers to help 
them track down material, and in some 
cases will prepare a capsule summary of 
the research and a bibliography. Occa- 
sionally a telephone inquiry involves ex- 
tensive research. Francis St. John, chief 
librarian at Brooklyn, recalls an instance 
where an agency needed a quick answer 
on whether there was any country in the 
world that would object to the use of an 
elephant as a campaign symbol. Con- 
siderable digging went into the answer, 
which was that there were none, and the 
agency launched a worldwide campaign 
on the basis of that research. 

Generally speaking, however, the best 
bet is for an agency to establish its own 
library, specializing in the type of in- 
formation that fits the agency’s clients. 

Edward G. Strable, librarian of J. Wal- 
ter Thompson in Chicago, puts it this 
way: 

“In most cases, the public library, or 
special libraries like John Crerar, a Chi- 
cago science library, simply aren’t 
equipped to work at deadline speed, a 
frequent requirement in the advertising 
business. Our library is geared to it.” 

Mr. Strable, a former assistant at the 
Chicago Public Library, is able to skirt 
the time problem in making extensive 
use of the collection there. And, because 
he is known to the staff, he is given free 
rein. 


s He urges agencies to employ specialists 
in research because they not only can 
work faster but are more thorough. In 
agencies where copywriters, artists, and 
others do their own research, he suggests 
that they learn the collections of the 
libraries in their communities. 

“They should talk to the librarians and 
learn the strengths of the individual 
collections. College and university librar- 
ies are available, in many instances, by 
paying a minimum quarterly fee. In 
Chicago it amounts to about $15 a 
quarter.” 

Another good bet for research and 
quick answers are trade associations 
when agencies are searching for data in 
a particular field. Advertising represent- 
atives of the trade journals are helpful, 
too, Mr. Strable maintains. 


Employe Communications... ; 


The agency researcher should establish 
a “person-to-person” relationship with 
librarians in his community. 

“It’s just good human relations, and it 
might mean that little bit of extra service 
in time of need,” he adds. 

Regardless of how the agency uses the 
facilities available to it, an agency library 
should be developed, and it doesn’t always 
require the services of a professional to 
do this. 

At JWT in Chicago new employes are 
greeted with a mimeographed pamphlet 
which explains the services available 
from the Chicago office’s library. 


= It points out that the library, “on 
order,” will gather materials on a product 
or a campaign, whether it was conducted 
by JWT or by a competitor. Other areas 
of assistance include picture searches, 
reading suggestions (drawing on other 
libraries as well as JWT’s), and book 
and magazine purchasing. In addition, 
the library publishes a daily JWT “Li- 
brary Flash,” a single page newssheet 
which summarizes business news and 
trends. 

Included in the JWT collection are 
books, magazines (approximately 500 
titles), mewspapers, competitive adver- 
tisements, data files, Chicago office re- 
search reports, product histories, business, 
financial and commercial services, and 
maps. 


= Many of these services can be found at 
the public library. The small agency in 
need of media or product research, in- 
vestor studies, overseas climatic condi- 
tions, salary scales, economic reports, and 
the like will find the public library help- 
ful. Brooklyn, for example, expects to put 
an additional $200,000 into its business 
collection in the next two years. 

The explosion of knowledge affects the 
advertising field as much—or perhaps 
more—than other business or profession. 
The increased need for accuracy in spe- 
cialized fields requires thorough research 
if high standards are to be maintained. 

Libraries, on the other hand, realize 
the communications industry is a wonder- 
ful ally, and they’re doing their best to 
improve service in this direction. # 


Explaining Advertising to Employes 


By Robert Newcomb and Marg Sammons 


Now that Advertising Week has of- 
ficially come and gone, the sponsors of 
the program are probably sitting down to 
assess the results. In general, the impact 
upon the public consciousness appears to 
have been considerable. In one zone of 
activity the campaign actually seems to 
have set off even a louder firecracker 
than originally planned. This is the zone 
of the industrial employe, and the results 
are all to the good. When you make the 
man out in the shop understand the 
values of his company’s advertising on the 
part of the company that hires him, 
you’re getting through. 

Anyone who has even a remote connec- 
tion with collective bargaining is familiar 
with the jibes about company advertising 
that originate on the union side of the 
table. “If you management guys wouldn’t 
blow so much in the magazines and 
newspapers and on tv,” the indictment 
runs, “maybe you'd have a little more of 
the folding stuff for the rank-and-file to 
stick in their pants.” No matter how 
earnestly management tries to correct 
this harsh impression of the advertising 
craft, the needle is still in. 


® The company press has been coming 
to the fore to explain advertising to em- 
ployes more thoroughly in recent months. 


Advertising Week helped substantially in 
that it reminded industrial editors of 
some spadework they could profitably 
perform. As a result quite a few of the 
employe journals around the country have 
sprouted with solid, readable stories 
about the function of advertising, how it 
carries it out and—more important than 
anything else—how it fits in with the 
individual economy of the shop employe. 
In these stories the employe finds out 
what’s in it for him. 

American Airlines blossomed out re- 
cently with an editorial on advertising in 
its bi-weekly tabloid newspaper, “Flag- 
ship News.” (In case your company or a 
client is looking for something brisk and 
practical in the employe publication field, 
look this one over). 

In talking about American Airlines’ 
1961 ad program (its biggest yet), the 
editor took note of some comments by 
Charles R. Speers, the airline’s vice 
president in charge of advertising. Ad- 
man Speers made a strong public ac- 
knowledgement of the relation between 
an advertising program and the employes 
of the airline; good enough, we think, to 
quote in part: 

“Advertising will be one of Ameri- 
can’s most powerful weapons in the 
fight to retain leadership but it has 
definite limitations .. . Advertising 


Advertising Age, April 17, 1961 


Bri: 
Compiled by Lester Leber 

WARNING! These aren't easy. Nobody is likely to know all the answers. 

But a well-informed adman should get at least a dozen right. You'll find 

the answers on Page 132. 

1. Of total space in weekday newspapers the portion devoted to ad- 
vertising is 
(A) 20% (B) 40% (Cc) 60% 

2. Number of Sunday newspapers that have reached a million circula- 
tion are 
(A) 6 (B) 33 (Cc) 60 ; 

3. One of these three media showed a decline last year in investments 
by America’s top 100 national advertisers: 
(A) Sunday supplements (B) Network tv (C) Magazines 

4. Since World Il magazine advertising’s cost-per-thousand of circula- 
tion has 
(A) Declined (B) Remained static (C) Risen 

5. Both Playboy and Huntington Hartford plan to publish magazines in 
the same field, namely 
(A) Automobiles (B) Physical culture (C) Show business 

6. Over the last few years largest tv audiences have been attracted by 
(A) “Ed Sullivan Show" (B) “Untouchables” (Cc) “Gunsmoke” 

7. Most active sponsor for radio and tv coverage of major league base- 
ball is 
(A) American Tobacco (B) Ballantine (C) Atlantic Refining 

8. Chief objection registered by general public to tv commercials is 
(A) There are too many 
(B) They break into programs 
(C) They are deceptive or mendacious 

9. To join Audit Bureau of Circulations a business paper's distribution 
must be paid for by at least this share of the total: 
(A) 25% (B) 50% (C) 75% 

10. Out of every 1,000 paid subscribers to McGraw-Hill publications less 
than half stay put in the same job during a 12-month period. Biggest 
category of change is 
(A) New title (B) Transfer (C) Departure 

11. Most popular color is 
(A) Red (B) Blue (C) Yellow 

12. Biggest selling brand of liquor is 
(A) Smirnoff (B) Seagram 7 Crown (C) Gilbey's 

13. In “candy” category largest single advertiser is 
(A) American Chicle (B) Wrigley (C) Mars 

14. Variety chain with most stores is 
(A) Woolworth (B) Grant (C) Kresge 

15. Which of these has the largest number of retail outlets? 

(A) Apparel (B) Drugs (C) Furniture 

16. Of all drug stores those that operate on a completely clerk-service 
basis with no self-service represent : 
(A) 11% (B) 22% (C) 33% 

17. The bulk aspirin business comes to about $10,000,000 a year. After 
it is made into branded products it has a retail value of 
(A) $60,000,000 (B) $170,000,000 (C) $280,000,000 

18. Closest figure to number of U.S. babies born last year is 
{A) 2,000,000 (B) 4,000,000 (C) 6,000,000 

19. During the last 10 years percentage of Negroes in total U.S. popu- 
lation has 
(A) Declined (B) Stayed about the same (C) Increased 

20. According to Gallup most Americans approve of the way Kennedy 
is handling his job as President. But one of these three registered both 
the high and the low in presidential popularity polls: 

(A) Roosevelt (B) Truman (C) Eisenhower 


can persuade but it cannot close a 
sale. It can offer a product but it 
cannot deliver it. It can promise a 
service but it cannot keep that prom- 
ise ... In 1961, American Airlines will 
invest millions in an advertising 
campaign which will offer a finer 
product and promise a better service. 
Much of the success of that campaign 
will depend upon our ability to de- 
liver the superior product we prom- 
ised.” 
He closed by showing the unbreakable 
link between advertising and service, and 
every man and woman of American Air- 


lines who read it knew precisely what he 
meant. 

This is only one of dozens of examples 
that have been emerging recently that 
demonstrate an appreciation on manage- 
ment’s part of the need for explaining 
advertising to shop and office people. The 
grasp isn’t so great as you think; it isn’t 
so sympathetic as you might hope. And 
employe understanding is worth going 
after, for the simple, obvious reason that 
if the manufacturer can’t deliver the 
product properly, there’s not much point 
in his using advertising to say he’s doing 
it. That’s where the employe comes in. + 
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More on 
Warm Sell 


Early this year we ran an advertisement in 
which we said we favored neither “Hard Sell” 
nor “Soft Sell,”’ but rather what we call “Warm 
Sell’. 

This we described as good-mannered adver- 
tising which exudes the persuasive honesty of 
enthusiasm for an honest product in which the 
ad maker deeply believes. 

We were a little surprised by the number of 
people who were interested enough to write to 
us about it. 

One writer asked a question that we felt de- 
served a thoughtful answer. It was: “How warm 
is warm sell >” 

We think warm sell is just about body heat— 
98.6 degrees. Because that’s the temperature 
of people. And warm sell is really people talk- 
ing to people. Warmly. Accurately. In a 
friendly tone of voice. 

When you get much higher than body heat, 
you get feverish. Get much lower and you’re 
sluggish. Neither is the right temperature to 
create an ideal selling climate. 


We work for the following companies: ALLstare INsuRANCE CoMPANIES « AMERICAN MINERAL Sprrits Co. - Atcuison, TOPEKA & SANTA 
Fr Raitway Co. - Brown SHOE CoMPANY + CAMPBELL Soup COMPANY + CHRYSLER CORPORATION »* COMMONWEALTH EpIsSON COMPANY AND 
Pustic Service Company + THE CRACKER JACK Co. + THE ELECTRIC ASSOCIATION (Chicago) * GREEN GIANT ComPANY «+ HARRIS TRUST 
AND SaviINGs BANK + THE HooverR ComPpaNy + KELLOGG ComPANY + THE KENDALL COMPANY +« THE MaAytTaG COMPANY + PHILIP 
Morris Inc. - Mororota Inc. - THE PARKER PEN Company + Cuas. PFizer & Co., INc. - THE PILLSBURY COMPANY » THE PROCTER & GAMBLE 
Company + THE Pure Om Company + THE Pure Fuet Ort Company + Star-Kist Foops, Inc. - SuGarR INFORMATION, INC. - SUNKIST 
Growers, Inc. + Swirt & Company + TEA COUNCIL OF THE U.S. A., INc. + WALLACE LABORATORIES. 


LEO BURNETT CO., INC. 


CHICAGO, Prudential Plaza © NEW YORK *® DETROIT * HOLLYWOOD * TORONTO ¢ MONTREAL 
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What's Doing on the Legal Front... 


Kansas City Star Escapes Heavy 
Damages in Anti-Trust Suit 


By Sidney A. Diamond 
Member of the New York Bar 


The Kansas City Star will have to pay 
only $12 in anti-trust treble damages, in- 
stead of the $7,350,000 demanded by the 
plaintiffs, if an order by U.S. District 
Judge Ridge is sustained. In a decision 
that dramatizes the 
difficulty of proving 
damages even 
against a convicted 
violator of the anti- 
trust laws, Judge 
Ridge ruled that the 
proper amount on 
each of four counts 
was the nominal 
sum of $1, which he 
then multiplied by 
three as the law 
provides. 

This case is one of those filed against 
the Kansas City Star after its unsuccess- 
ful defense of a government anti-trust 
prosecution. The indictment, charging 
monopolization of the dissemination of 
news and advertising in the Kansas City 
metropolitan area, was issued on Jan. 6, 
1953; the trial took place in 1955; the 
court of appeals affirmed the conviction 
in 1957; the U.S. Supreme Court declined 
to review the decision and the Star 
entered into a consent decree in a com- 
panion civil action on Nov. 15, 1957. Then 
a number of private individuals and 
companies which claimed they had been 
injured started treble damage actions. 


Sidney A. Diamond 


s The particular litigation just decided 
was brought by Craig Siegfried and three 
associates. They had separate grievances, 
growing out of three separate business 
operations in Independence, Mo., one of 
the communities included within the 
Kansas City metropolitan area. One was 
Radio Station KIMO, another was a 
throwaway called the Pictorial Shopper 
and the third was the Independence Daily 
News, an evening paper. The Kansas 
City Star made no serious attempt to 
refute the charge that it had violated 
the anti-trust laws; after all, it already 
had been found guilty and the verdict 
was upheld on appeal. The lengthy jury 
trial in the Siegfried case therefore dealt 
almost exclusively with the question of 
damages, which Siegfried and his associ- 
ates attempted to demonstrate in terms 
of profits they would have made if the 
Star had not monopolized the market. 

The principal complaint about KIMO 
was that the Star, which owned its own 
radio station, refused to print KIMO’s 
programs on its radio page. Siegfried was 
told, according to the testimony, that the 
Star’s policy was to print the programs 
only of stations having studios in Kansas 
City, Mo. KIMO then offered to purchase 
space on the radio page of the Star each 
evening and Sunday, and have its pro- 
grams run as paid advertising, but, the 
witnesses testified, the Star insisted on 
the so-called “forced combination” rate 
(covering both morning and evening 
editions daily, plus the Sunday paper), 
with a position charge in addition. KIMO 
claimed that it could not afford these 
rates and therefore it never placed any 
advertising in the Star. 


s Judge Ridge pointed out in his opinion 
that there might have been a basis for 
damages if KIMO had paid a discrimina- 
tory advertising rate; but since KIMO 
never advertised at all, there was no 
over-charge for it to complain about. So 
far as lost profits were concerned, Judge 
Ridge stated that there was absolutely 
no evidence in the record to support a 


‘claim that KIMO would have made any 
additional amount of money in the ab- 
sence of the Star’s monopoly. 

Siegfried had similar difficulty in es- 
tablishing a claim for loss of profits on 
the Pictorial Shopper and the Independ- 
ence Daily News. He introduced evi- 
dence of advertising revenue for these 
two publications, and an expert witness 
then testified that, in the period from 
1950 to 1957, suburban weekly papers in 
areas free of monopoly experienced a 
growth of at least 35%. But, aside from 
other problems of calculation, it turned 
out that Siegfried kept only one set of 
books for all three of his operations and 
had to rely on “approximations” for a 
breakdown among them. His own book- 
keeper testified, “I don’t know whether 
we are right or not, I don’t know whether 
anybody else can be any more so.” 


s The judge’s opinion carefully explains 
the rule that “the amount of anticipated 
profits, dependent as they are upon 
numerous and uncertain contingencies, is 
not susceptible of proof with certainty, 
but that fact, standing alone, does not 
prevent recovery thereof, if there is 
evidence from which a jury may reason- 
ably estimate, though not exactly, the 
amount thereof.” The burden of proof, of 
course, is on the plaintiff, and that is 
where this case was deficient. Judge 
Ridge wrote: “One who seeks to recover 
for the loss of the anticipated profits of 
an established business, without proof of 
the expense and income of the business, 
can hardly be said to have sustained the 
burden of proof the law casts upon him.” 


= An unusual procedure was used at the 
close of the trial. The jury received a list 
of specific questions to answer, including 
the amount of damages to be awarded in 
connection with each specific claim. On 
the damage questions, the jury was in- 
structed that it could fill in a figure, 
answer “none” or—if the evidence of 
damages was “too speculative to be as- 
certained with a reasonable degree of 
certainty’”—write in the word “specula- 
tive.” The jury decided that the Star did 
monopolize the dissemination of news and 
advertising during the period and in the 
area in question, and that this monopoly 
caused damage to Siegfried in his oper- 
ation of the Independence Daily News, 
the Pictorial Shopper and Radio Station 
KIMO. The jury found, in addition, that 
the advertising revenue of each of these 
three operations was adversely affected, 
but that the paid circulation of the news- 
papers had not been reduced by the Star’s 
monopolistic activities. When the jury 
came to the question of the amount of 
damage suffered by Siegfried on account 
of the lost advertising revenue, they 
wrote “speculative” for each of the three 
media involved. 


s It was after this complex jury verdict 
that Judge Ridge wrote his lengthy opin- 
ion discussing the evidence and the ap- 
plicable law. He concluded that the plain- 
tiffs were entitled to “nominal” damages, 
which he set at the sum of $1 for each of 
the four counts into which the claim had 
been divided. As stated above, he then 
multiplied the total by three, since the 
anti-trust laws provide for treble dam- 
ages, and ordered that a judgment be 
entered in the total sum of $12. However, 
the plaintiffs also may receive an allow- 
ance for their attorneys’ fees (not neces- 
sarily the actual amount of their bill), 
plus court costs. 

Presumably, the Star’s position is that 
Siegfried’s failure to prove any specific 
monetary damages should have led the 
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The Creative Man’‘s Corner... 


Echoes the lines af your body. 
Wider in front. narrower in back 
for carefree comtort 


inarguably as sanitary napkins. 


original conception of the idea? 


ly informative, can be inoffensive. + 


Modess Finesse 


* Modess 2 
New: VEE-FORM 


anatomically 
shaped 


There have been, for many years, a hue and a cry about the presentation, in 
advertising, of products of a personal nature. Few products fit this category so 


These items, in drug stores, are wrapped in plain paper. They are labeled— 
but very discreetly. One picks up a wrapped package, exhibits it, asks how 
much, pays the announced price and leaves. 

How, then, announce without offense, a new shape in sanitary napkins—a 
shape the designérs of these essential items should have considered with the 


Modess, we feel, has handled this problem with as much finesse, yet as much 
clarity; as the most circumspect could wish. The symbol on the package, the 
language employed, carefully exclude the prurient yet unknowing, and dis- 
creetly encompass those intended to be informed. 

This ad exhibits rare taste, rare skill. It not only does credit to advertising 
in general, but shows the way so brilliantly to other products of a personal 
nature as to expose to shame and criticism any advertiser of such a product 
whose advertising betrays less taste and skill. In the hands of a skilled com- 
municator, advertising—even for the most intimate of products—can be strict- 


A soft potyetnytene shwetd 
pusitrvely prevents sthke through 


the chate-tree cover is treated 
with an undetectabie 


judge to dismiss the case altogether, 
while Siegfried feels that $12 is grossly 
inadequate. Both sides now may take 
appeals from the judgment, and the final 
result may be a long time coming. 


8 This case naturally brings to mind the 
predicted rash of treble damage suits 
against the electrical equipment manu- 
facturers who recently were fined heav- 
ily, following pleas of guilty and no con- 
test in a series of Department of Justice 
prosecutions for price-fixing and bid- 
rigging. These claims most likely will be 
based on alleged over-charges rather 
than lost profits, and the plaintiffs will 
have the burden of showing what the 
price of the equipment they purchased 
would have been in a free competitive 
market. Although some such cases have 
been filed already, it is much too early to 
predict whether the task of proving dam- 
ages will be more or less difficult than it 
turned out to be in the action against the 
Kansas City Star. 


What's Happened Since .. . 


The CBS television production entitled 
“A Sound of Different Drummers” was 
plagiarized from Ray Bradbury’s science 
fiction works, “The Fireman” and “Fahr- 
enheit 451,” according to a decision of the 
US. court of appeals in California. This 
reverses the judgment of District Judge 
Yankwich, who had dismissed the charge 
of copyright infringement (“Playhouse 90 
Script Cleared of Plagiarism Charge,” 
AA, Feb. 15, 1960). The appellate court 
relied heavily on a list of 22 specific 
similarities described at the trial; they 
considered these too striking to be ex- 
plained by coincidence and concluded 
that the CBS scriptwriter must have 
copied from Bradbury’s stories. 

The court of appeals voted 2-1 for re- 
versal; Judge Barnes (the former chief of 
the anti-trust division in the Justice De- 
partment) wrote a dissenting opinion. 
The U.S. Supreme Court now may be 
asked to review the case. + 
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PROBLEM: ~~" 
__ S. B. Thomas, Inc. needed the 
_ appetite appeal of full-color 


¥ 


“ay 


ale and top with small scoops batter. Turn 
of pineapple sherbet. inch tube pan. Bake in moderately 
CHEESEBURGERS oe +7 an 
erate degrees 
Te % to 8 eatentes | bavert 
1 tablespoon prepared pan and allow cake to cool 
2 teaspoons salt thoroughly. 
1 teaspoon Worcestershire sauce When cake is completely cold, 
Y% teaspoon pepper remove from pan by running 
2 pounds ground chuck spatula around sides of pan, then 
8 slices American cheese rapping edge of pan sharply on 
8 sesame seed buns, split and counter. Trim off upper and 
toasted lower edges of cake, holding knife 
Combine onion, water, mustard, at an angle to cake, to round up 
salt, Worcestershire sauce and cake. Place on cake plate and 
pepper and let stand a few min- use part of trimmings to fill cen- 
utes. Combine with ground chuck; ter hole of cake. Cover with or- 
mix lightly but thoroughly. Shape ange-tinted Frosting, swirling it 
into eight patties. pe ig oh Ay Bg 
Broil or fry to desired degree § make es. Insert 
of doneness. Top each patty with licorice stick, curving it slightly, 
a slice of cheese (cut with pump- § for pumpkin stem. 
kin cutter, if desired), and place — Frosting: 
in toasted buns. Makes eight serv- 
ings. % cup sugar 
AUTUMN FRUIT SALAD + had uals Jee 
2 envelopes plain cup we 
ic Orange food coloring, OR, few 
% cup sugar drops each red and yellow 
Y teaspoon salt coloring. 
2 cups hot water +s Soiecen onte 
(> a eee 1 teaspoon vanilla 
2 medium-size grapefruit 
2 cups halved, seeded Tokay 
grapes 
Let the guests arrive—or the family gather ‘round the table! Grapes for garnish 
You'll be ready for almost any occasion with Thomas’ Date Nut Loaf. mn = anal = in nd 5 
Every rich, dark brown slice is filled to overflowing with tempting hot water. Drain peaches and syrup a fairly deep orange (it will 
stir 1% cups peach syrup into be a lighter color when egg whites 
walnut meats and mouth-watering dates. And you'll be glad to know gelatin. Cool until slightly thick- | are added). Boil until syrup spins 
ened. Meanwhile, pare and sec- a long thread when dropped from 
that pre-sliced Thomas’ Date Nut Loaf keeps its firm moist goodness tion grapefruit; prepare grapes. tip of spoon (242 degrees F.). Beat 
for days and days. Served with cream cheese, or plain, When gelatin is thickened, fold  ©88 Whites with salt until stiff. 
, 's fa - in 1% cups peach slices, grape- Pour hot syrup slowly over egg 
it’s a treat to capture everyone's fancy ... THOMAS’... PROMISES! fruit sections and halved Tokays. Whites, beating constantly. Add 
Turn into nine-inch ring mold and Sale oak Gone ae 
\ frosting spreading con- 
Delivered fresh daily to your neighborhood grocer... SS et ee, «=| eee 
by the bakers of famous Thomas’ English Muffins. peach dives ond Ghasloms of Grapes. Makes one large cake (about 15 
S. B. Thomas, Inc., L. 1. C. 1, N.Y. Makes eight to 10 servings. ) 
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SOLUTION: Home Edited Gravure 
Magazines...like the Newark News 


Sunday Magazine in Newark. 


S. B. Thomas’ products are distributed in the greater New York area. There are two major markets 
in this area served by locally edited magazines—like the Newark News Sunday Magazine. Each 
offered full-color magazine reproduction plus the reach and penetration of newspapers. Thomas 


got dominant coverage in their distribution area with two locally edited gravure magazines. 


Only locally edited magazines offer regional and national advertisers full-color magazine repro- 
duction in 5,851,749,684,520,334,682,271,908,086,030,848,019,660,800,000,000 different 


major market combinations. Use them as your tactical ad force in 40 major markets. 


Leading newspaper in America’s biggest, 
richest new standard metropolitan area, the 
Newark Sunday Magazine is a member of 
the Locally Edited Gravure Magazines listed 
below. It is also a member of Metropolitan 
Sunday Newspapers (Sunday) and is one 
of the 54 individual Home Edited Gravure 
Magazines serving 40 leading markets. 
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AKRON BEACON JOURNAL « ATLANTA JOURNAL AND CONSTITUTION + COLUMBUS DISPATCH + DALLAS TIMES HERALD + DENVER 

POST « HOUSTON CHRONICLE « INDIANAPOLIS STAR « LOUISVILLE COURIER-JOURNAL - NEWARK NEWS « NEW ORLEANS TIMES- 

PICAYUNE + PHOENIX ARIZONA REPUBLIC + PITTSBURGH POST GAZETTE & SUN TELEGRAPH - ST. LOUIS GLOBE-DEMOCRAT + 
TOLEDO BLADE + WASHINGTON POST TIMES HERALD 
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McMahan on TV Commercials... 


Reeves Reality’ and How It Works 
in Ted Bates Commercials 


Harry Wayne McMahan, tv commercial consultant and author of 
“Television Production” and “The TV Commercial,” this month an- 
alyzes Rosser Reeves’ new book “Reality in Advertising,” in terms 
of the tv commercials of Reeves’ own agency, Ted Bates & Co. 


By Harry W. McMahan 


“Madison Avenue,” begins the Rosser 
Reeves book, “is a street of myths and 
faples.. : 2” 

A crisp 150 pages later the street has 
been torn up, the sewer pipes exposed, 
; a few of the myths 
and fables buried— 
and one or two new 
ones unearthed. 

Meantime, the 
street signs are 
pointing the traffic 
over one block to 
666 Fifth Ave. 
where Reeves does 
business as chair- 
man of the board at 
Ted Bates & Co. 

“Reality in Ad- 
vertising” is of course the shrewdest sort 
of agency pitch for new business. It 
should easily bring in $35,000,000 in fresh 
accounts, beginning with the Mobil Oil 
switch. 

The book also is the worst kind of fod- 
der for the critics of advertising. The 
Vance Packards and Doc Galbraiths can 
make big shucks out of some of the 
quotes, out of context. 

But at the same time, for Reeves’ own 
competitors—if they’ll only keep their 
minds open long enough—this book has 
some very vital things to say about our 
business. We should listen. Most of us 
won't, but we should. 


Harry W. McMahan 


UNCLE BEN’S RICE—While Reeves is opposed 
to cartoon animations, diagram animations 
are a part of most Bates commercials. 
Here, for Uncle Ben’s rice, animating dia- 
grams show how ordinary rices scrape 
away B vitamins, but Uncle Ben’s “drives 
them in.” Photo-script courtesy of U.S. 
Tele-Service Corp. 


It unmasks some of the hypocrisy of 
Madison Ave., spits in the face of the 
fagoty fringe of creativity that is squand- 
ering our dollars and our discipline. It 
laughs at competition that changes its 
campaigns too often, too soon. It gives 
old precepts in new dress and gives new 
precepts, stark naked. 

Take it with a grain of salt—and that 
open mind—but take it... 


Bates Has a USP: USP 

Others will review the book today, but 
our concern is only how these philosophies 
and precepts are translated into television 
commercials at Bates. Here is the na- 
tion’s fifth largest agency, and it’s a well 
known fact they put three out of every 
four of their clients’ dollars into tv. 

Reeves makes a point of starting ad- 
vertising strategy on a creative sales 
base. Most agencies do. At Bates they 
call it USP—Unique Selling Proposition. 

Each ad must say to each reader: 
(1) Buy this product for this benefit; (2) 
a proposition competition cannot or does 
not offer; (3) a proposition so vital it can 
pull over mass customers to your product. 
Familiar, but he restates it better later: 

“Think of USP not so much as some- 
thing you put into the advertisement... 
rather as something the consumer takes 
Oss. 

He contends only one ad in five today 
follows this formula. 


Colgate, for Example 

At Bates, Colgate Dental Cream is an 
example. It used to be called “Ribbon 
Dental Cream” and the proposition used 
to be, “rolls out flat, stays on your brush.” 
This violated section No. 3 and failed to 
move people, so it was dropped. 

“Cleans Your Breath While It Cleans 
Your Teeth” stood up and has powered 
Colgate to 28% share of market, in spite 
of increasing pressures in recent years 
from P&G’s Gleem and Crest. 

Visually in tv Colgate recently ran 
afoul of the FTC for its “invisible shield” 
demonstration. Some say it was a “pige- 
on” for Earl Kintner’s press-hungry cru- 
sade for headlines because it was a com- 
mercial that 90% of all tv viewers knew 
and probably resented because of the 
Bates repetitive exposure. At any rate it 
was not a problem of deception, such as 
FTC claimed in the Libbey-Owens-Ford 
car window commercial case, or of taste, 
such as the Preparation H commercial 
(another Bates account). But FTC made 
it stick. 


Five Cigarets, in the Dark 

Reeves has a choice satiric passage in 
the book ripping apart the motivational 
research boys: 

“Voodoo drums . . . magic incantations 

. as confusing as a hall of distortion 
mirrors. . .” 

He contends they underestimate the 
value of words in moving the emotions 
and so proceeds to quote from the Bible, 
Patrick Henry and George Washington 
Hill. 

Then he backs up a trifle and admits 
the embellishment of “brand image” is 
nice to have, too. 

They’ve found this out the hard way at 
Bates on their five cigaret accounts for 
Brown & Williamson. 

Viceroy, once the leader in the filter 
field, now has L&M and Marlboro around 
its neck while Winston outsells it two to 


(Music) ANNCR: Homecoming is such 
fun because absence makes the heart 
grow fonder, 


But don’t let romance fade, fade 


8 


fade away because of needless bad 
breath and tooth Jecay, remember: 


sv 


CHORUS: You fight tooth decay,... 


: 


| COLGATE 
Omerim Cree — Cero 


help stop bad breath ail vay with 
Colgate Dental! Cream, 


ANNCR: Bad breath and tooth 
decay often start when food 
particles are tapped between ... 


your teeth, But Coigate contains 
activated Gardol ... 


and brushing with Colgate forms 
4 cleansing foam that .,. 


penetrates between your weth, 
helps foain food particles away, 


For most people, brushing with 
Colgate right after eating helps 
fight tooth decay, Ju 


’ Helps stop twa breath 
originating in the mvuth, 


12 
qc 


So keep your romance fresh, 
(Music), se. 


fresh, tresh with Colgate Dental 
CHORUS: You fight tooth ... 


all day with Colgate Dentai 
Cream. 


COLGATE DENTAL CREAM—Since FTC crackdown on “invisible shield” last year, Bates has 


developed a “don’t let romance fade, fade, fade ...” campaign. The man fades out 
of the gal’s arms as she starts to kiss him. Mort Sahl, the satiric wit, makes mention of 
the commercial in his nightclub act, commenting: “—and that is really bad breath .. .” 


Photo-script courtesy of U.S. Tele-Service Corp. 


one. The “Thinking Man’s Filter” cam- 
paign appears to have lost customers for 
the brand and Viceroy has switched 
themes twice within the last year to wind 
up with an “image’’-type jingle job. 

Kools, once the menthol monarch with 
Bates IDs peppering the air, has likewise 
been doubled by a later competitor—Sa- 
lem. 

Kools now is trying to mend its sag- 
ging fences with a mood commercial that 
has befogged smokers coming out of a 
nicotine purgatory to a cooling fountain. 
It’s a far cry from the “Break the Hot 
Cigaret Habit’—and clanking chains 
with the Kool penguin of old. 

Belair, a new menthol, is now out with 
what might be termed a double-image 
job, since it uses a reflecting pool and 
“Smoke Twice as Refreshed” theme. No 


1 ANN: Guess what she has 
in her hands? M&M‘*s Choc- 


olate Candies, Unlike ordi- 
nary chocolate, .. 


sales reports yet. Life, a new one a few 
months back, was clobbered by its own 
industry when they backed away from 
low nicotine and tar claims, and Ken- 
tucky Kings, a tobacco-filter cigaret, is 
now trying to find its market. 


Again and Again and Again 

“How repetitive is repetitive?” asks one 
of the provocative chapter titles (Others: 
The Most Dangerous Word, The Freudi- 
an Hoax, The Deceptive Differential). 

Reeves says, “While a few commercials 
do reach an enormous number of people 
we find that on an average 7 out of 10 
people are not even aware of having seen 
the advertising at all.” 

I’m afraid he’s right. Here, as tv gets 
tougher, is where many advertisers are 
going down the drain. Their commercials 


2 candies, M&M°s milk 
chocolates melt in your 
mouth, not in your hands, 


M&M CANDIES—“Melts in your mouth, not in your hands” is one of the best remembered 
slogans of tv, along with a graphic demonstration created by Bates in the early ’50s. 
The basic pattern of the commercial remains unchanged through the years. “How re- 
petitive is repetitive?” Reeves asks. Photo-script courtesy of U.S. Tele-Service Corp. 
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are more concerned with entertainment 
than selling, and they change themes too 
often. 

Not so Bates. They sharpen their story 
till they know it’s pulling right, then pour 
on the repetition. 

M&M candies, for instance. One of the 
simplest, most effective demonstrations 
in tv, the “Melts .in Your Mouth, Not in 
Your Hands” bit, has gone virtually un- 
changed in over six years. 

Uncle Ben’s rice, likewise. After a ten- 
ure at a highly creative shop, Bates got 
the account and a simple graphic that 
really takes the hide off competition. The 
one commercial now does the job, again 
and again and again. 

Anacin’s story is well known, and the 
FTC is looking into it, along with Buf- 
ferin (Y&R) and Bayer aspirin (D-F-S). 

Reeves makes the point that 50% of your 
audience will forget you in six months if 
you don’t keep on repeating... 

Wonder bread keeps doing it with IDs 
that always say “Builds Strong Bodies 
12 Ways.” 

Minute Maid, with its new patented 
process for frozen orange juice just kick- 
ing off, does it with color specs. 

Is it better to reach a smaller audience, 
more times, or a bigger audience, less 
often? Reeves says try to reach more peo- 
ple, not the same people. 


On Fairy Creativity 


“Originality cannot be wild and free 
and unfettered,” the man writes. “It 
must, within the limits of advertising 
functionalism, restrict itself. 

“An advertisement is an instrument of 
commerce and, like a diesel motor, it 
must be judged on whether it performs 
what it was designed to do.” 


ee 
ANNOUNCER: See what happens Look! Pain mount up, You Tension puts nerves on edge, ANNOUNCER: From doctors’ offices what doctors recommend for Three out of four doctors 
when a headache strikes! feel dull, depressed, What do most doctors recommen across the country come survey headache, neuritis, neuralgia recommend the ingredients in 


The ingredients in Anacin, Yes, three out of four doctors re- Anacin, for incredibly fast re- Doctors know with most headaches, dull, depressed, tension puts 
medical surveys show: commend the ingredients in lief of pain of headache, pain mounts up, you feel... nerves on edge, Now, aspirin just one. 
Anacin, 


Here's why, Doctors know aspirin Add buffering, you still get That is, a combinatior of Only Anacin, of the four leading 
has only one pain reliever, only one, But Anacin is like a ingredients to: headache remedies, has special 


one, relieve pain ~ two, fight You get fast relief of pain, WOMAN: What wonderful relief! MAN: I feel great! Headache's _ ANNOUNCER: And no wonder, A particular combination that 
depression ~ three, calm jittery fight depression, calm And Anacin doem't upset my gone, and my stomach isn't upset, Anacin is like a doctor's pre- brings fast relief, without 
jittery nerves, stomach, 


ANNOUNCER: So remember, when Take Anacin with pain relievers Get Anacin for fast, fast, fast 
pain strikes, aspirin, even with three out of four doctors recommend. _— relief of headache, neuritis, pee pag Ss Es ER een dncets Gr Sam, Can, thendbty 
buffering, has only one pain reliever. neuralgia, fering, y one pain three out of four doctors recommend, fast relief, 
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wie Le Sd anal? . 
MINUTE MAID—Featured on Rose Bowl parade colorcasts, in the 


ent” campaign. In Washington, D. C., tests, new tv commercials, 
past, Bates picked Easter colorcast to kick-off new “miracle pat- 


supported by newspapers, reportedly increased business 180%. 


He quotes Claude Hopkins on fanciful 
writers: “They forget they are salesmen 
and try to be performers. Instead of sales, 
they seek applause.” 

Bates has three or four writers in tele- 
vision I consider among the best in the 
business, both from creative and craft 
standpoints. And their creativity is al- 
ways on target. 

Reeves is apt to keep a “visualizer” 
working a whole year on a single proj- 
ect—with no other assignment—to find a 


better graphic for tv advertising on a ANNCR: Now, from Waterman, comes Look, the amazing Bic Pen is placed 
product. the world's largest selling pen, Bic. in an electric drill... 


He decries the “vampire claim” that 
sucks power from the USP. And “vam- 
pire video,” which visually distracts the 
viewer from the key graphic in a com- 
mercial, he likens to syphilis, “the great 


BIC BALLPOINT—Bates, to introduce the European ballpoint, Bic, for Waterman to the 
American market, used a pen in a crossbow, shot it into a wallboard. Then the pen 
was placed in an electric drill. It still “writes the first time, every time.” 


deceiver.” 
Among its subtle masks and disguises chain of useless animations. Nonetheless, Joop Geesink puppets in a current Royal 
are: he is never above using animation to tell pudding series. 
“Dancers whirling around a_ giant his sales story, as in M&M’s peanut coat- “The announcer on screen ...” By 
package... .” ing sequence. And animated diagrams and large, Reeves cautions “put the an- 
“Pure animated abstractions .. .” are Bates’ bread and butter. nouncer’s voice under” but here and 
“Wrongly used animation .. .” He in- “Sometimes it may be puppets ...” there Bates is known to depart from the 
fers Piel’s “Bert and Harry” started a Although Bates went to Holland to use precept. Anacin and Minute Maid and 


ae 


replies of ... pain, Anacin, 


neuritis, neuralgia, has just one pain reliever, 


to relieve pain fast, help 
overcome depression fast, ... 


scription, That is, a combination upsetting your stomach, 
of ingredients, 


ANACIN—Before and after: Network pressures caused changes in the Anacin tv com-_ rin for more sweeping changes in basic copy claims. An industry poll of advertising 


mercial last fall. At the left, the commercial as run before Sept. 15, 1960, and at the 


men last year selected Anacin as the “worst” commercial on the air. Photo-scripts 


right, after. Now the FTC is citing Anacin and competitors Bufferin and Bayer aspi- courtesy of U.S. Tele-Service Corp. 
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IDEA 
~ RADIO 


A good idea is one that works well for everyone concerned. ular’ on the show is St. Louis 
That is why KMox Radio in St. Louis (where it started) educator, Professor Roy Mc- 
and other CBS Owned Radio Stations across America (which Carthy, whose lively give and 
followed suit with their own local interpretations) are beam- _ take with the audience has be- 
ing about the provocative new programming idea called come a favorite local topic. 
“At Your Service.” Next, “‘At Your Service”’ 
In San Francisco, listeners travels the main streets and 
hear “At Your Service” on Sta- the backrooms of St. Louis. 


“AT YOUR mer 1S PRESENT AS ANTIQUE 
tion KcBs; in Philadelphia on Well-knownkMox personalities ““WuncerH music Store IN St. LOUIS 
wcau; in New York on wcss_ make the news come alive through the mobile microphone. 
Radio. Up in Boston, the new The gymnasium where the Red Birds are training; the com- 


program concept is known as __plaint department of the Better Business Bureau; the back 
STEVE ROWAN COVERS THE NIGHT BEAT AT 


THE CORONER'S COURT “Listen!” over Station WEEI.In of a snow-plow—nothing is off limits for this culture-with- 
Los Angeles over Station KNx it is ‘“Story Line.” And now showmanship program. 
Station WBBM is planning its own show for Chicago. Wher- The final two hours are divided into lively 5-, 10-, and 15- 


ever listeners hear it, they are reacting eagerly to a stimulat- minute time-segments, each devoted to a special department 
ing new kind of radio, more useful than ever in their lives. _ of news, sports, or provocative feature vignettes, coordinated 
Here’s how ‘‘At Your Service’’ places ra- pe and brightened by the presence of Jack Buck. 
dio in a more active role in its community. 9 a You find this kind of idea broadcasting 
St. Louis, for instance. Top Midwest person- only on the CBS Owned Radio Stations across 
ality, Jack Buck, opens the program with a America. Already sponsors know listeners are 
press conference with an unusual twist. The really listening. Because listeners are really 
listening audience questions the guest of the buying. 
day by phone. Answers are spontaneous— (aa = —_ Are you selling on the CBS Owned Radio 
without rehearsal. The other important “‘reg- sr. cours caromats at THE BALL Fico © Stations? They are at your service, too. 


THE CBS OWNED RADIO STATIONS 
WCBS, NEW YORK - WBBM, CHICAGO 
WCAU, PHILADELPHIA 
KNX, LOS ANGELES: WEEI, BOSTON 
KCBS, SAN FRANCISCO :- KMOxX, ST. LOUIS 
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MANHATTAN BANK 


% 


CHASE MANHATTAN BANK—Bill Shipley is the 
on-camera spokesman for this New York 
City account, although Reeves’ book ad- 
vises, “put the announcer’s voice under.” 
Bates got the account in late 1959. In 1960 
Chase increased savings deposits 18%, 
special checking accounts 11%. 


Bic have on-camera announcer sequences. 

Chase Manhattan Bank has announcer 
Bill Shipley on-camera throughout. This 
account, acquired about 18 months ago, 
after five years of dabbling in a child- 
ish art treatment at another shop, has 
responded ably to the Bates treatment. 

Chase’s 1960 annual report shows sav- 
ings deposits increased 18% ($100,000,- 
000). And the hard-hitting Bill Shipley 
tv commercials on special checking ac- 
counts helped sell 20,000 new depositors. 


Eisenhower's Boy 


Reeves can, and does, write those tv 
commercials himself. 

Some may not remember (and the book 
doesn’t mention it) but it was Reeves 
who sat down in a single day and wrote 
the Eisenhower campaign commercials— 
more than 50 20-second spots in a single 


On the Merchandising Front... 


day (see “What They’re Saying” on Page 
16). 

Reeves had researched the MacArthur 
keynote speech through Gallup. Only 2% 
knew what the man was talking about. 

Adlai Stevenson’s speeches were only 
getting 8% playback. Eisenhower’s spots, 
by Reeves, rang the bell with 91% ... 

Now, critics of advertising may call this 
“Madison Ave. manipulation” and shriek 
at its dangers in politics. I say poppy- 
cock! This is nothing more than scientif- 
ic clarification of communications. It’s a 
skill we need more of in newspaper re- 
porting, teaching, employer-labor rela- 
tions and ten other fields. And, lest we 
forget, we need more of it in advertising. 

So, if you think you might learn more 
of Rosser Reeves’ secret of communica- 
tion, it will pay you to read his book. 
With an open mind. With a grain of salt. 


A Final Caution 


Perhaps advertisers as mobile as Mobil 
Oil might be given a parting caution. 
The “you” in the book is always you. 
As when he sums up an argument: 

“If you were a client, how would you 
rather we risked your money?” 

Reeves romps on competitors for their 
lazy automobile, tire, beer, whisky, gas- 
oline ads. On packaged goods experience, 
he feels he can sell automobiles. “USP 
principles apply to insurance companies 
or even the loftiest and most tenuous of 
institutional campaigns.” 

Yet USP has not worked too well for 
Schmidt’s beer. Or on those cigarets. It 
might be well for Mr. Reeves to reread 
one of his own paragraphs, back on Page 
94: 

“Do not believe an advertising agent 
who tells you he has a foolproof method.” 

Right, Mr. Reeves! + 


Indices That Do Not Indicate 


By E. B. Weiss 


Over the years during which I have 
written this column for ADVERTISING AGE,” 
I have regularly noted an interesting phe- 
nomenon, to wit: Each time I tread on the 
toes of those engaged in the various as- 
pects of research, I 
unfailingly draw out 
fierce cries of an- 
guish. No other sub- 
ject in the broad 
spectrum over which 
I wander is certain 
to produce an equal 
flood of bitter re- 
proaches—and I do 
think that, subcon- 
sciously and maybe 
consciously, when- 
ever I feel this col- 
umn is in need of a shot in the arm, I tend 
to pick on research. It always works! 

Oddly, I have also found that this is a 
relatively safe sport. The explanation is 
simple: Unlike most other groups of spe- 
cialists under attack, researchers seldom 
stick together. Consequently, in very short 
order, the research specialists who rush to 
their portables each time I prod them, are 
at each other’s typewriter keys. 

I don’t know whether this column will 
bring forth the same cycle—actually, this 
isn’t really a poke at research. It is just a 
poke at a tool of research—namely, some 
of our economic indices. 

I propose to use just one index as an 
example—automobile statistics. These fig- 
ures are watched carefully—not only by 
the automobile industry and those directly 
or indirectly involved in it, but by most 
segments of our economy. 

It has almost come to be accepted as 


positive that if the automobile industry 
has a year in which some 6,500,000 units 
are produced or sold, both the total econ- 
omy and the auto industry are pretty 
healthy. (Sometimes the figure used is 
nearer 7,000,000 cars—and sometimes it is 
difficult to tell whether the industry is 
talking about production or sales, or 
whether it is talking about current year 
models, or the next year’s models—but 
these are minor points; let’s pass them 
by.) 

What puzzles me is the fact (if we as- 
sume the everything-is-swell figure is 6,- 
500,000 units) that this same figure has 
been used for at least five years and may- 
be longer. Now why is that puzzling? 


s Well—it puzzles me because: 

1. I assume we have had a substantial 
increase in our total number of families 
in that five or six-year period. It would 
appear to me, therefore, that if a 6,500,000 
unit year was just Jim-dandy in 1955, 
maybe it isn’t quite such great shakes in 
1961. 

2. I assume we have had a substantial 
increase in gross national product, in total 
national income, in total discretionary 
buying power, over this same period. 
Therefore, it would again appear to me 
that if a 6,500,000 unit year was just fine 
in 1955, maybe it isn’t such a lets-get-out- 
the-cheering-squad figure in 1961. Maybe 
with respect to these three sets of statis- 
tics, and with respect to some other statis- 
tics that are commonly used, a 6,500,000 
unit year could represent a rather poor 
showing. 


3. In 1961, perhaps 30% or more of 6,- 


. 500,000 units will be compacts. The com- 


pact involves a smaller sales unit. It is 


Advertising Age, April 17, 1961 


IZ QUIZ 


1. (C) America’s dailies average 14 pages of 
news and 23 pages of advertising. In the 
last 20 years ad linage has more than 
doubled while amount of news has in- 
creased less than a page. 


2. (A) When the Los Angeles Sunday Times 
recently sold a million copies, it was the 
highest ever achieved by a paper west of 
Chicago and a figure previously attained 
by only five eastern papers. 


3. (A) Comparing 1960 with 1959, 100 largest 
advertisers spent $37,000,000 more in net- 
work tv, $30,000,000 more in magazines, $5,- 
000,000 less in Sunday magazine sections. 


4. (C) During the war years the cost-per- 
thousand for magazine advertising was 
about $2.50 for a b&w page and $3.50 for 
four-color. Today it is over $4 and close 
to $6, respectively. : 


5. (C) Playboy will publish Show Business Il- 
lustrated and Hartford will issue Show. 


6. (C) For more than three years “Gunsmoke” 
has drawn the biggest nationwide audi- 
ences in tv. Today four of the top six 
shows are westerns. 


7. (A) Although brewers are the biggest cat- 
egory of baseball sponsors, American To- 
bacco is the most active single company, 
paying for a dozen radio-tv pickups. 


8. (A) Schwerin Research Corp. reports that 
people are now much more critical of pro- 
gramming than of commercials and that 
their main gripe about the latter is abun- 
dance. Less than %% indict them as mis- 
leading or untruthful. 


9. (B) ABC requires a business paper to have 
50% paid distribution at time of joining 
and 70% within three years. 


Answers to the questions on Page 124 


10. (C) McGraw-Hill reports that out of 1,000 
subscribers, 304 leave, retire or die; 141 
are transferred to different locations; 56 
change titles as the result of promotion or 
reorganization. 


11. (B) Throughout the world, regardless of 
race or nationality, blue rates as the most 
popular color, yellow the least. 


12. (B) Last year Seagram 7 Crown had a 
wide lead over all liquor brands with more 
than 7,000,000 cases. Smirnoff was top vodka 
with 1,950,000 and Gilbey’s paced the gins 
with 1,600,000. 


13. (B) Last year Wrigley spent $9,000,000 on 
advertising; American Chicle: $7,500,000; 
Mars: $3,000,000. 


14. (A) Woolworth continues to lead the va- 
riety parade with 2,426 steres and over a 
billion dollars in sales. 


15. (A) There are 121,770 apparel stores; 58,500 
drug stores; 102,660 retail outlets for furni- 
ture, furnishings and household appliances. 


16. (A) 40% of U. S. pharmacies are now large- 
ly self-service and 49% are partly self-serv- 
ice. 


17. (C) Aspirin and aspirin-containing com- 
pounds sell at retail for over $280,000,000 a 
year. 


18. (B) In 1960 there were 4,247,000 live births, 
which was slightly below the 1959 total. 


19. (B) In 1950 Negroes represented 10% of 
population total; 1960 census shows 10.5%. 


20. (B) Truman’s popularity went as low as 
23% and as high as 87% in Gallup’s polls. 
Ike ranged from 49% to 79%. FDR from 
50% to 84%. 


probable, therefore, that 6,500,000 cars for 
1961 could involve a substantially smaller 
dollar gross than the same number of cars 
for 1959 (and maybe even than the same 
number of cars in 1955, even though 
prices were lower in 1955 than in 1961). 

4. I should imagine that the total pro- 
ductive capacity of the entire automotive 
industry, including the makers of parts, 
etc., must be quite a bit larger in 1961 
than it was in 1955. Therefore, while 6,- 
500,000 units in 1955 might have utilized 


almost the maximum production capacity 
of the industry, I suspect that this would 
not be similarly true in 1961. 

Very likely still other points could be 
raised that would tend to make that fig- 
ure of 6,500,000 auto units something less 
of an economic barometer than it would 
appear to be. Perhaps, though, I have 
cited a sufficient number to make it evi- 
dent that some of our economic indices 
may not do a very competent job of in- 
dicating. + 


What They're (Keally ) Saying. . . 


“I wonder if I should interrupt him—the client hung up ten min- 
utes ago...” 


—By W. H. Everett 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


Many times I have crossed the bridges from Manhattan 
to Brooklyn, but when you get there, it is still New York. 
How different is the trip across San Francisco-Oakland 
Bay Bridge to Metropolitan Oakland! There, you enter a 
fast growing new empire of sales possibilities—a bustling 
area that is Northern California’s number one market in 
population and sales of food, drug, automotive and build- 


ing products...and due to be still bigger. Experts forecast 
a 15-year population growth of 88% for this area, compared 
to 37% for the rest of the country. No wonder this region 
warrants an “A” rating on our media schedules. 


WINTHROP HOYT, Chairman of the Board 
CHARLES W. HOYT COMPANY, INC., New York 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


4 We 


Tribune 


COVERS METROPOLITAN OAKLAND * 


Greatest Home Delivered Circulation 
in Northern California 


GO BIG..BE BIG 
in the TRIBUNE... 


National Representatives: 
CRESMER & WOODWARD, INC. 


*Two out of three of the more than 250,000 
families in Metropolitan Oakland (Alameda 
County) are Tribune subscribers 


Member Metro Sunday Comics Network 
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Along the Media Path 


In an effort to create more gen- 
eral interest in the civil defense 
survival plan, Eric Goldmar, disc | 


e Following a raid on a San Fran- 
cisco night club, ordered by the 
Mayor George Christopher be- 


jockey with KTRH, Houston, en-| | cause the club allegedly was per- 
tered on April 8 a demonstrator | mitting minors to sit in a roped 


model of an atomic fallout shelter, 
where he will remain for two 


weeks. The test will simulate at-| 
tack conditions. Disc jockey Gold- | 


mar will give periodic telephone 
reports on the air during his stay. 


e “For Homemakers Only,” a 25- 
minute four-color motion picture 
film, has been prepared by Family 
Circle and will be shown to super- 
market chain executives and ad- 
vertiser and agency personnel 
throughout the country during the 
next three months. The film’s story 
line is based on an agency plans 
board meeting and the media selec- 
tion for a large advertiser. 


em 
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et 
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t.Paul Aa 


"Ramsey. Dakota and Washington Counties 
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DISPATCH 
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PIONEER PRESS 
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RIDDER-JOHNS, INC. 


New York - Chicago - Detroit 
San Francisco - Los Angeles 
St. Paul - Minneapolis 


| 


|India and 


| e, 


off area and listen to jazz music, 
KFWB, San Francisco, held its own | 


jazz concert for local teens. Station 
listeners were invited to write in | 
for free tickets and within two 


days, 2,200 requests were filled. | 
Requests were so numerous, a sec- | 
ond show was held. The Mayor | 


later commended the station for 
its action. 


e The Montreal Gazette published 
an eight-page section devoted en- 
tirely to “Homes for Sale” and 
“Properties for Sale” classified ad- 
vertising in its March 24 issue. It 
marked the largest volume of 
“Property for Sale” advertising 
ever run on a single day by the 
newspaper’s classified department. 


e Admars, Bombay publication 


| covering advertising, marketing, 


sales and sales management in 
southeastern Asia, 
marked its first anniversary with 


its January issue. 


\e The Grammer-Murphey Co., 


men’s clothing retailer, ran a page 
ad in the March 26 edition of the 
Reporter-Telegram, Midland, Tex., 
to introduce a new fabric. A sam- 
ple of the fabric was glued to the 
| ad. 


e Richard Grahl, senior time buy- 
William Esty Co., won top 
| prize in a contest sponsored by 
|WQAM, Miami. As top winner, Mr. 
Grahl will spend a week’s vaca- 
tion in Miami and a long weekend 


| 


Howard 


KYW GiFT—-Specs Howard, KYW, 


CRIPPLED CHILDREN 


<a 
y 


Benko McGuire 
Cleveland, disc jockey, presents 


Lockyer 


keys to the new school bus to Frederick T. McGuire Jr., president 

of the Society for Crippled Children, and to Rusty Lockyer and 

Rene Benko. The school bus was purchased with tax stamps sent 

in by listeners. Ohio state law provides that non-profit organizations 

may turn in used tax stamps at the redemption value of 2% of the 

face value of each stamp. Station listeners have purchased three 
school buses for the society in the past four years. 


in Nassau. Contestants submitted 
estimates of the number of times 
WQAM appeared in the October 
and November, 1960 Pulse ratings 
for Miami; slogans based on the 
call letters, and a description in 
56 words or less of what they like 
best about the station. 


e Industrial & Engineering Chem- 
istry, introduced a new editorial 
feature in its April issue with an 
assemble-it-yourself unit calcula- 
tor. The reader needed only to 


city of Texas, serves 


sunland. 


No pint-sized market, this! El Paso, big Sth 


southern New Mexico-West Texas-Old Mexico 
.. scores well within the nation’s 
TOP FIFTY MARKETS. Thirsty for sales? 
El Paso Broadcasters provide 100-proof 
coverage of the market that serves South- 
western consumers. . 


750,950 people in the 


. El Paso, Texas. 


remove the die-cut calculator from 
the magazine, punch out the 
windows, fold and seal with glue. 
The June issue will feature a time 
saving special slide rule for deter- 
mining the pressure loss due to 
friction in fluids flowing through 
pipes. 


e The April 4 issue of Travel 
Weekly, New York, carried a 20- 
page supplement devoted to 
Brownell Tours, Birmingham, and 
its 75 years of growth. 


e Guests attending the special 
showing of Life’s recent television 
anniversary party, “25 Years with 
Life,” have received souvenir 
photograph albums including a re- 
cording of comedy and musical 
highlights from the show, with Bob 
Hope, Mary Martin, Sid Caesar and 
Peggy Cass represented. 


e “Sports Illustrated Guide to Re- 
gional Marketing,” an index of 38 
U. S. consumer magazines offering 
split-run and regional space, plus 
detailed information on the four) 
major marketing areas covered by | 
its regional editions has been pub- 
lished by Sports Illustrated, Time 
& Life Bldg., Rockefeller Center, 
New York 20. 


‘SLICK CHICK’—Milton O. Holst 


before 


, president, 
eral manager, Holst & Male, Honolulu, grin at the live “slick chick” 
delivered to the agency by the Honolulu Star-Bulletin as a reminder 
that the newspaper’s expanded Hawaiian Life magazine supplement 
itself is a slick chick. The weekend supplement, highlighting enter- 
tainment and travel, made its debut in its new format the weekend 
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; ® The third annual study of new 
| car purchasers among its sub- 
|scribers has been published by 
Holiday. Additional information 
may be obtained from Richard 
Reynolds, Holiday, 380 Madison 
| Ave., New York 17. 


e KDKA, Pittsburgh, has launched 
|a contest, to run throughout the 
| baseball season, featuring mystery 
_ voices of Pirate players. Each week 

a different player will recite a 
| two-line poem giving clues to his 
identity. Contestants must identify 

the voice and write a 25-word 
statement on why they would like 
| to spend a weekend at the Pitts- 
| burgh Hilton Hotel. Each weekly 
| winner will receive a weekend at 
| the Hilton and four tickets to a 

Pirate game. 
| e For the second successive year, 
| Seventeen will feature profiles of 
young actors and actresses, inter- 
views on movie sets, reviews of 
new movies, fashion pages photo- 
graphed with eight stars, and food, 
beauty decorating tips from Holly- 
wood celebrities, in a special May 
issue. 


e Parents’ will hold its annual 
breakfast and fashion presenta- 
tion, “Young Fashions for Fall 
1961,” featuring a showing of fash- 
ions for toddlers, girls, pre-teens, 
and boys, in the grand ballroom of 
the Hotel Pierre, New York, on 
May 18. 


e Richmond, Va. has been selected 
as national winner in the Reader’s 
Digest’s National Retail Merchants 
comraunity farticipation award 
competition. Richmond was cho- 
sen as the “community which most 
actively and imaginatively promot- 
ed the recent National Retail Mer- 
chants Week. 


e TV Week, television program 
guide distributed with the Satur- 
day Chicago Tribune, will pub- 
lish its fifth anniversary issue on 
June 3. 


e WBOY, Clarksburg, W. Va., 
celebrated its 24th anniversary 
April 12. 


e Radio Advertising Bureau has 
launched a massive direct mail 
campaign aimed at local and re- 
gional advertisers and their agen- 
cies. More than 170,000 individual 
|messages are expected to be in- 
cluded in the spring push. 

c “Helpful Tips on Selling the 
New Man-Made Fibers,” a chart 
giving trademarks, sources, char- 
‘acteristics and uses and hints on 


Sa 


and Carson Magill, gen- 


Easter. 
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Husted 


Keeler 
Wettstein 
GUARD CHANGING—Bob Wettstein of Wettstein, No- 
well & Johnson accepts the president’s gavel of the 
Magazine Representatives Assn. of Southern Cali- 
fornia from his predecessor, Maury Norrell, Con- 
over-Mast Publications. The other new officers 


Rose Sweeney 


Norrell 
of the association are Ray Husted, Harker-Husted- 


secretary; Ronald Rose, Whaley-Simpson Co., as- 


treasurer. 


how to care for synthetic fibers, 
has been prepared by Variety Store 
Merchandiser, 419 Park Ave. S., | 
New York 16. 


e On April 1, KTVH, Wichita, tel- 
ecast a special program in its “Of- 
ficer of the Month” series, featur- | 
ing the presentation of the “Lassie 
Gold Medal award” to “Rinnie,” a 
member of the Wichita Police De- 
partment canine corps, and his of- 
ficer, John Judge. 


|& Rubicam), 


e The April 9 issue of “Today,” 
Philadelphia Inquirer Sunday sup- 
plement, was devoted entirely to 
the Civil War. 


e Newsweek has issued the results 
of audience studies made for its 
European and Pacific editions. 
Based on replies from more than 
2,000 readers, the study shows a 
similar picture for each edition: 
Median age, 38; average family in- 
come, nearly $11,000; some 60% 
hold managerial positions. Scotch 
was the preferred drink of 65% 
of respondents in each group. + 


Jennings, Cuban Exile, Now 
Operating Agency in Lima 

Publicidad Jennings, formerly a 
leading agency in Cuba, has re- 
established itself in Peru. Bernard 
Jennings, reporting from Lima, 
said he now has a staff of 15, serv- 
ing 12 clients, among them Inter- 
national Harvester Co. of Peru, 
Braniff International Airways, Du 
Pont (Peru), Pisco Casablanca, 
Promar and Liber canned foods. 

Mr. Jennings said he was forced 
to abandon his Havana agency 
and leave Cuba by the “coercive 
action of a group of five pro-Fidel- | 
ista, Communist-sympathizing em- | 
ployes.” The agency was later con- | 
fiscated by the Cuban government. | 
Publicidad Jennings (Peru) has 
offices at Casilla 1877, Jiron Wash- 
ington 896. 


| 

Audio Advertising Formed 
Leonard Baitler has organized a 
new company—Audio Advertising | 
Corp.—in Miami. The new com- 
pany will make available spot com- 
mercial announcements through 
coin operated phonographs in de- 
sired markets on a national basis. 
The company also has opened a 
New York sales office at 1 W. 5ist 
St. The company has appointed 
Galbraith, Hoffman & Rogers, New 
York, as its agency. 


,of General Motors Corp. 


NBC-TV Adds P&G, Others; | 
CBS Sells ‘Miss America’ | nae & Co.). 
Procter & Gamble Co., Cincinna- | 

ti (Benton & Bowles), will again New Golf Book Bows in S. F. 
sponsor “The Square World of} A new San Francisco Bay Area 
Jack Paar,” an hour special which |magazine, Golf Report & Guide, 
will be repeated on NBC-TV May | will be published with the first 
2 at 10 p.m. (EDT). NBC-TV has/| issue scheduled for June. Dolores 
sold out its new hour series, “Dr.|Barusch, president of the company 
Kildare,” which will be presented | just formed to publish the new 
on Thursday at 8:30 p.m. (EDT) | magazine, also is owner and direc- 
during 1961-’62. The sponsors are|tor of Walter Barusch Advertising 
Singer Sewing Machine Co. (Young| Agency, San Francisco. General 
Warner-Lambert)| format and size will be the same 
Pharmaceutical Co. (Lambert &|as Golf Digest. Ronald Tuten, for- 
Feasley), Colgate-Palmolive Co.|mer newspaper man and sports 
(Ted Bates & Co.), Glenbrook! broadcaster, will be editor. Phillip 


(D. 


Coughlin, vp; Karl Keeler Jr., Popular Mechanics, 


sistant secretary; and Ronald J. Sweeney, ’Teen, 


| Philco Launches New Push 


| 
| 
| 


| 


| 


Labs. division of Sterling Drug Co.| J. Martinez will be advertising 


and Liggett & Myers Tobacco Co. | manager. 

(both Dancer-Fitzgerald-Sample). |, a 

Glenbrook Labs. also bought par-|‘Fifty-Plus’ Bows for Retired 

ticipations in “Thriller,” scheduled | Fifty-Plus, monthly for retired 

for Monday at 10 p.m. (EDT) | people, has started publishing with 

during the 1961-’62 season. a March issue. The magazine, pub- 
CBS-TV has sold out its 2%-|lished by Plus Publications, 2017 


Pageant for Sept. 9 at 9:30 p.m.) ington, sells through subscriptions, 
(EDT). Backers are Pepsi-Cola Co.| and on newsstands at 35¢ a copy. 
and Philco Corp. (both through| One-time b&w page rate is $330. 


hour telecast of the Miss America! Massachusetts Ave. N.W., Wash- | 


| 


| 
| 


Batten, Barton, Durstine & Os-| Bleed gets a 10% premium, accord- | 


born), Toni Co. (North Advertis- | ing to Eugene L. Pollock, advertis- 
ing) and the Oldsmobile division | ing representative. 


WAVE-TYV gives you 
28.8% more AVID EATERS 


—and they gobble up 28.8% more 
of EVERYTHING that’s edible! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.I., Dec., 1960. 


CHANNEL 3 © MAXIMUM POWER 
NBC 


LOUISVILLE 
NBC SPOT SALES, National Representatives 


| 


| 


“Showboat Showdown Sale” is 
the theme of a new spring promo- 
tion by Philco Corp. for its new 
five-model Philco-Bendix home 
laundry line. It will be promoted 
starting April 17 on Don McNeill’s 
“Breakfast Club” (ABC Radio). As 
part of the push, a consumer con- 
test will be held for a free ten-day 
showboat cruise for ten persons on 
the Ohio River aboard the river- 
boat, “Delta Queen.” Batten, Bar- | 
ton, Durstine & Osborn is the! 
agency. 


| 
| 


Hap Eaton Joins WJBK-TV 

Seymour (Hap) Eaton, formerly | 
an account executive with Peters, ! 
Griffin, Woodward, has joined 
WJBK-TV, Detroit, as national 
sales manager. He succeeds Keith 
T. McKenney, recently appointed 
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tor of Potts-Woodbury Inc., Kansas 
City, has been promoted to vp and 
Roy Parinenter has been promoted 
from the copy staff to copy chief. 
The agency also has named U. 
Scott Smith, formerly with Mel- 
drum & Fewsmith, a copywriter. 


Ritter Sets New Radio Push 


P. J. Ritter Co., Bridgeton, N.J., 
will launch a saturation radio cam- 
paign in major eastern markets in 
May for its green asparagus in 
glass jars and green tomato relish. 
The push calls for from 500 to 600 
spots in many of the markets. S. E. 
Zubrow Co., Philadelphia, is the 
agency. 


i 
TRUCK SIGNS 


general sales and administrative | 9UR SIGN HOLDERS on your fleet of 10 


manager of the station. 


Potts-Woodbury Boosts Two 


Willard H. Young, research direc- 


or more cars or trucks mean you can tell 
your sales story to thousands more. Write 


THE YARDER MFG. CO. 


724 Phillips Ave., Toledo 12,0.) PHOTO ALBUM 


YOUR BUSINESS 
A 

BOX SEAT 

at Bleacher 

Prices 


a 


Take your place where the view is best, the action 
greatest, in the pages of the Post and Times-Star, 
with the largest daily circulation in Cincinnati. This 
newspaper gives you 72% coverage of all families, 
and an exclusive readership of 43%, in a city rich 
in culture, rich in sales, rich in opportunity. Along 
with quality of readership in all income groups, 
you get one of the nation’s lowest milline rates ... 


What a buy! 


out of 


| 0 Cincinnatians 
read the Cincinnati P 0S T Times-Star 


Total circulation . . . 274,874... ABC 9/30/60 


. 


Largest Circulation of any Cincinnati Daily 


* 


Greatest Coverage of Highest Income Groups, 


as of all Groups. 
* 


43% Read No Other Daily 
* 


One of the nation’s lowest Milline rates 


+ 


The Newspaper that Spends the Evening with 


almost 1,000,000 Readers. 


ROBERT K. CHANDLER 
| Manager, General Advertising Department 


| Represented by The General Advertising Department 
SCRIPPS-HOW ARD Newspapers 
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Reeves Book Called ‘Compendium of Obvious’ 
With Occasional Self-Contradictions 


To the Editor: Permit another 
advertising worker to sound his 
huzzah for David Guerrant’s re- 
view of Rosser Reeves’ book, “Re- 
ality in Advertising.” 

It is hard to conceive that such 
a compendium of the obvious, in- 
terlarded with occasional self-con- 


\ 


tradictions, as this book appears to 
be, could have so much success in | 


by such experienced old-timers as 
Hopkins, Young, Wiseman, et al., 
which taught the same “discov- 
eries” Mr. Reeves is revealing. 
And I find it difficult to believe 
that the top management of a ma- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|sent telling points that are mean- 


jor corporation was never exposed | 


to these notions before. 


Joseph J. Judge, 
Kenyon & Eckhardt, New 


of admen may not be the prod- 
uct of “in-group” feeling alone. 
One difficulty may be that in at- 
tempting to communicate the util- 
ity of advertising to the public, 
admen often unconsciously ad- 
dress themselves to other admen. 
Many addresses and articles pre- 


ingful to the general public, but 


these points often are obscured by 


S : men 
the inclusion of some of the com-| 


fortable shibboleths and familiar 


searching look at themselves and 
their role in society. I believe it 
can, and will, contribute to the 
maturing of the advertising fra- 
ternity in exercising its great pow- 
ers in the best interests of society. 
ADVERTISING AGE is to be con- 
gratulated for demonstrating once 
again its paramount position as 
the responsible spokesman for the 
industry. 
Vance Packard, 
New Canaan, Conn. 
+ 
To the Editor: I was very in- 
terested in the three-part article 
about the image of advertising 


ae 
I find the results of the study to 


influencing the switch of a major | 
account. 


Perhaps one must conclude that 


York. 


those impressed by the book over- 
looked the inconsistencies, and sim- 
ply have not had the obviousnesses 


pointed out to them clearly and) 
forcefully by their own advertising | 


department personnel and their 
former agencies. 

I have worked for two major 
agencies, and both these firms sub- 
scribed to, and tried to practise 
when clients permitted them, the 
unarguable principles that Mr. 
Reeves presents: That advertising 
is only one of many factors affect- 
ing sales; that usage by those aware 
of your advertising is indicative of 
effectiveness (though not, in itself, 
conclusive) ; that penetration is im- 
portant; that public memory is 
short; that a good and successful 
campaign should be continued; that 
one claim is better than a truck- 
load; that a Unique Selling Propo- 
sition, reason why, consumer bene- 
fit (the expression we at K&E use 
most often) or purchase proposition 
is a vital element in persuasion; 
that the public is sophisticated 
enough to reject negligible product 
differentials when blown out of 
proportion by advertising; that pro- 
motion of a brand image is helpful, 
especially when combined with a 
good consumer benefit; and so on. 

As Mr. Guerrant temperately 
pointed out, none of these propo- 
sitions is at all new. We've all 
browsed through advertising works 


lof attitudes 


|jargon of the industry. A funda- 


_|mental propos-tion of advocacy 


|is to make the argument mean- 


|ingful to the people you are seek- 


Ad Study Shows Admen Talk to 
Selves When Talking to Public. 

To the Editor: Your well con- 
ceived and well executed study | 
toward advertising 
{[AA, March 27, April 3] adds 
further lustre to the shining rec- 
ord of ADVERTISING AGE for service 
to the industry and to the public 
interest. The study deserves care- 
ful analysis by all advertising men 
and women. 

Particular attention should be 
devoted to the study’s striking, if 
hardly startling, confirmation of 
advertising’s low esteem in the 
minds of too much of the public. 
Even closer attention should be 
devoted to the response of the ad- | 
vertising industry to this condi- 
tion. To concentrate on some 
short-sighted campaign to raise 
the prestige or image of advertis- 
ing would be a serious mistake. 
In the last analysis prestige is on- 
ly a reflection of the social utility 
of an individual or institution. Ad- | 
vertising has real social utility, | 
real economic utility, but it is ob-| 
vious that its utility has not been 
fully rationalized and communicat- | 
ed in meaningful terms. 

Your study offers some lessons 
on public communication. I sug- 
gest that the wide disparity be-| 
tween what admen think of ad- 
men and what the public thinks 


ing to convince. Demonstrating 
one’s orthodoxy as a member of 


the “in-group” should be reserved: 
| for “in-group” meetings. 


The lower index of concern 


,over the 1959-’60 scandals among 


non-advertising people is not. a 
ground for complacency. It is likely 
that this index is a reflection of 
a cynical attitude toward adver- 
tising prior to the scandals. If 
this is so then advertising people 
will realize only an ephemeral 
gain if the scandals “blow away.” 
The residual low repute would 
still remain. 

The study’s worst reflection up- 
on advertising people is the ten- 
dency to blame the scandals on 
someone else—the advertiser, the 
media, the government. Is it any 


/'wonder that people who are un- 


willing to accept responsibility for 
their work-product should suffer 
from a lack of self-esteem and a 
lack of public esteem? If adver- 


| tising is to justify itself advertising 


people must nurture a sense of 
professional responsibility. Profes- 
sional responsibility means the as- 


|sumption of a duty to recommend 


an honest and tasteful course of 
action to a client and a willingness 
to resign from the service of a 
client if that client is committed 
to chicanery. Until this sense of 
professional responsibility ma- 


be about what I expected and the 
viewpoints held by various groups 
| didn’t surprise me. It points up, 
| however, the need of determining 
the contribution advertising makes 
to our economy and our society, 
and the need to. make that con- 
tribution known. It also raises a 
question as to how much public 
irresponsibility the advertising pro- 
fession can tolerate. 

I am afraid that advertising and 
advertising men are being labelled 
generically by the actions of a few. 

Max Banzhaf, 

Director, Advertising, Promo- 

tion and Public Relations, 

Armstrong Cork Co., Lancas- 

ter, Pa. 

* 


To the Editor: . . . Forgive me for 
not being overly impressed. The 
findings to my way of thinking 
are not particularly dramatic or 
revelatory and don’t seem serious 
enough to require prompt and 
remedial attention. 

Walter Weir, 

Chairman, Executive Commit- 

tee, Donahue & Coe, New York. 


To the Editor: . . . I appreciate 
very much your making this ma- 
terial available to me. 

LeRoy Coilins, 

President, National Assn. of 

Broadcasters, Washington. 
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The Unwanted Apostrophe 
To the Editor: On page 90 of 
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of advertising at the University of 
Illinois and vp of our club. Dis- 
tributing primarily through mem- 
bers of the High School Press Assn. 
with the addition of some personal 
letters from Professor Sandage to 
high school officers within some 
50 miles of Champaign-Urbana, 
we have sent out some 4,000 cop- 
ies of the speech to date. . . 


N. L. Wilson, 
Grubb Advertising, Cham- 
paign, Ill. 
e @ a 


Good Research Costs Same 
No Matter Who Does It, He Says 

To the Editor: Cyrus E. Young, 
director of development and serv- 
ices, Advertising Research Founda- 
tion, must either have been wrong- 
ly quoted or quoted out of context 
in a manner to be misinterpreted 
under your headline “Use Small 
Anxious Research Shops to get Low 
Cost Studies, Small Agencies Told.” 
Certainly the ARF is not advocat- 
ing that “small agencies should 
‘shop’ for the research agency best 
suited to its pocketbook and prod- 
ucts” indiscriminately. After all, 
the ARF has for years put the pres- 
sure on to enhance the technical 
quality and validity of research. 

Crossley, S-D Surveys is a rela- 
tively moderate-size organization, 
and “anxious,” too; and we agree 
that quality services can be found 
in small research organizations, if 
you seek them out carefully. Ade- 
quate research costs just as much 
no matter who does it, unless some- 
one shaves the already-thin profit 
margin or makes an error in esti- 
mating costs. 

It is axiomatic that “there are no 
bargains in research—just bargain- 
ers.” Also, it stands to reason that 
the risk of getting poor, and dan- 
gerous, research is much greater 
among small, inadequately-staffed 
research organizations, particularly 
those who must contract out inter- 
viewing to people they do not 
know, have never seen and cannot 
legally supervise. 

Carl H. Henrikson, 

Vice-President, Crossley, S-D 

Surveys Inc., New York. 


Ad Clinic #21 


(a transparent device to get 
you to read this Sheraton ad) 


by Topp O.D. Tish 
Avoid reaching for effect 
HOW TO BE 


“HOME FREE” 
IN4 SECONDS ~ 


Use of the vernacular 
is usually unspectacu- 
lar, particularly when 
it is dated. This phrase 
went out with 
“Babbitt.” 

Could this headline 
possibly refer to fast 
reservations? 


SHERATON HOTELS 


This time you're absolutely right, Topp. What our writer 
was trying to say is that Sheraton can reserve a room for you 
mere anywhere in 4 seconds via RESERVATRON, 

heraton’s exclusive electronic miracle that links 56 Sheraton 
Hotels. We also wanted to get across the idea that this is a 
free service. Out of gratitude, we're offering you (and any- 
one else who wants it) a free 104-page Sheraton booklet 
designed to fill you in on Sheraton and, strictly as an after- 
thought, to help us check the pull of this ad. Write: Sheraton 
Corp., Age Ad #21, 470 Atlantic Ave., Boston, 
Massachusetts. 


jtures to a much higher degree 

|generally, advertising will continue 

/to wear blemishes for all to see. 

Earl W. Kintner, 
Arent, Fox, Kintner, Plotkin 
& Kahn, Washington 


To the Editor: I have read 
|with fascination your series of 
three articles which offer a socio- 
logical look at advertising men. 

The study, I think, is well-con- 
iceived to give advertising men a 


A New Look at Spelling 
To the Editor: “Whiskey” or 
“whisky?” Does it matter? 
Creative Man and the dictionary 
quoters in your April 3 issue might 
be interested in another perspective 


—"“you no how to spel?” 


on thee 
. 


ee er 


Te. 2S 


je: 


on spelling. 


It’s the approach nicely sum-| and Gamma Alpha Chi and the 
marized in the enclosed editorial department of advertising of the 


style ad, “you no how to spel?” 

Bernard Sachs, 

Editor, World Coffee & Tea, 
New York. 


your issue of April 3 is a graph! Mr. Young didn’t suggest tl 
entitled “Fits Most of It’s (sic) |8earTeh en be chosen “indis- 
People into a Bureaucratic Or- | criminately,” and the quotes are 
ganization.” Unless this caption | curate. 
was written by “Neighbors” what | 
will “Favorite Nephew” think? If) 
he’s wise he’ll think to go into|Cheers for Mayers Piece 
some business where English isn’t | To the Editor: Good for you! 
important, like publishing. Add my cheers for your wisdom 
Tom Rogers, ‘and leadership in devoting the 
Rives, Dyke & Co., Houston. space in your March 20 issue to: 
Mr. Rogers was only one of|“U. S. Propaganda Needs a ‘New 
many readers who spotted our goof | Frontier’.” 
in the graph which accompanied, We need this. 
our study of how admen and their | I feel we, in advertising, are 
neighbors evaluate advertising peo- | guilty of knowing that this job has 
ple. 'to be done—knowing that it is not 


e being done—and, doing too little 
: | about it. 
|AFA Unit Gives Marsteller | My congratulations to you for 
Speech to High School Seniors | your stand! 


To the Editor: As you may re-| 
member, last fall Bill Marsteller 
{chairman, Marsteller, Rickard, 
Gebhardt & Reed], made a speech | 
before the 40th annual convention 
of the Illinois State High School 
Press Assn. at the University of | 
Illinois. Word went around that! 
this was one of the most moving | 
interpretations of just what ad- 
vertising means that the association 
had ever heard. Since the AFA 
and its member clubs are interest- 
ed in recruiting high caliber in- 
dividuals into the professions, our 
local club accepted the project of 
helping to publish and distribute 
Mr. Marsteller’s speech to high 
school seniors throughout the state 
of Illinois. 

Joining with us in the effort 
were University of Illinois student 
chapters of Alpha Delta Sigma 


Cliff Fitzgerald, 
Dancer-Fitzgerald-Sample, New 
York. 


Not All Agencies Asked Wanted 
To Compete for Miami Account 

To the Editor: Permit me to reg- 
ister a mild “beef” over a state- 
ment in your article re selection of 
agency to handle Metropolitan-Mi- 
ami advertising. In the article in 
your April 3 issue you state: “Of 
the 85 agencies in the area, those 
screened and qualified to compete 
were:---” and then you list some 
ten agencies. 

This definitely gives the erron- 
eous impression that these were the 
only ten agencies qualified to com- 
pete for the account. Invitations 
were received by a number of other 
agencies (ours included) but the 
invitations were not accepted for 
reason. Two of the agencies who 

Prime mover behind the whole did not choose to compete were 
thing was Professor Charles H. two which in years past handled 
| Sandage, head of the department! the Greater Miami advertising ac- 


| University of Illinois. 
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count—ours being one. 

Your “Last Minute News Flash” 
on the same subject may give you 
some inkling as to why all of the 
qualified agencies in the area did 
not make presentations. 

Allan C. Gottschaldt, 

President, Gottschaldt & As- 

sociates, Coral Gables, Fla. 


Heumann Has Never Had 
GF in Germany to Lose 


To the Editor: We have read 
with great interest your excellent 
compilation of facts and figures 
about advertising agencies the 
world over in your issue of Feb. 27. 

However, we were extremely as- 
tonished to read the part of the sur- 
vey which refers to our agency, i.e. 
the Heumann Werbegesellschaft 
mbH & Co., listed on Page 102 of 
the issue in question. 

We would like to state this: 


e Our billings in 1960 were not 
$9,000,000, as you have estimated, 
but $11,000,000. 
e We never did gain and lose Gen- 
eral Foods in a six months period 
as you claimed. 

While we do not regard the first 
point, i.e. the wrong estimate as 
particularly disturbing, we do, 
however, take a serious view of the 
second point, i.e. the claim about 
our gaining and losing General 
Foods. 

As a matter of fact we never had 
General Foods as a client for Ger- 
many so we could never lose it. We 
did, however, do some parttime 
work in 1959 and in early 1960 for 
the small-scale introduction of 
Maxwell House instant coffee in 
Austria. The advertising for Aus- 
tria was canceled by General Foods 
after a certain time for marketing 
considerations. It has not been re- 
sumed either by us or by any other 
agency. 

As regards Germany we had a 
number of meetings with the Gen- 
eral Foods representatives in Ger- 
many as to possible plans for ad- 
vertising for new products. For 
various reasons the whole opera- 
tion was postponed until further 
notice. If General Foods should in- 
troduce new products in this coun- 
try we have been assured to be the 
advertising agency for these prod- 
WOW .«. 

H. M. Timm, 

Head, International Depart- 

ment, Heumann Werbegesell- 

schaft mbH & Co., Frankfurt 
am Main. 


Suggests Maidenform Idea: | 
‘1 Dreamed I Was a Tramp’ 

To the Editor: For more than a 
year, I dreamed that I wrote a 
nasty letter to Maidenform, pro- 
testing their inane campaign. 

I had especially bad nightmares 
after the “I dreamed I was wanted 
...” ad, which I still don’t quite 
believe, and your recent article 
brought the whole thing back. 

I don’t think I'll ever write to 
Maidenform, but I wonder if you 
could pass along an idea. 

That is, as a fitting sequel to “I 
dreamed I was wanted ... ”, and 
“T dreamed I was a Vamp... ”, 
“I dreamed I was a Tramp in my 
Maidenform bra.” 

Georgianne Ensign, 
Evanston, Il. 


Something's Wrong with Execs 
Who Expect Long Recession 

To the Editor: Your April 3 issue 
carries two items that attack a cou- 
ple of basics—purity and capital- 
ism. I hasten to add that no sug- 
gestion is made that these are 
bedfellows. Anyway, since purity is 


passe and the half-naked gal on 
Page 6 is one of the trademarks 
of the ad business, few will view | 
her with alarm. 

However, the statement made by | 
[Canadian ] P&G's president should | 
start a four-alarm. He suspects that 
the recession in Canada will last) 
5 years. If this does happen, there’s 


something wrong with P&G’s pres- 
ident and the presidents of Can- 
ada’s other large companies. Inci- 
dentally, just how content does he 
think the unemployed will be with 
our economic system if they’ve got 
five more years of joblessness to 
look forward to? 
G. Reid, 
Windsor, Ont. 


” . e 
Objects to Liquor Ads on Sports, 
Teen Age Pages of Paper. 
To the Editor: The distilleries 
appear to be launching a bold cam- 
paign of liquor advertising in the 


sports-teen age market in spite of | * 
jin January 


published evidence in the same 
newspapers carrying these ads that 
liquor is the principal cause of ju- 
venile crime. 

Since Feb. 22, this year I have 
noticed in the Chicago newspapers 
hard liquor ads pitched at attract- 


ing the teen age sports enthusiast. | March 8 Chicago Daily News. Here 
A three column 934” high ad has |an incongruity of a riding stable 
been running periodically in the | scene, showing an attractive young 
Chicago Daily News and in the | couple—the man drinking—invit- 


Chicago Sun-Times on the sports 


pages bordering the high school 
basketball scores. Here the illus- 
trator shows the interior of a ski 
lodge as the setting for a party of 
three. An attractive young couple is 
seated at a fireplace drinking whis- 
ky. In the foreground is the third, 
a girl dressed in typical high school 
sports attire looking on. There is no 
question left to the thinking reader | 
what market the advertiser is try- 
ing to reach—the teen ager at 
sports; the high school skier. 

The unusually large number of | 
boys and girls on crutches with a 
broken leg in the Chicago suburban 
high schools is skiing’s trade mark 
and February—their 
classmates are aware of this. Such 
an ad is a disgraceful symbol of 
American youth. 

My observation of distasteful liq- 
uor advertising is again dramatized 
in a bourbon ad on Page 14 of the 


ing other young folks to join them, 


is evident when you read the news 
column immediately avove the ad. 
A staff reporter, Edward Gilbreth, 
writing on “Bottle, Gang—and a 
Gary (Indiana) Crime Is Born” 
states: 

“Regardless of disagreement over 
the extent of teen gang organiza- 
tion, officials in Lake County are 
united on one point: 

“Drinking is causing 99% of the 
trouble. 

“If we could curb teenage 
drinking, gangs would dissolve into 
social clubs,’ Dobbins [a case 
worker] said. 

“*The drinking problem is get- 
ting worse,’ Judge Meczar agreed.” 

The responsibility for this dual 
standard should be pin pointed and 
the infractions corrected. I should 
like to be shown that the adver- 
tising profession attempts to main- 
tain a standard of the American 
way of life, worthy of its heritage, 
on a level where human values are 
not exploited for commercial gain. 

Where their eyes are opened to 
what is happening; all parents of 
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teen agers—drinkers and non 
drinkers—whom I have questioned 
join me in protesting against this 
irresponsible advertising. What 
could be more degrading to youth 
and sports than the continuance of 
youth-liquor-sports ad objectivity? 
In fairness to the Chicago Daily 
News, I’m enclosing copies of my 
correspondence with that paper. 
Marshall Field Jr. [the publisher, 
in correspondence with me] agrees 
that this is a difficult problem. He 
concurs in the distinction I make 
between an appeal to adults and 
the ads under protest specifically 
directed to younger age groups. 
Inasmuch as the Chicago Daily 
News and Chicago Sun-Times ad- 


vertising policy accepts liquor ad- 
vertising it apparently does not feel 
free to impose its own restrictions 
|on the advertiser. The only hope 
seems to rely on the respected in- 
fluence of the American Assn. of 
| Advertising Agencies and the Bet- 
ter Business Bureau. 
Paul F. Meyn, 
Glenview, Ill. 
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! " Companies who offer a Plan Why Use ACB Service? 
4 } of cooperative advertising to First: ACB can doa better job 
} retail stores welcome the __ because it has the experienced 
1 business-like and expert 'sanization, equipment and 
: ‘ P information (including a com- 
, | handling of their claims by posite Local Rate Card File) 
» 1 ACB who are specialists in  pyilt up over the years. 
ht the field. Second: You gain the benefit 
ACB Co-op Audit Service is °F 8” “Impartial” audit thus 


perience 


over $20 


“ACB 


YOUR CO-OP ADVERTISING CLAIMS 


based on many years of ex- 


administering co-op and mer- 
chandising programs for over 
200 companies in diversified 
fields. For the year 1960 we . 
certified to (or corrected) 


retailers claims. In many in- 
stances ACB is asked to use 


Pe we 


in auditing and 


million dollars in 


with you or send you a copy 


its own check in payment. tunity to 
“ «it requires of “ACB 
years of preparation 
and practic®... 


iat 


Mew Yer (10) 953 Peck Ave. Seoth 
20 South Third $ 
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meeting the full demands of 
the Robinson-Patman Act. 
Third: Effect potential savings 
in any overcharges—dependent 
on your Policy and willingness 
to follow through. 


Fourth: Provides a tried plan 
which will eventually elim- 
inate, or certainly reduce, the 
“deduction” problem. 


We would welcome an oppor- 


Cooperative Advertising,” 
which describes the service 
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Spice Islands Sets Magazine 
Drive for New Products 


A series of new Spice Islands 
Co. products is about to be intro- 
duced via national consumer maga- 
zines in a campaign prepared by 
the San Francisco office of Dan- 
cer-Fitzgerald-Sample. B&w and 
two-color pages in the April is- 
sues of Gourmet, House Beautiful, 
The New Yorker and Sunset Maga- 
zine will introduce the San Fran- 
cisco firm’s new instant coffees, 
Expresso and Antigua. Art work 
for the campaign was prepared by 
San Francisco artist Nicholas Sid- 
jakov. 

The introduction campaign will 
be continued with page ads in the 
May, July, September and October 


“I didn’t want to be unemployed, so I moved down to The aated 
Yorker.” 


issues of Sunset and a two-color Averse to Being ‘Unemployed,’ Fleischmann 


page in The New Yorker from 
May through October. B&w ads 
will appear in Gourmet May , 4 
through September and in the —— April one ae on 
May, July and September issues er iced — ee: ae 
of House Beautiful. New Yorker s angel’ to being its 
publisher? This question was asked 
of Raoul Fleischmann by an Ap- 
Shannon Names Platt VERTISING AGE reporter last week 
Shannon & Associates, publish-|jn Chicago, whither Mr. Fleisch- 
ers’ representative, has appointed | mann had come for the installation 
Bernard F. Platt, formerly with! of a new head of the magazine’s 
McKesson & Robbins and Doherty, Chicago sales office (AA, April 3, 
Clifford, Steers & Shenfield, to its 10). 
New York sales staff. “It was in the autumn of 1925,” 
he said. “I was in the process of 
|leaving General Baking—I had 
sold my stock for an unbelievably 
high figure. But I still had my 
‘office there. Then I was offered 
'a chance to make a little money 
‘on some arbitrage in connection 


ONG 


Skim off the 
Cream of the 
Mass Market 


New York's mass market runs 
from higher-than- average - 
income neighborhoods to 
tenement sections. 


The Mirror is strongest where 
incomes are highest. 


No wonder the Mirror gained 
10,000 readers inthree years 
among New Yorkers owning 
high-priced cars. 


Make 
The Mirror 
a MUSTI 


“I learned publishing by osmosis.”’ 


with General Baking stock—and 
I did, about $150,000 in one day. 

“The new president of General 
Baking upbraided me for this 
transaction. He said I was selling 
something I didn’t have. I thought 


135 Woolf articles 


in handsome library edition 


SALESENSE IN ADVERTISING 
is a careful collection of 135 of 
the best-liked of the more than 
500 widely-read articles James 
D. Woolf has written for Adver- 
tising Age. Handsomely bound 
in cloth. Profusely illustrated. 
Woolf, for 32 years Creative 
Director of the Western Divi- 
sion of J. Walter Thompson Co., 
is well-qualified to express his 
ideas in this provocative vol- 
ume. What makes this book dif- 
ferent are the things that make 
Woolf different . . . an undying 
interest in people, an abiding 
faith in common sense and hu- 
man dignity, a great impatience 
with stupidity, and the ability 
to express himself so clearly 
and forcefully that what he 
writes is instructive and enjoy- 
able at the same time. Price, 
$5.95. Write Advertising Publi- 
cations, 200 E. Illinois St., Chi- 


cago 11, Ill. for “Salesense In 
Advertising,” available on five 
days’ approval. 


Moved to Publisher's Desk at ‘New Yorker’ 


that if he didn’t understand the 
nature of a short sale, I would 
get out,” Mr. Fleischmann said. 


® “And I didn’t want to be un- 
employed, so I moved down to 
The New Yorker office. 

“It was only about a 10-minute 
drive in those days, though now 
that we have all the superhighways 
it takes the better part of an hour. 

“I didn’t know anything about 
publishing then, of course, but I 
learned later. You sort of pick it 
up by osmosis.” 


s Did you ever sell an ad for The 
New Yorker? Mr. Fleischmann was 
asked. 

“Well, yes—once,” he said. “We 
wanted to get some Lucky Strike 
advertising. We hadn’t had any, 
and they were regarded as a sort 
of bellwether account. 

“So I went down to see George 
Hill. I had gone to school with 
him [Williams]. 

“He had a very large office, 
and when I went in he was sitting 
at a desk in the far corner. He 
was wearing a hat. 

“He asked me what I was do- 
ing, and I told him I was with 


“We'd like some of your business.” 


The New Yorker Magazine. 

“« ‘We'd like to have some of your 
business,’ I told him. 

“I guess you wouldn’t call that 
very good salesmanship. But he 
said, ‘All right, you’ll have 12 
pages. I have to leave now.’ 

“And he did. And I did.” + 


Cochran Opens Agency 

Burt Cochran Advertising has 
opened at 1010 Flower St., Los 
Angeles. Mr. Cochran formerly 
was at McNeill, McCieery & Coch- 
ran, Los Angeles. Accounts he 
brings with him include Tom 


Sawyer Foods, Prepared Products | 
Co. and Shu-Make-Up Inc. India! 
Dean, also formerly of McNeill, | 


McCleery, is now assistant to Mr. 
Cochran. 


Simoniz Sets TV Drive 

Simoniz Co., Chicago, is running 
an eight-week spot tv schedule in 
Los Angeles and New York to pro- 


|mote Tone furniture polish. The 


|excluded from a 42-market spot tv | and local radio, 
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Nielsen Network TV 


Two Weeks Ending March 19, 1961 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 18,854 
2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 17,259 
3 Rawhide (Participating sponsors, CBS) ................cccssceeeseeecenseceescees 16,087 
4 Garry Moore Show—10:30 p.m. (Several sponsors, CBS) ............ 15,712 
5 The Untouchables (Several sponsors, ABC) .... 
6 Andy Griffith Show (General Foods, CBS) ...........ccccccceeeseesesenseens 
7 The Real McCoys (Procter & Gamble, ABC) 
8 77 Sunset Strip (Several sponsors, ABC) .. 
9 Candid Camera (Lever Bros., Bristol-Myers, CBS) 
10 Dennis the Menace (Kellogg, Best Foods, CBS) 
PLA Ce UE LULL LLLP 
PER CENT OF TV HOMES REACHED+ 
Homes 
Rank Program : (%) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 40.2 
2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 2.0.0.0... 36.8 
3 Rawhide (Participating sponsors, CBS) ........ 34.3 
4 Garry Moore Show—10:30 p.m. (Several sp s, CBS) 33.5 
5 The Untouchables (Several sponsors, ABC) ..........cccccsseesseeseeeeenees 33.2 
6 Andy Griffith Show (General Foods, CBS) ..........ccccccccscessseeeesnees 32.4 
7 The Real McCoys (Procter & Gamble, ABC) .o......ccccccccceccceeeeeeeeeee 32.0 
8 77 Sunset Strip (Several sponsors, ABC) .........:sesseesesseeseeseeseee 31.8 
9 Candid Camera (Lever Bros., Bristol-Myers, CBS) 0.0... 31.2 
10 Dennis vend Maces Kellogg, Det: Peel, SE ec cceteesiitcssoscectene 30.9 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .........::.ccsceeeeees 16,227 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 15,852 
3 Andy Griffith Show (General Foods, CBS) ..........cccccceseeseseseeeeeseees 14,351 
4 The Real McCoys (Procter & Gamble, ABC) ..........ccccccccseccseeseeeees 13,929 
5 Candid Camera (Lever Bros., Bristol-Myers, CBS) .........cccceeeees 13,648 
6 Rawhide (Participating i SEIS tsnsaritvuntiontedseqseccinecienh 13,132 
7 Danny Thomas Show (General Foods, CBS) ...........cccscssceeeesereeeee 13,132 
8 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 13,132 
9 The Untouchables (Several sponsors, ABC) .. . 12,898 
10 Dennis the Menace (Kellogg, Best PORE, GED sccepencececscsntscesinsis 12, en 
PER CENT OF TV HOMES REACHED+ 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .......:..ccceseeeee 34.6 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 33.8 
3° Andy Griffith Show (General Foods, CBS) ........:cccscssccssserreeeeeees 30.6 
4 The Real McCoys (Procter & Gamble, ABC) ..........cccceseessesseeseeneees 29.7 
5 Candid Camero (Lever Bros., Bristol-Myers, CBS) .......cccccccceeereees 29.1 
6 Rawhide (Participating sponsors, CBS) ........ccccsssseceeeeeeersereeeeneee 28.0 
7 Danny Thomas Show (General Foods, CBS) ..........cscsssseeseenereeees 28.0 
| 8 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 28.0 
9 The Untouchables (Several sponsors, ABC) 27.5 
10 Dennis ms Menace (Kellogg, Bost Foods, Ces) sseinieiiethiainipeniatabeitaias 27. 4 


VOT POUCA LLL ' tt 

* Homes reached by all or any part of the program. aungt fer homes viewing only one 
to five minutes. 

**Homes reached during the average minute of the program. 

+ Petcented ratings are based on tv homes within reach of station facilities. 


Wurster Agency Adds 


Sabre Boats, Viking Co. | 

Wm. Wurster & Associates, Seat- | 
tle, has been appointed to handle | 
advertising for Sabre Craft Boat | 
Co., Tacoma, manufacturer of small) 
boats, and Viking Equipment Co., 
distributor in three western states. | 
Sabre Craft recently moved its} 
plant from Seattle to Tacoma and 
opened a second plant at Niles, | 
| Mich. The 1961 promotion, estimat- | 
\ed to bill $30,000, is slated for Boat- 
ing Industry, Outboard, Outboard 
Progress, Popular Boating and Sea 
& Pacific Motor Boat. 

Viking, in a $24,000 push, will 
use local radio in three Pacific 
Northwest states and direct mail 
(on behalf of Porsche diesel trac- 
\tors, plus Western Crops & Farm) 
Management and Western Farm 
| Equipment for Eberhardt rotary 
| tiller. Viking will also use month- 
ly ads throughout the year in 
Fishing Gazette, Fisherman’s News 
and Pacific Fisherman for Simrad 


‘commercial fish and depth record- Over 100 pages monthly, de- 
er 


| 7 voted solely to the interests 


of more than 360,000 ac- 

_BarChris to Dunay, Hirsch tive shooters and hunters. 
Dunay, Hirsch & Lewis, New 

York, has been appointed to handle } 

advertising for BarChris Construc- 

tion Corp., builder of bowling cen- 


Sample copy on request. 


spots are on all seven New York ters and maker of bowling equip- 
channels. The two markets were ment. Bowling trade publications 
direct mail and 
push for Tone last fall, when Danc- promotional material for “Grand 
er-Fitzgerald-Sample took over the Openirg” campaigns of new bowl- 
account. ing centers is planned. 


AMERICAN" |) 
RIFLEMAN ayn 


SCOTT CIRCLE WASH. 6 O.C. 
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says Andrew Karnig, Director of Advertising be 
Bristol-Myers International, 
A Division of Bristol-Myers Company 


“Advertising Age gives me an 
up-to-date resume of the 
latest developments in mar- 
keting both in the U.S. and 
abroad. | also find Ad Age 
very helpful in keeping track 
of the movements of adver- 
tising agency and marketing 
personnel abroad.” 


An alumnus of Brown University, Mr. Karnig began his business 
career in 1949 on the Young & Rubicam training squad. During 
the eight years that followed he remained in the agency field, 
serving in such posts as account supervisor and assistant manager 
(in Manila) for the Philippine Advertising Association and as an 


account executive for Y & R and for the Grey Advertising Agency. 


In 1957, Mr. Karnig joined the International Division of the 
Bristol-Myers Company as director of advertising and market 
research. He reports that some or all of the various Bristol-Myers 
products (such as dentifrices, deodorants, shaving creams and 
tonics) are sold in practically every free country in the world, 
either through licensee distributors and manufacturers or through 
wholly-owned subsidiaries. Mr. Karnig’s interest in international 


advertising goes beyond the working day and includes active 


participation in the International Advertising Association. 


Advertising Age 
impottaut to impottauit people 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
630 THIRD AVENUE * NEW YORK 17, NEW YORK 
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.Shoot with. 


Whatever your 


|@ “Even so,” he continued, “the | 
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Catholic Educator 


Goal Justifies Use 
of ‘Seemingly Dishonest’ 
Tool, He Tells Group 


ATLANTIC Crry, April 11—A Cath- 
olic educator urged last week the 
j}adoption of Madison Ave. adver- 
| tising methods to promote religion 
| among youngsters. 
| The Rev. Godfrey Poage, direc- 
tor of vocations of the Passionist 

Fathers, Chicago, told the 58th an- 
|nual convention of the National 
|Catholic Educational Assn. that 
Catholic educators should “create 
jan image” which would put re- 
| ligious vocations in a highly favor- 
| able light. 
| Urging the group to “follow the 
suggestions of motivational eana- 
bevel Father Poage told 12,000 
delegates to the meeting that mo- 
tivation researchers “would have 
jus stress the indisputably high 
| status of priests and religious lead- 
|ers. Everybody admires such per- 
|sons. They are among the best- 
| trained leaders in the world. Their 
position is one worthy of any sac- 
|rifice. This is called ‘creating an 
image.’ 
| “We try to elicit admiration for 
|priests and religious persons, in- 
|ducing in youths a subconscious 
| willingness to go to any lengths 
|to be like them. Such a presen- 
tation appeals more to the senses 

than to reason, but this is per- 
fectly permissible,” he said. 


| = “This type of approach, I know, 
lis sometimes severely criticized. 
It seems to be dishonest. In fact, 
the critics will go so far as to say 
|that any type of motivation on 
|the subconscious level is slick, 
cheap and unworthy—certainly 


“Madison Ave. Methods to Win Youth 


| sters. 


hen youth showed 38% of all movie | 


Advocates Use of 


beneath the dignity of a spiritual 
director or genuine teacher. 

“Unfortunately, this is due to 
confusing the means with the 
ends to be attained. Subconscious 
motivation is merely a means, a 
human technique. It is good when 
used for good; evil when used for 
evil,” he said. 


s “Today, when we are battling 
those who use conscious and sub- 
conscious appeals to lure youth 
away from Christ, there is no 
sound reason whatsoever why we 
should not master the same tech- 


i i 1 ill run| 
niques and consciously use them Club will 


WAITING—Canadian 
in drawing more to God’s service.” this ad starting in May in Ebony, | 


Father Poage said a recent sur-| Esquire, Holiday, Life, Look, The 
vey showed the average American New Yorker, Newsweek, Sports Il- 
youngster spends 20% of his wak-|lustrated, Time, Town & Country, | 
ing hours watching television, and| True and U.S. News & World Re- | 
in one week, he added, as much| port. C. J. La Roche & Co. is the| 
time is spent before a tv set as is| a 

, gency. 
spent in the classroom. | 
| | 
= He also cited a study of 14,522 Judge Says Drug | 


San Antonio youngsters between 


the ages of 14 and 18, which dis- Price Fixing Caseto | 


closed that practically all were) 


dating at the age of 14, and “go- Be Tried in California 


ing steady” was considered the| : 
“principal problem” of most of San Francisco, April 11—Feder- | 
them. \al Judge Lloyd H. Burke has re-| 


The effect of “lurid pocketbooks, | fused to send the Northern Califor- 
slick magazines and pornographic | "ia Pharmaceutical Assn.’s crimi- 
comics” is “devastating to the |nal price fixing case out of state for 
minds of our youth,” he went on, |‘tTial, as requested by the defend- 
adding that 25,000,000 such pub-| Mts. 
lications appear monthly and are| Judge Burke said he has found 
read by some 100,000,000 young- | “"° reason or basis for contentions 
|that the organization cannot re- 
pe ae : Penis 
A survey of the effects of movies | ceive @ fair trial in California. 

| Attorneys J. W. Broad and M. 
audiences are teen agers, Father | - Khourie had argued that news- 
|Poage said, and 77% of them fa-|P@per publicity given comments 
'vored plots dealing with love and|made by Judge Burke at a hearing 
isex. # |March 20 “caused every prospec- | 
| tive juror to have a financial stake | 


Honest Adman Need 
Not Fear Attacks, 


,uor control board. Gov. Patterson 
|said he had asked some months 
|ago for newspaper editors and pub- 
|lishers to express their views, but 
he had received no response. 


in the outcome of the trial.” 
Judge Burke had stated that if | 
the government proved its charges, | 
|every person who paid for a pre- 
‘scription drug during the period 
covered by the case might con- 
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Coming 
Conventions 


*Indicates first listing in this column. 


April 17-20. International Advertising 
Assn., Waldorf-Astoria Hotel, New York. 

April 20-22. American Assn. of Advertis- 
ing Agencies, annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

April 21-22. Advertising Federation of 
America, 9th District convention, Savery 
Hotel, Des Moines, Ia. 

April 24-27. American Newspaper Pub- 
lishers Assn., Waldorf-Astoria Hotel, New 
York. 

April 25-27. Sales Promotion Executives 
Assn., fourth annual conference, Benjamin 
Franklin Hotel, Philadelphia. 

April 28-30. Alpha Delta Sigma, profes- 
sional advertising fraternity, national con- 
vention, University of Minnesota, Min- 
neapolis-St. Paul. 

May 1-3. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 4-6. Western States Advertising 
Agencies Assn., 1lth annual conference, 
Shelter Inn, San Diego, Cal. 

May 4-6. Associated Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

May 7-9. Magazine Publishers Assn., 
42nd annual spring conference, The 
Greenbrier, White Sulphur Springs, W. Va. 

May 7-10. National Assn. of Broadcast- 
ers, annual convention, Sheraton Park 
and Shoreham Hotels, Washington, D. C. 

May 8-9. Direct Mail Advertising Assn., 
West Coast conference, Statler Hotel, Los 
Angeles. 

May 11. Assn. of National Advertisers, 
workshop on International Advertising, 
Hotel Plaza, New York. 

May 14-17. National Sales Executives, 
annual convention, San Francisco. 

May 21-24. National Newspaper Promo- 
tion Assn., annual. convention, Waldorf- 
Astoria Hotel, New York. 

May 25-28. Federation of Canadian Ad- 
vertising and Sales Clubs, 14th annual 
conference, Ottawa; Ont. 

May 27-31. Advertising Federation of 
America, 57th annual convention, Park 
Sheraton Hotel, Washington, D. C. 

June 11-14. Assn. of Industrial Advertis- 
ers, annual conference and exposition, 
Statler Hilton, Boston. 

June 11-23. Advertising Federation of 
America, third annual management sem- 
inar in advertising and marketing, 
Chatham Bars Inn, Cape Cod, Mass. 

June 12-14. Poster Advertising Assn. 
of Canada, Chantecler Hotel, Ste. Adele, 
P.Q., Canada. 

June 19-21. American Marketing Assn., 
44th annual conference, Ambassador Ho- 
tel, Los Angeles. 

June 21-24. Trans-America Advertising 
Agency Network, annual meeting, Shera- 
ton-Plaza Hotel, Boston. 

*June 25-28. Annual sales promotion 
convention, National Retail Merchants 
Assn., Mount Washington Hotel, Bretton 
Woods, N.H. 


Weber Tells Adclub | MEME he delt there wee | 


| San Francisco, April 11—Ad- | connection between liquor adver. |Saeeny wae for treble Gumnngte, 


ie “ Pita ‘ , | o b association 
| vertising executives should “worry |tising and juvenile delinquency. she ieee meer. Sn 


|more about being honest them-| He insisted his only purpose in | 24 Donald K. Hedgpeth, ctisir- 
selves and less about what the/|introducing the measure was to| 
| other fellow is doing,” members of | prohibit ads that might encourage 
the San Francisco Advertising| young people to drink. 

|Club were told last week by Ray| 
/Weber, ad manager of Swift &! 


{conspiring to fix the cost of pre- 
|scription drugs. + 


|man of its pricing committee, are | 


June 25-28. New England Newspaper 
Advertising Executives Assn., sufimer 
| meeting, Mount Washington Hotel, Bretton 
| Woods, N. H. 

June 25-29. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 


\charged with restraining trade by | Seattle. 


June 25-29. National Advertising Agen- 
\@ Network, annual management confer- 
ence, Broadmoor Hotel, Colorado Springs. 

June 25-29. American Academy of Ad- 


| Co., Chicago. 


“The advertising business has 
|nothing to fear,” Mr. Weber as- 
| serted, “as long as it does not re- 
lax its integrity. We have to start 
|in our own shops, in our own 
minds. You and I should be con- 
|cerned about our most priceless 
possession— integrity.” 

| Mr. Weber emphasized that 
“there would be no need for gov- 
ernment control if each of us keeps 
our own house clean. Unfortunate- 
ly, there are a minority of adver- 
tisers who want to fool the reader 
instead of convincing him. 


|right to communicate at the mar- 
|ket place without shackles must 
not be taken away from the ad- 
|vertising business. Truthful ad- 
vertisers will not be harmed by 
attackers of Wall St. 


° 


a. 
“If advertising is honest,” Mr. 


on its own merits.” + 


Alabama Governor Seeks 
Liquor Ad Control Law 

Gov. John Patterson will intro- 
duce a measure when the Alabama 
legislature meets next month to 
give the chief executive strict con- 
trol over liquor advertising in 
newspapers and magazines. The 
proposed law would require prior 
approval of all ads by the state liq- 


| Sealy Unit to Garfield, Hoffman | Jones, Marsteller, ‘SEP,’ 


| vertising, annual meeting, University of 


who chip | 


| Garfield, Hoffman & Conner, 
/San Francisco, has been appointed 
agency for Sealy Mattress Co. of 
|Northern California, effective June 
|1, Company manager M. J. Marz- 
luft said Alvin Wilder Co., Los 
Angeles, which hitherto has had 
the entire California account since 
1934, will henceforth direct Sealy 
|advertising only in the Southern 


| California area. Both segments of | 


|\the Sealy advertising have approx- 
|imated $200,000 a year in billings. 
McCorkle Named Harrah's A.M. 

Jack E. McCorkle, who resigned 
last year as manager of consumer 
foil advertising of Kaiser Alumi- 
inum & Chemical Co. to establish 
|McCorkle & Associates, display 
audit agency in San Francisco, has 
been named advertising director of 
Harrah’s, 


|all of Harrah’s advertising activi- 
| ties formerly directed by Mark 


Weber declared, “it will survive| Curtis, who will continue as pub- 


| lie relations director. 


Bromley to Collins & Aikman 


Reno and Lake Tahoe! 
away at the cornerstones of Ameri-| casinos. Mr. McCorkle will handle | 


Pillsbury, MJA Win Awards 
Ernest A. Jones and William A. 


Marsteller were given duplicate | 


grand awards in the public state- 
ments category of the third an- 
nual media awards sponsored by 
Media/scope. Other winners of 
bronze plaque grand awards were 
The Saturday Evening Post for 
media research and Pillsbury Co. 
‘and Campbell-Mithun for media 
| techniques. 


| Mr. Jones, president of MacMan- | 


\us, John & Adams, was honored 
| for his address, “Take Me to Your 
Reader,” delivered before the 
| Magazine Promotion Group, New 
| York. Mr. Marsteller, board chair- 
|man of Marsteller, Rickard, Geb- 
hardt & Reed, was cited for his 
addresses and articles in support 
of comparable audits of business 
publications. The Post won its 
award for “The Rochester Study,” 


conducted by Alfred Politz Media 


Studies. Pillsbury and Campbell- 
Mithun won for a _ pre-printed 
supplement of recipes. 


Bendel Boosts Van Slyke 


Mrs. Helen Van Slyke, director 
of the Gilded Cage, the cosmetics 
department of Henri Bendel, New 
York, has been appointed promo- 
tion director of the store, a new 
post for coordination of advertis- 
ing, publicity and display. Before 
joining Bendel last year, she was 
promotion director and beauty 
editor of Glamour. 


Stephen B. Bromley, formerly 
an account executive with C. J. 
LaRoche & Co., has been appointed 
director of advertising and sales 
promotion of Collins & Aikman, 
New York fabric manufacturer, 
effective April 24. He succeeds 
Charles L. Conley, who has re- 
signed. 


| Washington, Seattle. 


July 9-12. Newspaper Advertising Exec- 
utives Assn., Statler Hilton Hotel, Detroit. 

*Aug. 1-4. Fourth annual Advertising 
Age Creative Workshop, Palmer House, 
Chicago. 

Aug. 18-19. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C. 

Sept. 8-10. Iowa Daily Press Assn., an- 
nual meeting, Hotel Savery, Des Moines. 

*Sept. 11-17. Affiliated Advertising 
Agencies Network, 17th annual interna- 
|tional meeting, Sheraton-Blackstone Ho- 
| tel, Chicago. 

Sept. 20-22. International Advertising 
| Assn., European Conference, Madrid. 

Sept. 21-23. Advertising Federation of 
America, 10th district convention, Hotel 
|Mayo, Tulsa. 

Oct. 10-13. Direct Mail Advertising 
Assn., 44th annual convention, Statler- 
Hilton Hotel, New York City. 

Oct. 16-17. Agricultural Publishers Assn., 
| annual meeting, Chicago Athletic Assn. 
| Oct. 22-27. Outdoor Advertising Assn. 
|of America, Diplomat Hotel, Hollywood- 
| By-The-Sea, Fila. 

Nov. 2-4. Assn. of National Advertisers, 
|annual national meeting, The Homestead, 
|Hot Springs, Va. 

Nov. 6-8. Broadcasters’ Promotion Assn.. 
annual convention, Waldorf-Astoria Hotel, 
New York. 

Nov. 7-9. Point-of-Purchase Advertising 
Institute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago. 

Nov. 15-17. Television Bureau of Ad- 
vertising, annual meeting, Statler-Hilton, 
Detroit. 


Milton Rich Opens Office 
Milton Rich, who was associated 
with Columbia Broadcasting Sys- 
tem in various capacities for a 
number of years, has opened his 
own publicity and public relations 
offices at 18 E. 48th St., New York. 
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79% Hike Asked tor 
2nd Class Mail, 40% 
Boost for 3rd Class 


(Continued from Page 1) 
rates go into effect July 1. 


Ignore FTC Mail 


Quiz; It's Illegal, 


Lever, P&G Off & Running in Sweepstakes Derby 
New York, April 14—A flood of coupon mailings is under way in the 

soap business this month. Lever Bros. Co. has a “Double chance sweep- 

stakes” promotion in the mails to about 30,000,000 homes. Cents-off 


Last Minute News Flashes ABC, BPA Chiefs 


Blast Non-Audited 


Retail Group Says 


® Under the administration plan, | 


coupons include Handy Andy, Lifebuoy, All and varied test products in | 
regional areas. Premium offers on six other products are enclosed. The 


each weekly magazine would be| 
paying an additional 78¢ per sub- 
scriber serviced each year, while 
monthlies would be absorbing an 
additional 18¢ per subscriber. 
Unlike most administration pro- 
posals, the bill was not dispatched 
from the White House, although it 
was plainly identified as part of 
the administration program. While 
the Postmaster General acknowl- 
edged that the over-all rate plan 
had been developed by the preced- 
ing administration, he character- 
ized it as an attempt to reach an 


WASHINGTON, April 13—The 


|American Retail Federation told | 
| department stores today that they 
have no statutory responsibility to | 


comply with a Federal Trade 
|Commission questionnaire which 
|asks about promotional assistance 


|they have received from apparel 
| Suppliers. 


According to a notice distributed 


‘by the federation, the FTC should | 


‘have secured clearance from the 
| Budget Bureau before circulariz- 
|ing 213 department stores and 19 
| resident buyers. ‘“‘We have re- 


sweepstakes—an annual event for several years—offers 866 cash prizes 


Business Papers 


topped by $10,000. Simultaneously, Procter & Gamble has a nationwide Cuicaco, April 13—The heads of 
“Know these famous lovers” promotion (also a $10,000 first prize), for | the two largest circulation auditing 
which at least two proofs-of-purchase must be submitted. Five cleaners | organizations in the U. S. today de- 
are being pushed nationally, four others regionally. Some areas are get- clared war on non-audited business 
ting only the entry blank, although most are receiving the cents-off | publications. 
coupons as well. aoe together publicly for 
\ ” the first time, illi , 2 
Int'l Paper, N.Y. Life Are ‘Saturday Review’ Winners gisect,.. ot Brive ao} a a abn 
| New York, April 14—International Paper Co. (Ogilvy, Benson &|Chemical Co., who is chairman of 
| Mather), and New York Life Insurance Co. (Compton Advertising) | Audit Bureau of Circulations, and 
finished in a tie for top honors in the Saturday Review’s ninth annual | Burton E. Hotvedt, vp of Brady Co., 
advertising awards “for the most distinguished public interest adver-| Milwaukee, chairman of Business 
tisements” of 1960. International’s ad was headlined, “Send me a man/|Publications Audit, both blasted 
who reads!”’ New York Life’s was titled, “Should you be a physicist?” |the many business publications 


equitable balance on postal rates | ceived authenticated information 
by calling on large advertising | that FTC failed to comply,” the 
mailers and the publishing indus- | rederation reported 

try to carry their share of the load. : 


“Although the Post Office is a) s The commission made a dragnet 
public service,” he said, “we must) mailing to the stores early last 
face up to the fact that the users|month (AA, March 13). Its de- 
of the mail should pay directly a|tailed questionnaire to stores and 
more reasonable share of the cost | buyers seeks to determine whether 
of delivering the mail, maintain- | suppliers have provided depart- 
ing a work force of 561,000 em-|ment stores with promotional as- 
ployes, and servicing postal estab-| sistance, including co-op advertis- 


lishments.” 


® Main features of the bill are: 


e First class—This is the big mon- 
ey raiser. By a 1¢ hike on letters, 
air mail and postcards, the depart- 
ment anticipates $409,000,000 in 
new revenue. While first class is 
currently breaking even, the Post- 
master General said it historically 
recovers 140% of cost. The new 
rates would result in revenues 
equal to 124.6% of cost. 


e Second class—Commercial pub- 
lications (magazines and news- 
papers paying zone rates on ad- 
vertising) would pay existing zone 
rates, plus a new 1.5¢ per piece 
surtax. Publications of non-profit 
organizations would pay existing 
rates plus %4¢ surtax. Home town 
newspapers now delivered free, or 
at 1¢ per lb. local delivery, would 


pay the same rate as non-profit | 


organization publications—1.5¢ per 
lb., plus the new %4¢ surtax. 


s While the Postmaster General 


noted that the gap between rev-.| 


enues and allocated handling costs 
for second class is currently $340,- 
000,000, he agreed this should not 
be regarded as a rate goal. How- 
ever, he pointed out that existing | 


ing, which has not been available 
to all competing sellers of men’s, 
women’s and children’s apparel. 
The issue raised by the federa- 
tion stems from the Federal Re- 
ports Act of 1942. Under this law 
no federal agency may conduct or 
sponsor the collection of informa- 
tion from one or more persons un- 
less the question form has been 
cleared with the Budget Bureau. 


ANA Reportedly Will Protest Station Break Shifts 

New York, April 14—The Assn. of National Advertisers, on the eve 
of its annual spring meeting, today threw its weight into the campaign 
to get the tv networks to change their minds about allowing affiliates 
longer nighttime station breaks in the fall (see story on Page 12). The 
ANA’s broadcast advertising committee will issue a statement Monday 
asking ABC and the other networks to reconsider the move, which the 
committee called detrimental to broadcasting and to public trust and 
confidence in the medium. 


Landers, Frary Seen Switching to Parkson 


pected to switch to Parkson Advertising from Grant Advertising, upon 
completion of the appliance company’s acquisition by J. B. Williams 
| Co. next month. Parkson is the house agency for J. B. Williams and 
its Pharmaceuticals Inc. division. Landers billings are estimated around 
$1,000,000. 


| Schulze to Roche, Rickerd; Other Late News 


e Schulze & Burch Biscuit Co., Chicago, has again named Roche, Rick- 
erd & Cleary, Chicago agency which serviced the account from 1953 to 
1958. Maxon Inc. and Compton Advertising were its agencies during 
| 1959 and 1960. The baker of Flavor-Kist cookies and crackers spends 


New York, April 14—Advertising for Landers, Frary & Clark is ex- | 


The federation pointed out that) ¢130 000. Diedia plans include dailies, spot radio, tv, and trade journals. 
Budget Bureau procedures provide | 


an opportunity for persons who| @ Lever Bros. Ltd., Toronto, has appointed Cockfield, Brown & Co. to 


which fail to audit their circulation 
figures. 

The occasion was the 5th annual 
mid-America industrial advertising 
and marketing conference spon- 
sored by Assn. of Industrial Ad- 
vertisers. 

Mr. Farrell called upon publish- 
ers to take aggressive action this 
year to provide advertisers and 
agencies with audited circulation 
figures. He pointed out that nearly 
two-thirds of the business publica- 
tions in the U. S. furnish no au- 
dited figures, and added that 200 
of the publications do not even re- 
port their own circulation figures. 


s The ABC chairman disclosed 
that he had called in all of the 
Monsanto advertising executives 
recently and instructed them to 
find out which business publica- 
\tions carrying the company’s ad- 
vertising were audited. 

“If a publication is not audited, 


|must reply to the question forms 
to seek a hearing if they feel the 
|forms are too cumbersome. + 


Hearst Consolidated 
Reports Loss of 
$6,461,896 in 1960 


New York, April 14—A loss for 


| 
| the third consecutive year has been | 


/reported by Hearst Consolidated 
| Publications. 

| The company lost $6,461,896 last 
|year, which compares with a $2,- 
402,580 loss in 1959 and a $2,710,- 
{000 loss in 1958, which had been 
the heaviest in Hearst Consolidat- 
ed’s previous 24 years. Operations 


A we : ve .- |it will stand a slim chance of get- 
| direct advertising for Vim, a detergent new to Canada, which is now in ‘ting a schedule from us in the fu- 


| test markets in the western provinces. Cockfield, Brown also handles ture,” he warned. He had revealed 
Praise soap and Extra detergent for Lever. 


e Outdoor Advertising in Los Angeles area faces a crisis now that ne- 
| gotiations between Local 831 of the sign painters union and the plant tions. 
/operators have broken off. The union has demanded an increase of| Mr. Farrell urged the AIA to 
_75¢ per hour on a new contract. Employers have offered a compromise | spearhead a movement toward 
| seale of up to 45¢ an hour, a proposal which will be voted on by union | publicizing the values of audited 
/members April 19. While advertisers would not be immediately af-| circulation. He pledged his sup- 
| fected by a strike, possible refusal by other unions to cross picket lines | Port to such a movement, and add- 
would hit the industry hard. ,ed that he felt ABC and BPA 


? would support such a program. 
| e Roche Laboratories, Nutley, N. J., has followed the lead of Upjohn 
| Co. and Smith, Kline & French Laboratories in naming agencies to in-|m Mr. Hotvedt discussed the 
| vestigate the possibilities of promoting some ethical specialties to con-|“shocking significance of the fact 
sumers. Roche has appointed Kastor, Hilton, Chesley, Clifford & Ath- that over 1,200 business publica- 
erton, New York, for Romilar cough syrup and Vi-Penta vitamins. | tions have no audit whatsoever. 


e Macfadden Publications wil) follow up its buy into Teleglobe pay tv| “It seems grossly unfair that we 


|earlier that Monsanto currently ad- 
vertises in 150 business publica- 


| (see story on Page 142) by purchasing all of Hillman Publications April advertisers should on one hand ex- 


20. Hillman, publisher of four monthlies, two movie-tv annuals and a | Pect some publishers to invest huge 


second class revenues of $98,000,- 
000 represent only 23% of allocated 
cost. The $78,000,000 of new rev- 
enue to be raised by the new rates 
would be a 79% increase, and 
would bring second class revenues 
to 41% of allocated costs. 


e Controlled circulation publica-| 
tions—Incréased from 12¢ to 14¢)| 
per lb. with a minimum piece rate | 
increase from 1¢ to 3¢. 


|to date in 1961 have resulted in a 
| loss greater than the 1960 period, 
|according to the annual report. 
The nation’s economic recession, 
|stepped-up metropolitan newspa- 


|per competition, and rising labor | 


|costs accounted for the grim re- 
port, Hearst said. 


wide paperback line, “will use Macfadden’s own distributor, and sub- | Sums of money in worth while au- 
scription and ad departments.” |dits—while others can deliver an 


|/unaudited product,” Mr. Hotvedt 
e Irving D. Holczer, formerly consumer products sales manager, has | <aiq “As media buyers, one of our 


been named advertising manager of Bulova Watch Co., New York. Tad fir<t questions to a publisher should 
Jeffery is vp and advertising director (for other news of Bulova see be, ‘Are you audited and what kind 


story on Page 10). |of audit do you have’?” 


The company last year reduced 


list to seven by chopping off the | about 40 announcements per week for 21 weeks will start in May in 41 
Pittsburgh Sun-Telegraph, which| markets. Color spreads will appear in Sports Illustrated and The Sat- 


e Cities Service Oil Co. will launch an extensive four-media drive | 
April 17 with a “big gallon” theme. Spot tv will be used in about 24 | 
its Hearst newspaper ownership| markets in spring and fall 8-to-12 week ‘schedules. Spot radio with 


e Third class—Bulk third class, | reported a net loss of $2,733,001,| urday Evening Post. A “heavy” schedule is set for business publica- 


used by direct mail advertisers,| via sale and liquidation; and the) tions. Painted bulletins are set for 97 markets and 24-sheet posters for Ford Motor Elects 
to go from the $25 per thousand | Detroit Times, whose net sale fig-| 209. Lennen & Newell is the agency. 


rate, which was effective last July 
1, to $35 per thousand. The bulk 
rate for non-profit organizations 
would go from $12.50 per thou- 


sand to $17.50 per thousand. The|half of the San Francisco News- | 


bulk rate on books and catalogs 
would increase from 10¢ per lb. 
to 18¢ per Ib. with the piece rate 
remaining at 2.5¢. Individually 
mailed third class pieces would in- 
crease from 3¢ to 4¢ for the first 
2 oz. and 1.5¢ to 2¢ for each ad- 
ditional ounce. 

Since 1928, the department said, 
third class volume has increased 
more rapidly than any other serv- 
ice except air mail, so that direct 
mail “has become the _ second 
largest advertising medium in the 
U.S.” Current revenues of $532,- 
000,000 cover only 67.4% of as- 
signed cost, the message said. With 
$212,000,000 of anticipated addi- 
tional revenue, returns will amount 
to 94.4% of assigned cost. = 


ure yielded a profit of $3,347,615. 


|@ Hearst Publishing, a Hearst 
| Consolidated subsidiary, also owns 


Call Bulletin; the other half is held 
by Scripps-Howard newspapers. 
Both stockholders have advanced 
$1,750,00 to the News-Call Bulletin 
via its corporate owner, Apex Pub- 
lishing Corp., the report said. 

The American Weekly and 
Puck—The Comic Weekly also are 
owned by Hearst Consolidated. 

The company’s 1960 operating 
revenue was down $13,340,108 to 
$174,097,527. Other declines were 
$7,509,229 in advertising; $5,822,919 
in circulation revenues; and $7,960 
in other operating revenues. 

Hearst Consolidated has made an 
agreement to provide loans of up 
to $6,000,000 to rehabilitate the 
|Baltimore News-Post and Sunday 
| American, the report said. + 


| e Al Stone, vp and manager of the Chicago office of the Biddle Co., is 
leaving the agency. Mr. Stone joined Biddle in November, 1959; ac- 
/counts that moved with him from Henri, Hurst & McDonald included 
Coralware Mfg. Co., Blocksom & Co., and the Moe Light and Benjamin 
Electric Mfg. Co. divisions of Thomas Industries. Tim Morrow, vp and 
supervising director of Biddle, with offices in Chicago, will assume 
Mr. Stone’s duties. 


e Yale Lock & Hardware division of Yale & Towne Mfg. Co., White 

| Plains, N. Y., will start a four-week spot tv test—its first tv cam- 
paign—on WPIX-TV, New York, May 1. A total of 54 spots will pro- 
mote the division’s travel locks. Erwin Wasey, Ruthrauff & Ryan is 
the agency. 


e Sta-Nu Corp., Chicago, has moved advertising for its Sta-Nu Miracle 
sizing from Reach, McClinton & Co., to Wade Advertising, both Chicago. 


e Schenley Industries, New York, which this week skirted the National 


Assn. of Broadcasters code with its Dubonnet wine commercials (see | 
story on Page 150), will likewise play it cool with the gift liquor law | 


April 17 and 18 in a merchandising campaign being handled by Busi- 
ness Week. The magazine will give 100 bottles of 12-year-old Canadian 
O.F.C. whisky to top sales executives to mark the start of a Schenley’s 
campaign in Business Week. Schenley presented the liquor to the mag- 
azine as a gift. Then Business Week cooperated with the Schenley 
agency, Doyle Dane Bernbach, in preparing the merchandising copy. 


The BPA chairman went on to 
say that “a bank examiner type of 
audit helps the advertising manag- 
/er and the agency to build that es- 
sential confidence.” + 


John Dykstra President 
Ford Motor Co., Dearborn, Mich., 
| has named John Dykstra president. 
|Mr. Dykstra takes over the presi- 
|\dency from Henry Ford II, who 
continues as 
chairman of the 
board. Mr. Ford 
will continue as 
the executive 
in charge of 
the corporation’s 
marketing and 
advertising op- 
erations. Mr. 
Ford had been 
holding down 
both the presi- 
dency and chair- 
manship since 
Robert S. McNamara resigned as 
Ford president last fall to accept a 
Cabinet post as Defense Secretary. 
James O. Wright, vp of the car 
‘and truck group, has been elected a 


Ford director. 


John Dykstra 
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Order of the Day—Media Experimentation ... 


Piel Returns to 
Outdoor, Calls Its 
Beer ‘Vollmundig’ 


End of Soft Sell Sees 
Brewer Also Using TV, 
Radio, Dailies, ‘Life’ 


New York, April 11—With Bert 
& Harry Piel in cold storage for the 
spring (at least), Piel Bros. is go- 
ing outdoor for the first time in 20 
years. 

Piel will go onto boards in a 
spring campaign breaking April 17. 
Stephen J. Schmidt, ad director, 
told AA today: “We’re counting on 
outdoor to help secure vigorous 
domination of our seven prime 
markets.” 

New theme of the four-month 
campaign is, “Taste what’s hap- 
pened to Piel’s. Even a new word 
has been added. Searching for, new 
ideas early in the planning, a Piel 
brewmaster came up with Voll- 
mundig, a Bavarian word. Literal- 
ly it means “full-mouthed,” or as 
Piel prefers, “a beer that fills the 
mouth with thirst-quenching fla- 
vor.” 


es Mr. Schmidt said the outdoor 
campaign would help to fili the 
need for a new tempo in the brew- 
ery’s advertising, now that Bert & 
Harry had been shelved to make 
way for a more direct selling ap- 
proach. f 

He said outdoor ads and posters 
would be set up as much as possible 
to cover retail outlets such as su- 
permarkets and taverns. 


= Radio and ty spots also have 
been lined up, with the “Taste 
what’s happened to Piel’s” catch- 
line adapted to a new jingle. In 
New York a total of 26 spots have 
been scheduled on NBC-TV’s 
“Main Event” boxing show, em- 
ceed by Rocky Marciano. Piel will 
use 20 and 60-second spots. 

Spots also have been scheduled 
for WRCV-TV, Philadelphia; 
WGAL-TV, Lancaster, Pa.; and 
WTIC-TV, Hartford. 

Also radio spots will run on 
WABC, WNBC, and WNEW, New 
York, and in various other markets, 
depending on the advertising 
“mix.” 


® Piel also will go into newspapers 
in its seven markets. In addition, 
a b&w page schedule will break in 
regional editions of Life April 21. 
Mr. Schmidt said that “two or 
three more insertions” are planned. 

Piel’s decision to “try something 
new” in the shape of outdoor ads 
stems from slipping sales which 
Bert & Harry could not counter 
with their winsome soft sell. Piel 
sales were down about 2% last 
year, a decline of about 30,000 bbls. 
to 1,480,000 bbls. 

Young & Rubicam is the agen- 
cy. # 


Dairy Group Is 
Back in Night TV 
With Dinah Shore 


Cuicaco, April 12—The Amer- 
ican Dairy Assn. will return to 
nighttime network tv next fall, 
after a two-year absence, as a 
sponsor of a new Dinah Shore 
variety show series. 

Miss Shore’s shows on NBC-TV 
will alternate on Friday nights at 
9:30 to 10:30 (EST) with about 16 
American Telephone & Telegraph 
specials, and possibly some public 
affairs shows. 

Twenty Dinah Shore shows are 
involved. ADA has purchased half- 
sponsorship of ten shows, with 
cross-plugs on the others. The time 
cost will be $1,600,000. No other 
sponsors have been signed as yet. 

American Dairy dropped its par- 
tial sponsorship of the “Perry Co- 
mo Show” (NBC-TV) after the 
1958-’59 season, moving more of 


its ad money into “poster art” 
print ads. 
ADA is now operating with 


more ad funds, said W. E. Reh- 
mann, promotional director, and 
it will be able to make the net- 
work purchase without trimming 
other media budgets. In fact, the 
association was ready to go into 
nighttime network tv at the start 
of this season, but negotiations fell 
through on the “Shirley Temple 
Show.” 

ADA’s advertising and mer- 
chandising budget for ’61 is about 
$4,900,000. 


® The dairy group has used Dave 
Garroway’s “Today” morning show 
on NBC-TV, spending $690,000 
there last year. It used “Today” 
during the first quarter of ’61, and 
may return during the last quarter. 

Mr. Rehmann said Miss Shore’s 
variety show will reach an audi- 
ence similar to Garroway’s—large- 
ly the broad middle group of older 
teens and adults up to about 50 
years. 

“We feel the time is just right 
for us,” he said. “We’ll tell our 
story on Friday night, just before 
the housewife does her Saturday 
food shopping.” 

ADA will advertise fresh milk, 
fresh milk products and butter on 
the show. “Another advantage,” 
Mr. Rehmann said, “is that we can 
pick the stations on the network. 
Our board of directors wants to 
put our advertising for milk in the 
area where the association’s mon- 
ey comes from, since milk is 
usually sold close to the source.” 
The association expects to select 
about 175 outlets for its sponsor- 
ship. 


® As with Perry Como, the ADA 
again has a “personality” in Miss 
Shore, and she is expected to be 
well received with the 1,000,000 
dairymen who comprise ADA. She 
will also be used by the association 
in its merchandising. 
Campbell-Mithun, 
the ADA agency. # 


Chicago, is 


AD SWITCH—This is the artwork for Piel’s first outdoor drive in 20 
years. 


Reynolds Shifts 
TV Stress Away 
From Westerns 


Viewers Changing: Gray; 
Gains in ‘61 Cited for 
Camel, Winston, Salem | 


NEw York, April 13—R. J. Reyn- 
olds Tobacco Co., maker of Camel, | 
Winston and Salem, plans fewer | 
excursions into the Wild West with 
its tv offerings this year. Instead, 
the company will go in for more 
panel shows, more variety shows, 
more musicals. 

Bowman Gray, chairman, told 
the company’s annual meeting: “In 
recent years the television pro- 
grams which generally have had 
the largest audiences have been the 
westerns and mystery-adventure 
shows. There have been indications 
in recent months, however, that 
television audiences are becoming 
more interested in more diversified 
types of entertainment. 

“In view of this we are reducing 
the number of western and mys- 
tery-adventure shows sponsored by 
us and substituting other types of 
programs. 

“Our present plan is to continue 
sponsorship of certain outstanding 
western or mystery shows such as 
‘Wagon Train,’ ‘Lawman,’ and ‘77 
Sunset Strip.’ 


s “This fall we will add several 
new kinds of programs to our 
lineup—‘Sing Along with Mitch,’ 
which is a musical; a show on 
Saturday nights composed of full- 
length, first-class movies; the 
‘Garry Moore Variety Show’ on 
Tuesday evenings; and ‘To Tell the 
Truth,’ a panel show. 

“We also will sponsor a greater 
number of athletic and sporting 
event programs,” he said. 

Mr. Gray said that the 1960 ad 
budget was slightly higher than 
1959's. 

ADVERTISING AGE’s profiles of the 
100 leading advertisers (AA, Aug. 
29, ’60) listed the account at $49,- 
000,000. 

“As a percentage of sales, our 
advertising costs in 1960 were less 
than in 1959,” he added. “We an- 
ticipate that our advertising ex- 
pense in 1961 will be somewhat 
more than in 1960.” 


= Mr. Gray reported that Camel, 
Winston and Salem showed gains 
in the first quarter of 1961, com- 
pared with last year’s first quarter. 

He said that Reynolds’ 51%- 
owned West German subsidiary, 
Haus Neuerburg K. G., had con- 
siderably lower sales in 1960, as 
against 1959. This was due to the 
company’s not having a large-vol- 
ume filter brand, despite the fact 
that filters represent 68% of Ger- 
many’s cigaret volume, he said. 

In recent months, the German 
company has introduced two new 
filter brands, Royal Star and Rey- 
no, he said, adding that Reyno 
is a mentholated cigaret similar to 
| Salem. 

U. S. sales for the first quarter 
| were substantially above last year’s 
|period, when Reynolds reported a 
| record $321,769,000, compared with 


| $286,868,000 in 1959. + 
| 


| WRLP Has Own Rate Card 


WRLP, Greenfield, Mass., for-| 


|merly offered as a bonus station 
‘with WWLP, Springfield, will 
henceforth be sold as a separate 
loutlet. WRLP’s hour rate will 
lrange from $250 for class AAA 
|time to $75 for Class C. The min- 
ute rate will range from $50 to 
$15. 


|monthly, 


Anvrouncing.. 
THE WORLO'S NEWEST SPORTS COUPE... 
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EXHILARATING—Oldsmobile launches its F-85 Cutlass sports coupe 


with this color spread in 


Olds F-85 Cutlass 
to Bow in ‘Life,’ 


Dailies, on Radio 


Detroit, April 12—Oldsmobile 
will launch its F-85 Cutlass sports 
coupe May 10 with a four-color 
spread in Life. Radio commercials 
will break the same day on the 
Lowell Thomas newscast (CBS). 
B&w newspaper ads will start May 
12. 

Four-color pages in consumer 
and special interest magazines will 
follow the Life spread. 

Oldsmobile is the last automobile 
manufacturer to get into produc- 
tion of the luxury compacts that 
are bowing this spring—production 
will begin April 17—and the last 
manufacturer to complete its ad 
plans. 

The Cutlass, like the Buick Spe- 
cial Skylark, has a 185 hp engine, 
high torque rear axle ratio, and 
high compression ratio—factors 
that allegedly combine with the 
“luxury interior and exterior trim 
to put the car way out of the 
economy class.” The Cutlass will 
have a factory list price (not in- 
cluding taxes and dealer charges) 
of $2,395, same as the Skylark. 


= At the same time, Oldsmobile is 
joining Pontiac and Buick in 
bringing out a low price two-door 
coupe to serve as a leader for the 
compact line. The Oldsmobile F-85 
club coupe will not get the same 
advertising support as the Cutlass. 
Its ad theme will be based on the 
$2,125 factory list price, lowest in 
the Olds family. 

D. P. Brother & Co. is the Olds 
agency. # 


‘Salesweek’ Folds, 
May Resume Later; 
Vision Withdraws 


New York, April 11—National 
Sales Executives’ venture into the 
publishing field is folding, at least 
under its present setup. Today 
Vision Inc., which provided pub- 
lishing services for NSE’s Sales- 
week, announced it was pulling 
out to cut its losses. 

Vision claimed it was the only 
one of the participants to lose out 
on the deal, but NSE reportedly 
sank $350,000 into the venture. 

As ADVERTISING AGE reported ex- 
clusively April 10, the fate of Sales- 
week in its present format was de- 
cided this past weekend by NSE’s 
financial and executive commit- 
tees, meeting in Milwaukee. 

Further NSE meetings were due 
to be held later this week in New 
York to decide whether to go on 
with Salesweek in a different for- 
mat after the termination of the 
contract with Vision Inc., which 
sources close to NSE have set at 
June 26. Indications were that 
Salesweek will be published as a 
rather than every two 


|weeks, as at present. NSE owns 


the title, while Vision Inc. has 
rights to the format. Editorial re- 


the May 10 issue of Life. 


Macfadden Buys 
Teleglobe; Plans 
Pay TV Test 


New York, April 12—Macfadden 
Publications Inc., purchased Feb. 
20 by Bartell Broadcasting Corp. 
(AA, Feb. 27), has flexed some of 
its new tv muscle by buying “less 
than controlling interest” in Tele- 
globe Pay-TV System Inc. 

The publisher’s video plunge 
presages a new, separate corpo- 
rate setup, owned two-thirds by 
Macfadden and one-third by Tele- 
globe, which will dicker for “one 
of six or seven tv stations located 
in a ‘hot’ area,” a source said. 

This area would be subject to ap- 
proval by the Federal Communica- 
tions Commission for a pay tv test. 
It would “probably be a market of 
more than 500,000 persons,” the 
source said. “But it definitely will 
not be on the East Coast.” 


s Bartell Broadcasting presently 
owns a group of radio stations 
(WADO, New York; WOKY, Mil- 
waukee; KYA, San Francisco; and 
KCBQ, San Diego), and two tv 
stations in the Caribbean: Tele- 
Curacao, purchased in 1960, in the 
Dutch West Indies, and Tele-Aru- 
ba, on the island of Aruba. 

Indications were that the new 
company would not seek a pay tv 
outlet among Bartell’s current lo- 
cations, but would angle for a 
vhf channel via “acquisition or a 
licensing arrangement on a royalty 
basis.”” Consideration would be giv- 
en to a Milwaukee site “as a last 
resort.” 

ADVERTISING AGE learned that 
Macfadden and Teleglobe, mean- 
while, were ready to test the Tele- 
globe system in Bartell’s Tele- 
Ctracao operation, to “work out 
any bugs while awaiting a green 
light in this country.” # 


sponsibility will devolve on NSE’s 
own staff. In addition, the maga- 
zine probably will be slanted more 
to local news and how-to articles. 


s Edwin D. Kline, business man- 
ager of Management Methods, said 
today that his company is among 
those being considered as pub- 
lishers of “the new Salesweek.” 
He declined to discuss the terms of 
the original contract discussions. + 


William Esty Appoints Four 

Harold B. Simpson and Frank 
J. Mahon have been named asso- 
ciate media directors of William 
Esty Co., New York. Mr. Simpson, 
| with Esty 12 years, formerly was 
|radio-tv time buyer of spots. Mr. 
|Mahon, with Esty 10 years, was 
|previously a media supervisor. 
| Lloyd G. Delaney, an Esty account 
|executive, has been named a vp. 
|Robert G. Minicus, formerly with 
| J. Walter Thompson Co., has joined 
| Esty as an account man on P. Bal- 
|lantine & Sons. 


25 SERS ic ts tee i 2 ete ea een ee eee Ties STR IT cr a ee OC eh Ge Ses eS at eee eae umes OLS 
a tee ret eee oo a oe nee 2a te RESALE Re : Deering SR, ae OS ORRG Sa aa a SSC ARR Ee OOM Tntaee ey see ‘Lega en AC e eee me mone a ee 
a oe Rea, oT ear Sama” Sogn ey ee ae Bi eS as ita eS eae te oe yh ea lee Mae es eh ea 
Paea i a 
wie re. ae rae t 
ee us eiaade 
a eee FR lee A 
BS os ne ee 
Bike st ae 
Ser ee as ve ; . eee 
7 aaa tee = . es, 
Pree ie || Advertising ‘Age, April 17, 1961 ) es 
fae Oa Seen algae 
Pei tetanic me 
va Seater ae ae 
a Fieman reenog 4 ee SF a oa 
a aT See a oe cae ae an en oa ee aaa 
ee ama eS | as ce 
ae , q&2 P ae ee 
= | - 5 = -_ 
: t Terie ame eas 
| : . & ; 
} with the exhilarating ROCKETTE 185) Engine ! : — ee 
hiiapigreiitbim ise,” kop: incearapeetilinidsieas aie = ie I Mae ee 
eh ee a ee 
| SI ss a | ar SN 
wteentien, Guet mitt euhoune ont Noreen 2 males = Yr Spel eaten. “af 
| avesy men am - Pty BS Bo TR 
ZnS ATO /LE ota ea - : 
E. ee nal ioe 
ap #& e ee sa 
5 . Seat, Sen 
Bers | NT eg \ » eee 
AS eri! ae | a ee VA ia) Ga a - _ <3 peel 
“pa ere | 7 a a 7 - — a eee es 
> E i " ——— «pp ec > 2 nee ‘ FA) Bao are 
Jae | wo pce ‘ ee ie eee C Tee : d fos saan 
Sete P —— ee a: (ae Cea oR —~ same FE oes 
—— Shiai sa a aa ge eh - ~ & « - 
eat. Se aieiinaaieead tas ore oa ae a —— 
'S= eeaien r — orem ———— % < 9 
ee oe ee - “a cis . BR saan ws _ ye ae 
ugha ee cS Spc ue 
Se ee eta - —__—_______ 
oY A yt NA erg on 
ee RE em ‘og rig Pe 
sa hs Wee 
oi eae i 
=e : aS 
eee j 
aN ‘ 
= ee 2 
eee Ss x 
t ‘dl 
Sen Me ae 
: ae feign as 
ie ate 
he eres Ui die 
3. = 
a ee as Ses 
i ee be 
oa ee 2" - a 
von ' 7 - 
a ee 
oe ia ae 
eee, ee 
be Re ar 2% 
: fa ae = Saas ‘ > > ’ 
eer theta "4 2 a 
4 — wy 9 I 
| . ‘ : po | 


'o tS =F AS 


a + 


7 _— — /— ore 


a 


: ee 


FIDDLERS—This advertisement for | 
Young & Rubicam, New York, won 
for the agency top honors in the 
1960 advertising awards competi- 
tion sponsored by the American 
Music Conference, Chicago. 


Burnett Tells N.Y. 
of Michigan Ave. 
Appleknockers 


(Continued from Page 1) 


almost everything we create is 
cleared ... Our committee is a sort 
of extrusion die that tries to give 
the agency’s work the shape of 
quality.” 

Characterizing his agency as 
“the creative man’s kind of big 
agency,” Mr. Burnett mourned, 
“not everybody loves us... You 
have a chap here in New York, 
who, judging by his book, doesn’t 
seem to take kindly to our sort of 
folks. ‘Originality,’ he says, ‘is the 
most dangerous word in advertis- 
ing.’ 


a “I must admit that it takes a 
very original man to make a re- 
mark like that. If it was intended 
to be a shocker, it certainly was, 
to me at least. Sort of like having 
General Electric decide to come out 
with a theme line, ‘Progress is our 
most unimportant product.’ 

“That agency, which seems to 
be identifying itself as the apostle 
of unoriginality (you don’t sup- 
pose they’re the people who sold 
that approach to the tv networks 
as a programming idea, do you?) — 
anyway, that agency said a while 
back that it had ‘700 people work- 
ing to keep the client from chang- 
ing an ad’ that had run for 11 
years. 

“We've got 700 people working 
like crazy to make new ads and 
commercials. We’re hutty. We like 
to make advertising. We think the 
people we’re trying to reach can 
like advertising, and advertisers.” 


s Mr. Burnett ended by holding 
out the olive branch of employ- 
ment to the New Yorkers. “A 
writer should change jobs when 
it’s no longer fun to come to the 
office in the morning,” he recom- 
mended. So if his listeners found 
“basic compatibility” with his at- 
titudes, if they are good creative 
men and like the bigtime ad busi- 
ness, “there may be a market for 
your services and a reward for 
your ego somewhere off this tight 
little island. ... somewhere west of 
New Jersey,” he suggested. + 


St. Pete Sales $500.000,000 

In a story about a campaign 
aimed at correcting the image of 
St. Petersburg as an old people’s 


GOA Will Give Free 
Boost to Autos 
via 1,000 Boards 


Cuicaco, April 13—General Out- 
door Advertising Co. will donate 
some 1,000 outdoor boards to the 
cause of the automobile industry 
beginning this month, in an effort 
to boost new car sales—and, in the 
long run, boost outdoor sales as 
well. 

GOA, through its 37 branches, 
will put up 24-sheet boards across 
the country urging consumers to 


buy a new car—any new car—for 
spring. No brand names will be 
used. 

In addition, GOA will promote 
sales through dealer tie-ins. 


= Details of the program will be 
outlined April 19 by GOA Presi- 
dent Burr L. Robbins at a special 
meeting in Detroit of some 200 auto 
industry and agency officials. 
Presumably GOA will use va- 
cant boards for its new car sales 
promotion. As car sales increase, 
advertising budgets would be re- 
stored, and these boards could 
then be converted to paid space. 


‘60 TOPS FOR GOA 
IN SALES, EARNINGS 

FLEMINGTON, N. J., April 12— 
General Outdoor Advertising Co. 
reported at its annual meeting here 
that sales and earnings hit new 
highs in 1960. 

Consolidated net sales last year 
were $44,672,897, compared with 
$41,781,699 for 1959. Net earnings 
were $2,952,262, compared with 
$2,923,571 the previous year. 

Burr L. Robbins, president of the 
Chicago-based company, said GOA 
had felt the impact of the recession 
in the first quarter of 1961, and 
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that earnings would be “off some- 
what” in the first six months of 
the year. + 


Seidenbaum Adds 2 Accounts 


William G. Seidenbaum & Co., 
New York, has been appointed ad- 
vertising and merchandising con- 
sultant for Alsan Mfg. Co., New 
York, jewelry manufacturer. Sei- 
denbaum also has been named to 
handle advertising for John L. Rie 
Inc., Thiers, France. The French 
company, which has plants in 
Yonkers and Wappinger Falls, 
N.Y., makes and imports plastic 
products. 


town (AA, April 10), ADVERTISING 
AcE reported last year’s retail sales 
for the St. Petersburg-Pinellas area 
as $500,000. Retail sales actually 
were $500,000,000, according to 
Harold M. Canning, national ad 
manager of the St. Petersburg 
Times. 
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600 miles long. In this jet age, the United States is only “six hours” wide. Emery Air Freight gives 
same day or overnight delivery anywhere in the country. That’s why more and more production managers 
are using the speed and reliability of Emery to gain extra time for production of engravings, electros, and 
inserts to meet tight closing dates. Also, Emery’s nationwide coverage means promotion material can be 
distributed simultaneously to dealers all over the country to tie in with national promotion plans. Find 
out how much faster Emery can deliver for you by calling your local Emery man, or write . . . 


EMERY A/R FREIGHT 


801 Second Avenue, New York 17, New York 


all principal cities. 
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This Week in Washington 


Ramifications of Electric Goods Price 
Case Are Economic, Political, Moral 


By Stanley E. Cohen 
Washington Editor 
WaAsHINGTON, April 13—The con- 
sequences of the electric machinery 
price fixing cases continue to ac- 
cumulate, and it becomes abun- 


dantly clear that the end is aad 


where in sight. 

The companies have already 
suffered immeasurable injury so 
far as their reputations are con- 
cerned. They still face huge dam- 
age suits and other forms of re- 
prisals. 

For example, a quiet struggle 


has been raging within the Fed- | 


eral Communications Commission 
over the future of the radio-tv 
stations licensed to the electric 
equipment companies. 

Never in its history has the 


commission withheld a license on | 


the grounds that the applicant has 
been involved in anti-trust viola- 
tions. But in the past, the licensees 


encountered only civil conviction. | 2 Dallas, secretary-treasurer; Richard Mithoff, Mith- 
Now the commission faces situa- | ® The Attorney General thinks off Advertising, El Paso, president; Monte Rosen- 
tions where its licensees pleaded | business associations like the Na- ik “evesiient Monte R dWé&a ° 

guilty to criminal charges which | tional Assn. of Manufacturers and » president, Monte hosenwa ssoctates, 


were of 
that some of the individuals in- 
volved were sent to jail. 


s The commission’s past misgiv- 
ings about applying anti-trust law 
to its licensees have long been a 
source of irritation between FCC 
and the anti-trust division of the 
Department of Justice. 

Despite Justice Department 


paar ron consequence | U3. Chamber of Commerce should | 4™arillo, director and outgoing president; 


| fered in any way. 


criminals and not respectable busi- 
| ness men,” he announced. “A con- 
/scious violation,” he said, “is a 
| serious offense against society, 
| which is as immoral as any other 
|act that injures many in order to 
| profit a few.” 
On an even more significant 
| scale, the electric cases keep busi- 
|ness on the defensive. The per- 
| formance of the electric companies 
| is being used to personify cor- 
| ruption in business, just as the 
Hoffa investigation was used to 
| personify corruption in labor. 
Attorney General Robert Ken- 
|nedy commented the other day 
|that he knew of at least 50 in- 
stances where corporations had 
worked hand in hand with labor 
racketeers. “Since coming to the 
Justice Department,” he added, “I 
|have found that corruption in in- 
dustry is far more widespread 
| than I realized.” 


| 
| 


Aniol 
DeJernett 


Goodwin Wilson 
Mithoff Rosenwald 
NEW OFFICERS—Newly-elected officers and directors 
of the Southwestern Assn. of Advertising Agencies 
are Ira DeJernett, DeJernett Advertising Agency, 


} Tom 
| “clean house,” just as labor unions 


Norsworthy 
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Burke 


Buckner 


Norsworthy, Taylor-Norsworthy, Dallas, vp; Dale 
Buckner, Buckner Advertising Agency, Lubbock; 
Claude Aniol, Claude Aniol & Associates, San An- 
tonio; John Paul Goodwin, Goodwin, Dannenbaum, 
Littman & Wingfield, Houston; Bob Wilson, Wilson 
Advertising Agency, Tulsa; and R. J. Burke, R. J. 
Burke Advertising, Dallas, all directors. 


did. At his press conference last 


| 
week, he commented that none of ARF’, Du Pont Back $40,000 Probe of 


volved with labor racketeers suf- 


Business associations have re- How to Harness Ads’ Visual Impact 


fused to accept responsibility for 
\the individual activities of their STATE CO.uLEcE, PA., April 11—jrently getting the once-over at) 
|/members, but Commerce Secre- | HRB-Singer Inc., a research com-| Penn State by HRB-Singer, which | 


p i any more used to nuclea - i i in | 
peeddiae, the comeniecion voted tary Luther Hodges has decided | Pany r reac-|expects to wind up its work in 


last year to continue its “option 
time” rule for television networks. 
Only last month, the Justice De- 
partment filed a brief in the court 
of appeals here, contending that 
the commission should have con- 


to see what he can do. tors and wind tunnels than ad- July. 

He already has forced his blue | Vertising layouts, is trying to find) HRB-Singer is trying to meas- 
ribbon “business advisory council” | out if an ad’s visual strength can| ure (1) how long, (2) how bright- 
to abandon some of the autonomy | be harnessed. ly and (3) how near to the reader 
it formerly enjoyed. Now he is The project, financed jointly via|an ad must be exposed before it 
setting up a study group involving | 8rants of $20,000 each from Ad-|can be correctly identified. 


sidered the anti-trust consequences 
of option time arrangements. 


._ | of ethics” which will help business being conducted in the labs of | bility’”—-whereby two ads are pre- 

More recently, the two agencies | : v3: |Pennsylvani Stat ; 7 . 
have been at war over the com- ites tothe pete. responsibili- sy ia State University| sented at the same time, one to 
Sevens e's eee reoeeel be it Seeing only one 86 aid ARF. and 
a i ® HRB-Singer, descri i é 
cedure for NBC’s tv station in|® Although the electric cases are g escribed by an| most of these will see the same ad 


Philadelphia. A Justice Depart- 
ment brief scolds the commission 


for failing to examine the quali- | used also to personify some of the | °US record in the field of advertis-| some visual displays are consist- 
fications of NBC in the light of its |U"S@VOry aspects of politics. 


anti-trust record. 

Straying considerably from the 
main issue, the Justice Depart- 
ment told the court that FCC 
hasn’t really looked at NBC's 
qualifications since 1933. 


= In the current soul-searching 
over the stations owned by electric 
equipment industry members, the 


Justice Department has been play- | 


ing a somewhat mysterious role. 

FCC’s staff has reportedly 
worked up a report which con- 
cludes that there is “a strong pre- 
sumption adverse to the qualifica- 
tions of General Electric and 
Westinghouse to be commission 
licensees.” But in the case of 
Westinghouse, at least, the Justice 
Department has volunteered a let- 
ter which specifies that the cor- 
poration’s top executives were not 
implicated in the electric machin- 
ery rigging case. 

Aside from the difficulties of 
the individual electric companies, 
the case is leaving its mark on 
business men in general. Several 
of the nation’s most respectable 
corporations were caught like 
small boys with their hands in the 
cookie jar. 

On this flood of excitement, the 
anti-trust agencies hope to get 
bigger budgets, and more cooper- 
ation from the courts. 


s Anti-trust chief Lee Loevinger| with the importance of these cases 


exclaimed last week that anti- 

trust violators will be treated as 

“economic racketeers. 
“Lawbreakers will be treated as 


clergymen, educators and even| Vertising Research Foundation and | A fourth test will attempt to 
| labor experts, to consider a “code E. I. du Pont de Nemours & Co., is) measure an ad’s “visual digesti- 


here. j}each eye. Most people will report 


being used to personify corruption ARF spokesman as “larger than| 
‘in industry, they might well be A. C. Nielsen, but with no previ-|# It has already been shown that 
ing, marketing or research,” was) ently identified faster when pre- 
Among those who are trying to tapped for the job because of its| sented in “binocular competition,” 
|parlay some extra political mile- “combination engineer-mathemat-|as ARF terms the two-ad presen- 
‘age from the electric cases are the | ic8-psychologist makeup.” tation. 

members of the Senate judiciary If all goes well with the study—| Prior to its tests with 30 human 


/committee’s anti-trust subcommit- | first tipped to admen in ARF’s| “guinea pigs,” each of whom will 
ee. 1960 annual report (AA, Feb. 20) |see the same 36 ads, HRB-Singer 
The full history of the electric) —agencies of the future conceiv-| physically measured all the ad | 
industry bid rigging is to be dis- ably could check a “comp” layout’s|elements it could think of—illus- 
sected in a series of hearings | Visual display efficiency before tration size, white space and il-| 
which got under way today. The | T™Umning it over to the client. |lumination contrasts, to name al 
chairman, Sen. Estes Kefauver | few. 
(D., Tenn.) reportedly is deter-|® The ad power pre-test would) HRB-Singer will match these| 
mined to show that the top cor-| US¢ equipment similar to that cur-| measurement data with visual test | 
poration officers knew more about : os The fe nag Find agp, 
|the price rigging than th b-- ent relationships between the ads’ | 
lished raat nO © pu’) McCollister Named Univac | physical characteristics and the test | 
It is hardly likely, however, that Marketing Director | scores they receive. 
‘the committee will seek testimony| Edwin S. McCollister has been, If there is a link, then new ads 
‘from Robert A. Bicks, the govern-|named marketing director of the| Will be designed to deliberately 
ment official most closely identi-| Univac division | get high or low test scores. If they 
fied with these historic cases. of Sperry Rand/| do, then ARF will conclude that 
Corp. New \the tests measure “something con- 
'@ As acting assistant attorney York. Mr. Me. | trollable by the advertiser.” 
general, his cases in the steel in- Collister, who 
dustry, banking and electric ma- joined Univac in| s ARF cautioned, however, that 
chinery were among the most im- August and was| “we do not know whether we can 
portant in anti-trust history. Yet, appointed as-|develop rules or recipes for de- 
during the long months when he sistant director|signing ads to achieve high test 
was whipping the electric machin- of marketing|scores on such visual tests.” 
ery cases into final shape, his earlier this year,|) Each ARF member will have an 
nomination for assistant attorney formerly was/| Opportunity to “purchase a set of 
general gathered dust in a judici- assistant vp of| the equipment at a cost consider- 
ary committee pigeonhole. 


| Edwin $. McCollister Burroughs Corp.|ably lower than that required to 
The senators who are busy re-| 


buking the electric equipment in- 
dustry for its sins can hardly be | systems group. | pay off. 
anxious to face Mr. Bicks. Too Mr. McCollister now will head! 


co 


It said that Du Pont hoped to 


many people might wonder why |all advertising, pr, field sales or- | use the equipment “as the nucleus | 


senators who are so impressed | ganizations, internal and external of a visual testing service avail- 


educational training and product) able to its advertising managers 
sat silently last summer while the| and computer programming. He| who wish to compare the visual 
committee refused to report what| succeeds Gordon Smith, who has|efficiency of any set of displays, 
should have been a routing con-|been named vp in charge of pr of| billboards, trademarks, package 
| firmation. # Remington Rand. designs, etc. as well as print ads.” = 


| and general develop it,” the foundation said, | tive committee. 
\manager of the data processing| assuming the HRB-Singer tests) 


Skip Services Like 
Marketing; Improve 
Ads, Spence Urges 


(Continued from Page 3) 
marketing advice unless it knows 
its client’s product development 
policy, research and development 
policy, dividend policy, profit pol- 
icy, pricing policy and acquisition 
policy. 


# “In short,” said Mr. Spence, “an 
agency is not in a position to of- 
fer marketing advice unless it is an 
integral department of the compa- 
ny with which it is associated.” 

If all the energies of the adver- 
tising agency were devoted to the 
creation and placement of adver- 
tising, Mr. Spence said, more goods 
would be sold and there would be 
less criticism of advertising in 
general. 

He suggested that if for com- 
petitive reasons agencies feel they 
should offer ancillary services, 
they should do so through a sub- 
sidiary company for a price apart 
from the 15% commission. 

“It would be a welcome depar- 
ture,” he said, “to see an agency 
presentation based on creativity 
and supporting research in this 
field only.” + 


McKim Names Johnston 
to Succeed Mackay 
McKim Advertising Ltd. has ap- 
pointed Bruce F. Johnston man- 
ager of its 
Montreal office, 
succeeding Glen 
Mackay, a vp 
and director, 
who becomes 
responsible for 
business de- 
velopment. 
Mr. Johnston, 
a vp and direc- 
i tor of the agen- 
€ cy, joined Mc- 
Bruce F. Johnston Kim in 1952 and 
last year was 
appointed a member of the execu- 


Weed Adds Two Stations 

WDXB, Chattanooga, Tenn., for- 
merly handled by H-R Representa- 
tives, and WLAN, Lancaster, Pa., 
previously represented by Headley- 
Reed Co., have appointed Weed 
Radio Corp. as their national rep- 
resentative. 
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Dumas Milner Contest 
Offers 50,000 Prizes 


Jackson, Miss., April 12—Dumas 
Milner Corp. will announce in a 
color spread in Life, April 28, a 
“90,000 Lucky Names” prize pro- 
motion with a possible $3,000,000 
worth of prizes and a possible 50,- 
000 winners. 

The 50,000 names already have 
been picked from telephone direc- 
tories in the U.S. A person must 
enter—either by sending his name 
on a label of Pine-Sol, Perma 
Starch, Copper Glo, Alumi-Glo or 
other Milner products, or by send- 
ing a postcard—in order to find out 
if his name has been selected as a 
winner. 

Milner also is backing the con- 
test with four-color junior half- 


pages in April and May issues 
of Ladies’ Home Journal, and Mc- | 
Call’s and similar space in Good | 
Housekeeping and two-color two- 
column ads in the April and May | 
Family Circle and Woman’s Day. | 
In addition, the radio spots will be | 
used on 1,500 stations. A $400,000 | 
ad budget has been set for the pro- 
motion. 

Grand prize is a Dodge Dart 
filled with $10,000 in cash. 250 ad- 
ditional Darts are offered as first 
prizes. Other prizes offered include 
Keller dining room furniture sets 
(2,000), Lawn-Boy power equip- 
ment (7,000 pairs), Waltham 
watches (15,000), and Silex juicers 
(25,760). 

Prize arrangements were han- 
dled by Product Exposure Inc., 
Chicago, specialist in developing 
contest themes and securing contest 
prizes. 

Gordon Best Co., Chicago, is the 
Milner agency. + 


Storkline Launches New Logo 
Featuring Modern Stork 

Storkline Corp., Chicago, has 
created a new logotype, represent- 
ing the first step in a comprehen- 
sive design program. Created by 
industrial de- 
signer Morton 
Goldsholl, the 
new logo fea- 
tures the leg- 
endary stork in 

modern guise. 
At the same 
time, the com- 
pany has given 
the company 
name a new 
look, by drop- 
ping script type 
STORKLIN face in favor of 
News Gothic 
condensed typeiace. The company’s 
new look will appear in all printed 
materials, advertising, displays and 
in its juvenile furniture, Joseph F. 

Zarish, marketing vp, said. 


FPRA Survey Shows 55% of 
Financial Ad Budgets Will Rise 
The research committee of the 
Financial Public Relations Assn. 
has revealed that a survey of 
750 financial institutions indicate 
55% of them will spend more on 
advertising this year than last, 
10% will spend the same amount, 
and 35%—mostly smaller institu- 
tions—will cut ad budgets. Of the 
increased budgets, newspapers re- 
portedly will get the largest share. 


C&W Advances Two 

John Miller, formerly marketing 
group director of Cunningham & 
Walsh, New York, has been pro- 
moted to the new post of merchan- 
dising manager in the agency’s 
marketing department. Milton J. 
Sutter, C&W director of produc- 
tion-traffic, has been named a vp. 
He has been with the agency since 
1926. 


Mrs. Harriet Bell, formerly di- 
visional merchandise manager of 
Mary Jane Inc., has joined Claire 
Advertising, New York, as mar- 


keting director. 


j|manager of industrial oils. S. D. 
|Andrews Jr., a corporation vp, is 
general manager of the new unit, 
which consolidates the former oil- 
| seeds and special commodities di- 
| visions. Mr. Flumerfelt was for- 
merly. director of sales in the oil- 
seeds division. Mr. Mitchell was 
formerly manager of technical oil 
sales of the oilseeds division. 

At the same time, J. F. Matthes 
has been appointed group advertis- 
ing director for flour and mixes in 
the grocery products division, and 
C. W. Plattes has been named 
group advertising director of ce- 
|reals, pet foods, O-celo sponges and 
| refrigerated products. Mr. Matthes 


| 
| 


ing formerly director of advertis- 


Win Dodge Dart «$10,900 


aso 260 additional Dodge Darts 
offered as First Prizes! 


a. b- 


50,000 PRIZES OFFERED wo jingies— 


a:¢6hl6AL Be 


ing for cereals, pet foods, O-celo 
| sponges and refrigerated products. 
Mr. Plattes was formerly ad man- 
ager of cereals and pet foods. 


contest, sponsored by’ Dumas Milner Corp., which offers 50,000 pos- 
sible prizes. 


Atlantic Extends Credit Card 

Use to Include Phillie Tickets 
Atlantic Refining Co., Philadel- 

phia, has extended the use of its 


General Mills Appoints oilseeds operations in the new spe- 
Flumertelt, Four Others cialty products division of General 

Walter E. Flumerfelt has been | Mills, Minneapolis, and William S. 
appointed director of marketing of | Mitchell has been named sales 


credit cards to include purchases 
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of tickets to home games of the 
Philadelphia National League team, 
the Phillies, as a supplement to its 
radio and tv sports broadcasting. 
Through arrangements with the 
Phillies, holders of Atlantic credit 
cards may obtain advance box or 
reserved seats for any home games. 
Customers can reserve tickets as 
late as three hours before the game 
and pay for them with the regular 
monthly bill. 

Atlantic’s radio and tv coverage 
of major league ball games, begin- 
ning its 26th year, represents what 
is believed to be the longest con- 
tinuous sports sponsorship in 
broadcasting. In addition to the 
Phillies, Atlantic also will broad- 
cast and televise games of the Bos- 
ton Red Sox, Pittsburgh Pirates 
and New York Yankees. N. W. 
Ayer & Son is Atlantic’s agency. 


Hubacek Moves Offices 

Frank Hubacek & Associates, 
Chicago agency, has moved to new 
offices in the Monadnock Bldg. at 
53 W. Jackson Blvd. 


@@The day-to-day recommendations of my secretary, Miss Betty Truesdale, are important to 
me,” says Otto Stern, President of Stern’s Nurseries, Geneva, N. Y., one of the nation’s largest 
plant nurseries selling by mail order. “She plays a significant part in our business of bringing 
new beauty to America’s gardens.®® in so many teams at the top, the executive secretary 
exercises key responsibility. Her recommendations, for example, influence office purchasing, 
especially office supplies and equipment. That’s why, in 1960, 168 companies advertised in 
TODAY'S SECRETARY, the only ABC-audited publication in the secretarial field. Your selling 
message in TODAY’S SECRETARY sells best because it reaches thousands of influential secre- 
taries through the pages of their own magazine. The audience: over 151,000 paying subscribers, 
plus 345,000 additional pass-along readers every month. For more details, phone or write for 
Fact File on TODAY’S SECRETARY and the increasingly important secretarial market. 


ax, TODAY’S SECRETARY 
— ...the magazine that sells the secretary—selis the boss 


A GREGG-McGRAW-HILL PUBLICATION + 330 WEST 42ND STREET, NEW YORK + 


LONGACRE 44-3000 
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The Advertising Market Place | 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC. 31, 1960 | 


Advertising Age, April 17, 196. 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


HELP WANTED 


| 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


ADVERTISING SALESMAN 
Experienced calling on _ industrial 
counts, to cover eastern territory for top 
management newspaper. Excellent po- 
tential for imaginative, enthusiastic and 
persistent salesman. Salary and commis- 
sion arrangement. Please send complete 
resume, business references and salary 
desired in confidence 

Box 4738, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


P-O-P DISPLAYS 
Opportunity for creative salesman or 
broker with active accounts; can acquire 
partnership in established display com- 
pany. Write 

Box 4710, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
Spare-time Ghost Writer— 
Non-profit organization wants writer of 
exceptional ability for dramatic, dynamic, 
factual anti-communist article series. Top 
earning potential. Send resume. F. Clyde 
Tuttle, 607 NE 17th Way, Ft. Lauderdale, 
Fla. 


Perhaps you know some one this would 
fit. You'll do him a favor to refer this to 
him. You may be interested yourself. It 
is an ideal position for a man with a 
background of advertising experience 
and good reputation, too young or too 
vital to retire but who wants to keep 
active with lighter duties and no pres- 
sure. Primarily servicing advertising ac- 
counts in New York for group publica- 
tions. Excellent conditions. Finest New 
York office building. Salary $500 month 
and expenses. Write FULLY and in con- 
fidence to 
Box 4756, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
154 E. Erie St., SU 7-2255, Chicago. 


EDITOR—Trade show magazine-rewrite- 
Layout-production. Write brief resume 
to: Mr. Henry Heller, National Trade 
Show Publications, Inc., 612 8. Ardmore, 
Les Angeles, 5, Calif. 

ADVERTISING MANAGER 
Experienced in conception and produc- 
tion of ads, catalogues, displays. Operate 
sizable printing department and Adver- 
tising Agency. Career opportunity for 
shirt-sleeve ad man with ambition for 
growth. Radiator Specialty Company, 
1400 W. Independence Bivd., Charlotte, 
N. C., Phone Franklin 17-6555. 


MOLENE PERSONNEL SERVICE 


CIT ceincsrmeditineasiensiaiaininaincinoiiienin editors 
adv. managers ... copywriters 
artists ..... media ...... production ...... sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 


Advertising Manager, Assistant, for trade 


ac- magazines. If you are currently selling 


space or are employed in media-market- 
ing of ad agency and are interested in 
trade papers as a career, this is for you. 
Growing multi-mag publisher has un- 
usual opening for young, bright ad man 
with management talent $10,000-$12,000 
start, with ceiling unlimited. Write in 
confidence. 
Box 4757, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


INTERNATIONAL AIRLINE 
for Chicage Office 

Leading carrier seeks live Sales Promo- 
tion Manager. Must be leader to take 
direction of active Sales Promotion Dept. 
Previous Travel Agency or Airline ex- 
perience a must. Window displays, direct 
mail, tour folders and local ad budget 
are dessert to the man sought. Wild 
growth opportunities. Full benefits in- 
clude RTW travel privileges. Salary $7,- 
000. Submit complete resume with photo. 

Box 4759, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Illinois 
ARTIST—DRAFTSMAN 

for litho. Full time. Ideal for man with 
ideas to settle in Wisconsin’s Vacation- 
land. Begin immediately. 
Weber Publishing Co.—Park Falls, Wis. 


PRODUCTION MANAGER 
$7500-$9500. Type composition firm. Ad- 
ditional helpful exp.: art, layout, typing. 
25-45 yrs. 

Box 4763, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Space Salesman: Medium 
size trade paper company has opening 
for talented, well trained ad man with 
management potential. Write in confi- 
dence. 

Box 4760, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


ASST. ADVT. DEPT. MGR. 

For large retail chain in Cleveland. Su- 
pervise 7 people. Must make layouts, and 
have knowledge of copywriting and 
finished art. Previous experience neces- 
sary. Give details including salary. 

Box 4764, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Want higher salary, greater opportunity, 
more security? Investigate job market. 
Get free copy. National Employment 
Reports, 20 E. Jackson, 902-G, Chicago 4. 

ADVERTISING AGENCY—TRAFFIC 
Need traffic man in 4A agency who will 
assist account executives on national 
food account. Require at least 2 years 
experience in advertising or related field. 
Chicago resident preferred. Write full 
details including resume to: 

Box 4758, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Our 50th Year 
SALES PROMOTION—Publisher 


direct mail exp. des $7,500 
COPYWRITER— industrial bkend 
expanding Chicago adv. agency 9,000 


JR. COPYWRITER—<go00d oppty— 
mainly house-organ accts 6.500 
MANY MORE—MAIL RESUME 


GLADER CORPORATIO 


110 S. Dearborn St., CHICAGO, Il. 
Phone: CEntral 6-5353 


Mid 


SECRETARY 
th i 


ger of missile/space 
magazine needs experienced “Girl Fri- 
day’’ to assist in interesting and diver- 
sified position. Large publishing firm 
with modern air conditioned Chicago 


offices. Excellent starting salary and 
many fringe benefits. 
CE 6-5804 


Wabash, Chicago. 


SPACE SALESMAN 


We have an opening in Chicago for an able young man 
who has had several years experience and would like to 
move into a major territory. Must be married, college de- 
gree, military service over, and willing to travel. Apply by 
letter only to Angus Ray, Package Engineering, 185 North 


COPY/PROMOTION 
Bright young man available: now #2 in 
media promotion for major business pub- 
lication. Facile, adaptable, professional. 
Box 4742, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SELF STARTER WITH IDEAS 
Seeks challenging opportunity and fi- 
nancial reward. 8 years successful ad- 
vertising sales background. Consumer or 
trade publication space sales. Agency 
copy-contact potential. Will relocate and 
travel. Resume. 
Box 4761, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Ex editor of auto magazine with excel- 
lent international automotive advertising, 
P.R. & sales prom. background, seeks 
challenging position here or abroad re- 
quiring ambitious experienced 46 yr old 
American who is ready to roll up his 
sleeves to prove that he’s worth $10,000 
per yr. RFD #1, 72, Monticello, N.Y. 
In next office to healthy boss and 30 
years from a pension, I’m “looking.” 
Have decade of planning, budgeting, 
creating ads, direct mail, movies, pub- 
licity for top-flight hard goods mfr sell- 
ing U.S. and export mkts. Want to 
manage ad dept. for aggressive infr or 
create/contact for agency with future. 
Married, college graduate, self-starter. 
Box 4762, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
2% yrs. Mail Order exp. consumer ap- 
pliances, farm, industrial equip. Also 
sales letters, brochures, Mkt. Research. 
Box 4765, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKET RESEARCH 
Experienced in both quantitative and 
qualitative analysis. Strong broadcast 
background. Can write. College grad (E 
(Engl. and Bus. Ad.). Late 20’s. References. 
Box 4766, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Profit Problems? 
Seek opportunity which requires profit 
problem solving. Function as generalist 
or specialist. Well rounded experience 
inculdes large manufacturer, ad agency, 
drug chain, high & low price retailers, 
market research company. Worked as AE, 
AM-SPM-PRM, analyst, writer, research- 
er, salesman. Age 34; 5 yrs. college 
Box 4767, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEDIA SALES 
REPRESENTATIVE 


Executive media sales opportunity 
with well-known outdoor advertis- 
ing company operating in one of 
top markets known for excellence 
of outdoor advertising. Man must 
possess previous successful outdoor 
sales experience. Salary commen- 
surate with experience, plus ex- 
penses. Send complete resume in 
confidence. 
Box 711, Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


if you sell the farm trade... 


UNDERSTANDING TODAY'S FARMER 


will help you do a better job. This new 
30-page booklet tells why the farmer stopped 
buying, why he could start again, the 
influences in his buying; points up specific 
weaknesses in fertilizer and grain drying 
advertising. If you sell the farm trade, you 
need UNDERSTANDING TODAY'S FARMER. 
$1.00 per copy, postpaid. Address 


Mogazine of Livingston County 


PONTIAC 2, ILLINOIS 


WANTED | 
EXPERIENCED COPYWRITER 


The kind of man we (a N.Y. City advertising agency) have 
in mind isn’t staggered by the idea of writing a long piece of 
copy. He can marshal his facts—and then sit down and write 
an advertisement which will impel people to act. He is good on 
headlines and copy ideas. His experience will equip him to do 
good work for clients who are among the top companies selling 
their products or services by mail, through advertising in na- 
tional publications. This is a job he will want to use as a 
stepping-stone to a lifetime career—because it is of that stature 
as to advancement and future possibilities. The salary (with 
bonus and profit-sharing) will be commensurate with previous 
experience and proven ability. If you believe that you are the 
man we have in mind please write us fully about yourself. 


Box 7046, ADVERTISING AGE | 
630 Third Avenue, New York 17, N.Y. 


INDUSTRIAL ADVERTISING 
MANAGER 


Unusual opportunity for young man 

sessing talent and experience to 
be Advertising Manager of large, 
diversified industrial concern with 
AAA rating in growth industry. Our 
sales exceed $35 million annually, 
and we are listed on N.Y. Stock 
» Exchange. Executive offices and 
plants in Kansas City. 


Our Ad Manager is responsible for 
a budget over $400,000 allocated to 
space advertising (30 publications), 
extensive collateral materials for 
field offices and distributors, direct 
mail, trade shows, print shop, sample 
dept., house organ, product publicity. 
He will work with advertising agen- 
cy as well as managerial talent. 
Cosvies responsibility and authority. 


First step is to submit resume; later, 
interview with Sales Manager and 
ad agency; finally, a visit to Co. 
headquarters. All replies treated in 
strictest confidence. Our people know 
of this ad. Address Box 712, Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


SECRETARIES, BOOKKEEPERS, GIRL 
FRIDAYS Good Background, education, 
neat appearance. Larkin Employment 
Agency, 130 W. 42 St. NYC OXford 5-2668 
Established 1935 


Newly established electronics publication 

seeks ‘space representatives in several 

areas of country. Excellent potential. 
Box 4774, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


TRADE PAPERS OR REP SALES JOB 
exp. in newspaper-radio sales, B.S. 
journ., 
Box 4768, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRO WRITER TO EASE YOUR LOAD! 
Long experience on national accounts. 
Knows speech-writing, motion picture— 
slide-film scripting, meeting materials, 
“live” shows, TV spots. Visual communi- 
eator. Firm quotations. Realistic fees. 
Box 4769, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR (Top Pro) 
17 yrs. exp. Highly creative, crisp modern 
layouts, top finish art to production, all 
media. Contact, organize, supervise. Seeks 
warm dry climate with good firm. $9,500 
Box 4770, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCER 
Unique bg. in TV Programming, Mot. Pix 
Prod. & A-V Aids. Inventively thorough. 
Good Team Man in Visual Communi- 
cations. 
Box 4771, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


AVAILABLE 


For Promotion, Advertising Mgr., 
or Public Relations trnee. job. 


Young, energetic advertising man with 
12 yrs. exp. (Heavy in Sales Promotions) 
seeks career position where creative 
ability will be utilized and to be able 
to solve problems and make decisions 
at a staff level. 


I love hard work, brainstorming, organ- 
izing, detail work and meeting people 
from every walk of life. 


Will consider liason duties in P.R., Pro- 
motions, Customer Relations and/or ad- 
vertising assignments in both American 
and Foreign markets. 


Top References. 5 yrs. on present job. 
Box 4772, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SOUTHEAST 


Desire dept., agency or allied position in 
southeast. 17 years diversified dept., 
agency, sales promotion, merchandising, 
pub. rel. and graphic arts experience. 
Industrial and consumer. Contact, cre- 
ative, administrative work. Dependable, 
resourceful. Married. College. Moderate 
salary requirements. Former area resident. 


Box 707, Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 


Versatile, energetic 38 year old 
Director of Advertising 


with 13 years experience in all phases 
of advertising, merchandising, and 
marketing of consumer hard-goods 
seeks new association. Can bring 
broad creative background and ad- 
ministrative know-how to either ac- 
count executive position in advertis- 
ing agency or manufacturer of major 
consumer products. Complete re- 
sume upon request. Desire Chicago 
location—minimum salary $17,000. 
Box 708, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


JUNIOR 
MERCHANDISING EXECUTIVE 


Old established New England 
manufacturer offers challenging 
position for a potential merchan- 
dising executive who has 3 or 4 
years’ experience in the field of 
pressure sensitive label and tape 
conversion. Salary commensurate 
with experience. Please submit 
resume, including business and 
scholastic background, references, 
salary requirements, etc. to Box 
691, Advertising Age, 630 Third 
Avenue, New York 17, N. Y. 
All resumes will be held in strict 
confidence. 


CREATIVE DIRECTOR 
$22,500 + 


Must possess versatile exposure to con- 
sumer & industrial products in print & 
broadcast media. Should be capable super- 
visor & administrator. Could be #2 or 
#3 man in well-known agency seeking 
greater challenge & opportunity. Salary 
plus liberal incentives. Mid-Eastern 
agency. 


If qualified & interested, contact me 
in absolute confidence 
George E. Pyikas 
Monager—Advertising Division 
CADILLAC ASSOCIATES, ING. 


29 East Madison Bidg., Chicago 2, Iilinois 
Financial 6-9400 


DIRECT MAIL SALES 
REPRESENTATIVES 
Selling package direct mail programs in 
Chicagoland area to top level executives. 
Leads furnish....experience preferred. 
...full or part time....straight com- 
mission. Write 
Box 4775, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Midwest and Eastern Publishers’ Repre- 
sentatives wanted for weekly trade paper 
and new monthly professional journal in 
two exciting, rapidly growing fields. 
Hoffman Publications, 425 Park Avenue, 
South; New York 16, N. Y. 


REPRESENTATIVES AVAILABLE 


HARD SELL 

Publisher requiring New York Sales Rep- 
resentative with 15 years of consumer, 
industrial and trade magazine experience 
as Advertising Director. Looking for pub- 
lisher with a good property with need 
for immediate results. Am anxious to 
meet your new challenge. 

Box 4773, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
Experienced Publisher’s Rep. Chicago 
area. Available to represent additional 
pub: 


S. 
Box 4733, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


WANT A MAGAZINE? 
You can buy controlling interest in a 
new regional monthly trade magazine (3 
issues old—good acceptance) with 9,800 
controlled circulation for $2,200. Free 
editorial guidance if required. Take over 
immediately. Write 
Box 4776, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


PROCESSED FILM LETTERING 
on glossy stats for your brochures, ads 
catalogs, folders—50c. per word. FREE 
catalog of styles. Complete art work. 
Ted Fenberg Associates, 342 Plymouth 
Court, Chicago 4, Ill. WA 2-7751. 


ARE YOU SHOVELING MONEY 
DOWN AN ADVERTISING RATHOLE? 
90% of industrial/businesspaper ads can 
be improved. Satisfied with yours? Top 
copywriter will give you a no-holds- 
barred evaluation of your ads and show 
you exactly how to make the most of 
your message. Confidential. You pay noth- 

ing if not satisfied. Mail proofs today. 
INDUSTRIAL CONSULTANT 
Box 4695, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


Agency Partner Wanted 


Half-interest in successful, highly re- 
garded, adequately financed Los Ange- 
les consumer goods agency billing 
$500,000. One partner retiring, remain- 
ing partner semi-active. Investment, 
$10,000. Unusual opportunity for young 
man of ability and integrity. M. C. 
Jones, 360 S. Burnside, Los Angeles 36. 


FREE Soni: 


KNIFE and CASE 


New knife in plastic case is highly effective pre- 
mium. Folks welcome it, keep and use it. Has 
safe, retractable, easily changed razor blade; 
twine cutter slot, hang-up hole. Ideal office knife. 
For home, store, factory . . . everything from seam 
ripper to package opener. Alaminum. So light it 
goes postage free as envelope enclosure. Low as 
12¢. Free Sample. 

THE HIGHSMITH CO., FORT ATKINSON 1, WIS. 


ANOTHER HIGHSMITH Mailable PREMIUM 


UNUSUAL OPPORTUNITY 


FOR COPY CHIEF 

( Ohio) 
Branch of large national 
agency needs “writing” copy 
supervisor. Retail advertising 
experience essential, also some 
knowledge of the appliance 
field. Job covers print, TV, 
radio, booklets, direct mail, 
promotions, etc. Age—30 up. 
Salary depends on qualifica- 
tions. i. 
Prove yourself here and you're 
assured of major advancement in 
our overall agency operation. 
Send full particulars, including 
salary requirements, to: Box 
709, Advertising Age, 630 
Third Avenue, New York 17, 


New York. 


RB ok Sear Ok: ) i oe re I ee) ee ee Oi a Me ei ye IRS eee 
Se 2m > ghee ay od eae ae eee Cho a ee aa a e Diag a A arin eae Ane eee vic Sie eae ee Sh > acelin oy at oi Ne a ee rn ge ed oS Eng aie oe pacha a Rent a Ce a ae peepee =o oe Ee yma Ait eet 
a eee “See See ee ae ne Ce ce: <s are eee oi) ee 2), as ee ea... atime eS 
emreeetg: 2 Re, 7 2 td elo ee ol oe fr ee iit oe i " 5 cS = 4 aoe 3 ; LA Setar i SEL ei ‘ — : % Hi Ses “ a i fi z A age BS ale eae 
“eae 4 , ' : ie ere Tee. Se ae 
, ‘ ve Cl aN 
ey LN 
ers ais 
a b. : es me 
ees 
a op “ee 
cae rs 
poke 7 : 
ee ; <= 
vies Sea: ra a 
eg Be ne 
No eas Nigred Bee 
as bas nae 
aa 3 Seca be) 
= eas a 
ae - he a 
? 
a 5 '@) O a 6 ; 
te Ra —— ———_——— ________t______¥ = —————————————————— a a es ees | eee cit oe 
ieee: pd cae 
er se Peis 
Bea Se ae 
oe eee ie 
oy So ee aoe oe 
ee — 
Sr Eh : 
oo se) ~ er 
cal Case aa 
Bes Supa, : 
Ceca eet + 
-2 eee ats 
este oe LL — —- 7 
ae iene = — sis 
a ai a, on ar : | . eS 
Hea OTe gael es = ea 
er an 5 Sa 
HT oeea eee na 
EN pen eo A ae Ye am 
f ae 
——_________ ——_____— ; 
a ——— " 
eid ge: | 7 ‘i 
ope eae ve 
igs a Bs R 
eS ae se 
Teo ona ———— ———— et 
oi isa nt einai — ’ as 
vs at ee ee eee ip inate 5 re rama ae at 
ms . 5 | ee 
a enn ns 
sa aes a 
pene | : 
J i | 
ae i ee 
Soh Soe ae 
x en, ey 
~ ‘ aes I -= 
se ale eee — 
es ap san tee 3 
cote : Zs te samen : 
F | i - 
| | ‘ 
- \) 
: | 1/ = sor 
i reslaas Imprint |( 5 
; Z 
sotgle ; | | 
sire | . : 
me ene (i _ 2 
ae 
Pini Sets pos. z | 
ates 5 a! a 
ee 
i 
| | 
| 
2 \ j | 
a | | 


Advertising Age, April 17, 1961 


COPYWRITING 


CONSUMER AND INDUSTRIAL 
Pr pt...p of i i] 

. We do a full-time job 
for a part-time fee! 


HOLDEN ADV. 
AVenue 2-3367 (Chi.) 


CHICAGO FREE LANCE SERVICE 


We offer you the services of Chi- 
cago’s top-level creative talents. All 
media. Ideas, copy, layouts, story- 
boards. We'll handle your creative 
department overload. 


JOHN DENNISON & ASSOCIATES 
30 N. La Salle St. — AN 3-1152 


The Miawest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON « SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


SILVER SCEPTER—George Romney 


ADVERTISING SUPERVISOR 


Evanston-based division of this fast- 
growing leader of its field needs and ag- 
gressive, seasoned copywriter with success- 
ful experience in art direction and offset 
oeuen. It is a fast-paced job requir- 
ng plenty of stamina and confidence, 
competent decision. This young man, 25 
to 32, will supervise copywriters, artists, 
printers and ad agency in execution of 
complex program of sales bulletins, product 
brochures, mail order catalogue and trade 
journal advertising. Good starting pay, 
outstanding benefits and fine future for 
@ proven ad man ready for a new chal- 
lenge and an upward step. Send resume 
to: Personnel Director, American Hospital 
Supply Corp., 2020 Ridge Avenue, Evans- 
ton, Illinois. 


PICTURE YOUR PRODUCTS IN 
THESE SPECTACULAR SETTINGS 
Greater readership for your ads... great 
publicity potential. Use the most beautiful 
areas in the U.S. for a product backdrop 
.. . Glacier Park, Yellowstone, wilderness, 
famous lakes and streams, snow dusted 
peaks, cattle country, expanses of prairie. 
Well-published photographer and writer: 


color, B/W, still, motion; $90 per assign- * 


ment, $50 first photo, $25 each additional. 
You consign or dealer-deliver product, I 
take care of travel expenses and WEATHER 
Write or wire Photographs, 616 Strain 
Building, Great Falls, Montana, GL 2-8581. 


DON HARRIS NEEDS: 

FOOD CHAIN SALES PROMOTION-AD- 
VERTISING. Man in 30’s to develop fran- 
chising for fast-growing 1960's-minded 
corporate chain. Lots of room for growth 
into management, which will be a basis of 
selection. Exceptional plus-benefits. $15M 
SPECIAL NOTE: Who is Don Harris? In 
his 26 years with agencies and with the 
biggest food company he was with one 
medium size and three big agencies. Copy, 
copy-contact, account executive, copy su- 
pervisor, account supervisor, in that order, 
the latter for 17 years because he mad 
sense to sales managers. 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson Chicago WA 2-9400 


WANT A BEER ACCOUNT? 


America’s only complete brewery 
marketing organization now offers 
ou the creative material that will 
and that brewery account you've 
been after. Everything you need— 
sharp, colorful outdoor boards .. . 
eye-catching newspaper ads ... 
quality point of purchase . . . pack- 
aging . . . sales building promo- 
tions . . . a complete program of 
tested and proven material that is 
better than anything you've ever 
seen! It can be yours exclusively 
in your area. Get full details .. . 
wire or call Howard D. Morris, 
Executive Director, United Brew- 
eries of America, 946 Greentree Rd., 
Pittsburgh 20, Pa. WAlnut 2-3900. 


OPPORTUNITY FOR 
ART DIRECTOR 


We have an opening for an 
art director who is strong 
on developing ideas and vis- 
ualizing as well as finished 
layout and art buying. Ex- 
perience in national, trade 
and literature. Give full de- 
tails in first letter. 

Geyer, Morey, Madden & Ballard, Inc., 


931 Third National Bidg., 
Dayton 2, Ohio 


American Motors Corp., Detroit, receives the second Silver Scepter 

award of the National Business Publications as “market maker of 

1960.” Marshall Haywood Jr., president of Haywood Publishing Co. 

and new NBP chairman, makes the presentation at the annual 
spring meeting of NBP (AA, April 3). 


|CFAC Establishes 
Hermes Award Trophy 


| The Chicago Federated Adver- 
j\tising Club has established a 
|Hermes award 

| to be presented 1S 

jat its annual \ 
}awards banquet 

| to be held at the 

|Knickerbocker 

| Hotel, Chicago, 

|\Ma y 18. The 

Hermes awards will be presented 
lto advertisers of winning entries 
|in each of 60 sub-categories. In ad- 
\dition, five certificates will be 
|awarded in each category, bringing 
|the total number of awards to be 
| presented to 360. 

The Hermes award, named after 
|the messenger of Greek gods, in- 
|corporates the concept of commu- 
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pervisor and vp of Doherty, Clif- 
ford, Steers & Shenfield, has joined 
Lawrence C. Gumbinner Advertis- 
ing, New York, as senior copy su- 
| pervisor. 


\‘TV Guide’ Revenue Gains 

| TV Guide, Radnor, Pa., reports 

'a 46% increase in advertising rev- 
enue during the first quarter of 
1961. Revenue increased to $4,518,- 
728 in 1961 from $3,096,395 during 
the first quarter of 1960. 


Frazer Joins ‘SEP’ 

Robert B. Frazer, formerly with 
Congoleum Nairn, Fort Wayne, 
has joined the St. Louis office of 
The Saturday Evening Post as a 
business relations representative, 
a new post. 


(left), 


nication and competition spirit in a 
mask. Laurel wreaths on either 
side of the mask symbolize com- 
petition. 


chairman and president, 


Hartford Named Penton VP 

Penton Publishing Co., Cleve- 
land, has elected Robert L. Hart- 
ford, publisher of Machine Design, 
a vp. Mr. Hartford joined Penton 
in 1936. 


Raphael Joins Gumbinner 
Gail Raphael, formerly copy su- 


Treyz Attacks 


Copy-Cat Tactics 
of CBS and NBC 


CincinnatTI1, April 12—ABC Tel- 
evision; which frequently has taken 
pot shots from competing networks 
for “narrow-gauge” concentration 
on a few mass appeal program cat- 
egories, today fired a volley at CBS 
and NBC for turning from leader- 
ship to follow-the-leader tactics. 

The man who struck back for 
ABC-TV was the network’s presi- 
dent, Oliver Treyz. In a speech be- 
fore the Advertisers Club of Cin- 
cinnati, he emphasized that pro- 
gram diversity must be a three- 
network affair. Without diversity 
that gives viewers a choice of types 
of entertainment, television, he 
warned, was bound to lose even 
more ground with the more selec- 
tive, light-viewing homes. Mr. 
Treyz did not mention his compe- 
tition by call letters. 

“There is important significance 
in the fact that the light-viewing 
20% of tv homes have cut their 
viewing about one-third over the 
years,’ Mr. Treyz said. “Why has 
this happened? Has their desire to 
be entertained and informed di- 
minished? Not at all. 


= “The program service they get 
has changed. The fervor and ex- 
citement over the medium’s po- 
tential could succumb to an in- 
herently dangerous virus—the 
trend toward sameness, safety and 
imitation. 

“In 1955-’56, only 11% of the 
total tv evening structure was ac- 
tion-adventure on film. Because 
ABC learned through research 
that there was a strong public 
demand for more, we set out to fill 
that need with new programs. 

“We sought new sources of sup- 
ply not previously tapped by the 
old-line networks—major motion 
picture studios. Walt Disney gave 
us the first big budget children’s 
program, Warner Bros. supplied 
‘Cheyenne,’ 
western. These were followed by 
‘77 Sunset Strip,’ the original pri- 


set against a real and glamorous 
backdrop. 


| “‘*Maverick’ too was a totally 
| different program when it was 
launched. Not only was it a fresh 
| satirical slant on westerns, it also 
offered the early Sunday evening 
viewer an alternative choice to 


the first hour-long | 


vate eye, fun-and-games program | 


the competing variety programs of | 


|/Ed Sullivan 
‘Maverick’ scored a great success 
and made an important contribu- 
tion to the viewing enjoyment be- 


and Steve Allen.) 


cause it added diversity to televi- | 

sion. ‘Maverick’ was competition in | 

opposites, not competition in kind. H e W A N TED Qj 
“As ABC broke new ground, al 


large segment of the viewing pub-| 


lic moved with us, particularly the 
young postwar families. Unfortu- | 
nately in the wake of ABC’s suc- 


cess, the old-line networks started 
to abandon their established areas 
of achievement in live drama, va- 
riety and comedy shows to attempt 
to parallel us. 

“This movement of the other 
networks was accentuated by the 


sudden demise of the quiz shows, : 
mabhen dumnien ot So eee mown Vee enett Gaby $13.75 for the single 


significant dividing line between Classified ad in Ad Age. 
ABC and the other networks. ABC | 


could have decided to emulate this 
successful programming. But we! Jt’s almost too good to be true — the ease with which 


had decided not to answer the} ‘ a he 
‘$64,000 Question’ with another, you can hire good men through the Advertising Market 
‘Place in Ad Age. 


quiz,” the ABC-TV president said. 

= Mr. Treyz termed pioneering) And, of course, it works both ways. No matter which 
the shortest route to success and|,; ’ a . : het. 
seatbatiom, 6 chica tun a0 bane 0 side of the fence you’re on buying or selling—use — 
audience. As a case in point, he Advertising Market Place for quick, low cost results! 
ited the Friday night titive | ; ; 

tateainn, Sealine: oa” a CBS looka.| For each week’s issue of Ad Age is read by over 177,000 
like for “77 Sunset Strip,” pro-| key advertising, selling and marketing executives. And 


grammed opposite the ABC action- ‘ar ‘ : 
advenhee chew, dew ¢ smaller| 1 He Advertising Market Place is one of the best-read 


audience than the original. pages in best-read Advertising Age! 
But when NBC came in with a 


counter-programming move, “Sing Use this handy coupon to mail your classified ad today. 
Along With Mitch,” pitted against | 
“77 Sunset Strip,” the non-imita-| 
tive show became No. 1 in the 
time period. He also noted the 
critical acclaim accorded ABC’s 
new documentary techniques and 
the popular reception given the) 
pioneering adult cartoon series, | 
“The Flintstones.” 
Mr. Treyz said no network could | 
be all things to all people, but that | 
all the networks collectively should 
be in balance, with each develop- | 
ing its own vitality, individuality, 
uniqueness and personality, and| 
thereby providing a full, rich, di-| 
versified total television service. + | 


... and got replies 
from 43 applicants! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


Mactadden Names Young 
VP, Ad Director 


Robert L. Young has been ap-| 
pointed vp and advertising director | 
» a. of Macfadden 
*) Publications, | 
' New York, a| 
new post. Last) 
S with the sales) 
department of 
McCall’s, New| 
York, Mr. Young | 
formerly was 


with Crowell-| My Name 
Collier Publish- Street 


ing Co. and Pe- City 7 State 


troleum Pub- | 
lishing Co. THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


Lee Andrews | 

is ad director of the Macfadden | 
200 E. Ilinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8. Collif. 


1 am enclosing $ 


Robert L. Young 


Clip and mail 


women’s magazines; Robert Thom- 
as is ad director of the men’s mag- 
azines. 


this form to: 
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a . Gross ° 
Estimated Expenditures of 348 tn ime eros 100 Top Network TV Advertisers: 1960 
I MI ct secasssevsesecesone 106,840 
Network TV Advertisers Spending Ph oo a seseeennsnnneeneeeees — Source: TvB Figures from Leading National Advertisers and 
164 Libbey-Owens-Ford cc... 429,160 Broadcast Advertisers Reports 

s 15 Liggett & Myers ................ 10,991,624 Gross Time Gross Time 
$25 000 or More In 1560 293 Lincoln National Life .......... 73,815 | Rank Advertiser Sales Only | Rank Advertiser Sales Only 
af aa a eS ——- aa 5s pond & Scitte (1)t ....$46,406,679 #. an pores 7) ae s20.808 
: Supe anil lnmanaamae , . American Home io We Ba BROT (GB) cccncecessees u 618 
Source: TvB figures from Leading National Advertisers and 96 Longines Wittnaver ........ 1,192,020 | Products (3) cseessssssnsseun 33,376,057| 54. Mutual Benefit (79) ........ 3,036,436 
Broadcast Advertisers Reports 26 P. Lorillard .... 7,755,281 | 3. Lever Bros. (2) .coccssevvesseee 28,613,140 | 55. Quaker Oats (54) oo... 3,022,574 
besten Geis pe oe ne - pene 4. General Motors (6)... 22,985,033 | 56. Carnation Co. (55) ...see. 3,009,147 

in hess Uinta | Oedh time charges 0 t» elglmaae pata §. patie Per geen 22,511,280 | 57. H. J. Heinz (53) .............. 2,940,051 
243 Academy of Motion Picture 295 Democratic Party— 298 tanhetion Shirt 177,853 -; oe ~~ awe 18,623,648 | 58. Standard Brands (25) .... 2,887,140 

‘ . R. J. Reynolds (7) ............ 15,891,416 | 59. Sears, Roebuck (68) ........ 2,827,765 
Arts & Sciences .............. $ 143,517) Cook County 0c FR I icon on csc ecsenceeces 1,120,670! g Sterling Drug (9) 15,358,919| 60. R de Metals (49 eat 

226 Adams Corp. ccccsssccseun 180,265! 81 Dow Chemical ..rcsccene 1,613,613| 79 Massey-Ferguson ...cessc..-- 84) 6 oun... SAMIR | of Qendhon, Ooctes ae btn: 
138 Adolph’s Utd. oo... 606,506 | 296 Dow Corning cscs “an te. 1,272,690! ..” > ethane ag oe jam Products (75) .... 2,796,388 

y : : serie 10. Brown & Williamson (19) 12,533,149 (formerly Harold F. Ritchie) 

246 Airequipt Mfg... 138,991| 48 Drackett Co. SBBE PARC COG o...eccesccscesees 162,165! 11 Texaco (26) 12,161,822! 62. S Rand (58 2 
22 Alberto-Culver ............c0000 8,822,038 | 225 Drug Research MII TRE ccc csncccccsccncescs 1,621,120 12. nna... 12,075,302 63. eae rn & ee TE1G4 
284 Aluminum Ltd. ...............000 82,175) *100 Dumas Milner 102 Mentholatum Co. .............. 1,148,774 13. pov xp Z gies > Reet ( ) ssesseee 2,755,186 
I 3,492,926} 28 Du POM .onncccscressscnseccnnsen 8 eu aaa amas OP Bere 0 ~........ 11,245,448 | 64. Jos. Schlitz Brewing (88) .. 2,625,530 
285 American Character Doll..  80,404| 255 Dusharme Products .......... 131,780| 170 Miller Brewing .............. 408,940 oe xr yg thane me cence G5. Pet Milk (60) .....-.eoreeeenn 2,529,401 
39 American Chicle .............. 4,612,913 | *346 Eagle Pencil... 26,481 | *312 Miller Brothers Hat .......... 48,018 16. mnt ao ) sceceee 10.747,288 66. Sweets Co. of America (67) 2,484,595 
190 American Cyanamid ........ 280,976| 35 Eastman Kodak ................ 5,271,794| 298 Minnesota Mining : orven yore ( ) sevessseeees 7 47, 67. Richardson Merrell (93) wee 2,394,987 
128 American Dairy Assn. ........ 689,839 | 261 Eleanor Roosevelt Institute 162 Minute Maid ....... 17. National Biscuit (20) ........ 10,347,922 (formerly Vick Chemical) 
289 Americon Express ............ 77,638 Sint Hite Deiat. 118,265| 116 Mogen David Wine .......... 938.889 18. Kellogg a SREP nvsutiiessss 9,900,196 | 68. Simoniz (#) ahsielniniasteeies 2,331,275 
84 American Gas Assn. .......... 1,478,363| 129 Electric Autolite 0... 675,878| 270 Mohasco Industries .......... 114,075| '%: American Tobacco (16) .... 9,701,965) 69. General Cigar (136) ........ 2,307,464 
2 American Home Products 33,376,057 | *297 Electric Storage Battery Ae 70,240 250 Monsanto Chemicol .......... 135,720 20. Westinghouse BRD sciransene 8,825,165 | 70. Purex Corp. (91) se eececceees 2,279,952 

256 American Luggage ............ 129,565| 153 Elgin National Watch ...... 536,419| 54 Mutual Benefit .............. 3,036,436 21. Alberto-Culver (32) ........ 8,822,038 | 71. Olin Mathieson (83) ........ 2,190,483 

202 American Machine & 118 Equitable Life Assurance .. 835,763 17 National Biscuit ............... 10,347,922 22. Chrysler Corp. (V7) sssseees 8,638,201 | 72. Noxzema Chemical (81) 1,906,269 
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229 Arnold Schwinn ......... sais 174,000} 14 Ford Motor 11,159,933 | *342 N. E. Mutual Life .............. 30,223 | 33- Warner-Lambert (59) ........ 5,464,060 | 84. American Gas Assn. (69) 1,478,363 
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_ 1,188,960! 224 Frank G. Shattuck 


45,000 | IE Bicectcntesccovsceccoseeis 
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U.S. Brewers Foundation .. 390,015 was a drop-off of 9% in pages, not 
1,090,850 | 53 U.S. Steel ....-...ccccsccsscccseeees 3,298,618 | profits, and he said members ex- 


189,785 | 115 U.S. Time .ncncccccccessecseeee .. 945,913\pect a 4%, not a 40% increase in 
274,028! 208 U.S. Tobacco ................... 234,728 | revenue. 
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Advertising Age, April 17, 1961 


U.S. Reveals Adman’s Program for 


$2,500,000 Tourism 


(Continued from Page 1) 
tions. 

With final congressional . action 
authorizing the program likely 
within the next few weeks, the 
Secretary reported today that he 
has already screened three or four 
prospects who seem to meet the 
stiff qualifications which are spec- 
ified for the top man in the pro- 
gram. New York agency man, K. 
LeMoyne Billings, vp at Lennen & 
Newell, New York, and a close per- 
sonal friend of the President, who 
has been identified with the pro- 
gram in the planning stage, re- 
portedly was a possibility. 


® The detailed plan for the tour- 
ism operation is the work of Wal- 
ter Johnson, vp of Interpublic Inc., 
who was with the department on a 
consulting basis. A department 
spokesman characterized Mr. 
Johnson as “one of two peaks” 
among the authorities on tourism 
promotion, but the spokesman 
emphasized this does not mean 
that Interpublic Inc. has the inside 
track for the account. 

Mr. Johnson is an old airline 
hand. He was vp-passenger sales of 


American Airlines and senior vp of 
marketing at Capital Airlines be- | 
fore joining the McCann organiza- 
tion where, at Interpublic, he is | 
now listed as general corporate ex- 
ecutive. 

The report. said studies have 
been made of the funds necessary 
to do an effective advertising job 
of telling the U.S. travel story in 
each of the major markets, but 
this “back up” material used by 
Mr. Johnson was not released at 
this time. 

A spokesman for the department 
said “no ground rules” for select- 
ing an advertising agency or agen- 
cies have been considered at this 
point, but that in all probability, 
the back up material, or some of it, 
will have to be available to agen- 
cies that are interested in the | 
campaign. 


= The report is silent so far as a 
description of an ideal advertising 
agency is concerned. However, it 
emphasizes at several points that | 
research and promotional planning | 
must be geared to the local point | 
of view, rather than an American 
viewpoint. 

“There must be serious research 
done to assess those appeals which 
are attractive to the potential cus- 
tomer in each country,” the re- 
port said. 

“We cannot make the mistake | 
of assuming that all Europeans | 
are anxious to visit our national | 
parks. There may be certain areas | 
of our culture and geography | 
which are particularly attractive to | 
Germans. Others may be attractive | 
to Frenchmen and a completely | 
different set may be required to in-| 
terest Japanese or Venezuelans. 


| 


s “The significant factor here is | 
that our program must be designed | 
to appeal to each nationality 
along pretested lines so that we 
will know that our advertising, 
promotion and direct selling in 
these markets will be productive | 
within the size of the market it- | 
self. Advertising in Germany) 
should be created by Germans to 
appeal to Germans and produce 
German travelers to points all over 
the U.S.A.” 

At another point, the report re- 
iterates: “To appeal to the nation- 
al tourist in any country, we must 
be, in each case, careful to reach 
him in his own terms. Our adver- 
tising must be in the language 
of the prospective customer. It 
should be created by marketing 
experts in his own country, and it 
should reflect local custom and 
~ulture. 

“It should be the function of 


|of doubtful value,” 


| travel 


Ad Drive Abroad 


such advertising to stimulate in- 
terest in the U.S., to inform the 
peoples of other countries about 
specific matters of interest, such 
as cost, facilities, customs, etc.,” 
the report explained, “and to edu- 
cate the prospective tourist in the 
historic, cultural, scenic and social 
areas of interest in our country.” 


= Commerce officials said that 
total spending probably would not 
exceed $3,000,000 in the first year, 
while the program was gathering 
momentum, but that the full oper- 
ation as outlined in the report to 
the President would cost $4,693,- 
240. 

Advertising would get $2,500,000, 
and sales promotion $834,750. Oth- 
er principal budget items when 
the program is in full swing: 
Travel centers, $442,630; Washing- 
ton office, $362,620; editorial pro- 
motion, $205,000; roving travel 
promotion officers, $173,240; re- 
search, $125,000; and visitor satis- 
faction, $50,000. 

Matched against normal ratios 
of comparable expense by private 
industry, an investment of $5,000,- 
000 in international travel devel- 
opment is conservative and sensi- 
ble, Mr. Johnson commented in his 
report. 

But he hammered away at the 
point that it is important that the 
budget be adequate to do the job. 
“Opening overseas offices without 
adequate funds for advertising, 
public relations, sales promotion 
and direct selling support will be 
he warned. 
“The task at hand is a major one 
—with an adequate budget it can 
be highly productive and contrib- 
ute materially to the national 
welfare. 

“It would be better not to un- 
dertake such a program, however, 
than to cast the U.S. government 
into the highly competitive world 
market with a program 
which would lose us respect, fail 
to produce tangible results, and 
handicap future efforts.” 


s The plan consciously seeks to 
avoid any “competition” between 
government tourism activity and 
he sales responsibilities of car- 
riers, travel agents and other trav- 
el industry members. The pro- 
posed U.S. Office on International 
Travel would seek only to sell the 
US. as a travel destination. State 
promotional agencies, carriers, ho- 
tels and other travel interests 
would be expected to continue and 
intensify their own sales efforts. 

This government effort “would 
have the effect of complementing 
and reinforcing” the competitive 
advertising of American flag car- 
riers and others, Secretary Hodges 
argued before the House interstate 
commerce tourism subcommittee 
today. 


® He cited France as an example, 


| pointing out that the French Na- 


tional Tourist Office has used 
“colorful ads” to create a desir- 
able tourist image of France. This 


| has enhanced the promotional ef- 


forts of Air France, which feature 
French cuisine, decor and such 
slogans as “You’re in France the 
moment you step aboard our New 
York to Paris flight,” the Secre- 
tary said. 


“It is not our purpose to create | 


more business for particular seg- 
ments of the U.S. transportation 
or tourist industry,” he explained. 
“From the government view, we 
are as anxious to have the tourist 
who drives his own car and stays 


with friends, as the one who flies | 


by Pan American, and lodges at a 
tourist resort. 

“I stress this point,” the Secre- 
tary said, “because the program 
should not be regarded or allowed 
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tive on the ac- 
count, Richard 
Elam, as the mod- 
el. The ad will 
appear in the fall 
in Esquire, Gen- 
tlemen’s Quarter- 
ly and The New 
Yorker. A similar 
ad, but featuring 


THE KUPPENHEIMER 


conroenT 
Loon 


a doctor, will run 

in the Journal of 

the American 
Medical Assn. 


LOOK 


|to become a form of subsidy to 
| private industry.” 


# As assurance that the govern- 
ment offices will be kept on an 
institutional basis, he said the 
overseas offices will be used for 
direct distribution only of prima- 
rily non-commercial promotional 
material—material produced by 
the federal government, by the | 
tourist promotion offices of the 50 
states, by local civic and chamber 
of commerce groups and by other 
non-profit agencies. 

In addition, however, he said 
the government facilities can “le- 
gitimately” assist in supplying 
commercially produced brochures 
and advertisements on travel to 
the U.S. “However, we plan to 
accomplish this distribution prin- 
cipally through the foreign travel 
agents, carriers, etc., who do the | 
actual booking and selling of 
tours.” 


| 


= The 50-page presentation drawn 
up by Mr. Johnson and submitted 
to the President notes that more 
than $20,000,000 is being spent 
here annually by foreign adver- 
tisers to lure Americans abroad. 

“We are today the only major 
nation which does not have a sub- 
stantial government program to 
stimulate the growth of tourism. 
In the absence of such a program 
we are being badly outsold as an 
attractive travel destination 
throughout the world,” the report 
says. 

Mr. Johnson described the pro- 
gram as “self liquidating.” If only 
100,000 additional tourists are at- 
tracted, he estimated, the addi- 
tional federal and local taxes that 
are collected will equal the entire 


cost. 

Private industry hasn’t been able | 
to do the job, he said. Because of | 
the highly competitive nature of | 
industry, its expenditures have 
been restricted to the advantages 
and satisfactions of the specific 
service. 


tional tourist offices distributed 
over 30,000,000 pieces of tourist 
literature, with France and Swit- 
zerland distributing over 1,000,000 
pieces each. 

In “the comparatively modest 
market of Belgium major expendi- 
tures for advertising in mass me- 
dia are now being made by Greece, 
Great Britain, India, Switzerland, 
Italy and Portugal,” the report 
pointed out. 


a “We must devote major effort to 
the attitude of all who come in con- 
tact with visitors from abroad. As a 
people we must communicate a real 
sense of warm, friendly hospitality 
to people who have difficulty with 
our language, who are strange to 
our customs, and who dress and act 
differently than the average Amer- 
ican.” 

This last, said the report, might 
be an assignment for the Adver- 
tising Council. 


COMMERCE PUTS OUT 
TOURISM POSTERS 

WasuincTon, April 12—The De- 
partment of Commerce jumped the 
gun on tourism promotions today, 
with two handsome posters and 
car cards which are to be distrib- 
uted abroad advertising “Visit 
Wonderland U.S.A.” 

Since the department still does 
not have authority to develop a 
paid promotion campaign for tour- 
ism, the posters were produced by 
the Advertising Council, with 
Campbell-Ewald, New York, serv- 
ing as the task force agency. 


s One of the posters shows the 
Lincoln statue in the Lincoln Me- 
morial, in Washington. The other 
shows a big city skyline, presum- 
ably New York. The only text on 
the posters and car cards is “Visit 
Wonderland U.S.A.” 

Commerce Department reported 
that 25,000 sets of cards and post- 
ers 


have been produced, and are} 
en route to foreign service posts | 


|abroad for distribution. Four dif- 
= “In other words,” he told the| ferent languages have been used, 


dollar against foreign governments, | the artwork and printing out of 


while at the same time maintain- | 
ing their own competitive position | 
with respect to specific industry 
competition.” 

In preparation of the report, the 
|Commerce Department had ob- 
|tained reports on tourism activity 
|from U.S. foreign service posts in 
major capitals throughout the 
world. From this material, Mr. 
Johnson noted that, excluding ad- 
vertising by carriers, a total of 
approximately $4,830,000 was 
spent in travel advertising in the | 
United Kingdom in 1960 to coun- 
tries other than the U.S.A. Na- 


| 


pocket expense. 

Legislation authorizing a contin- 
uing tourism promotion by the De- 
partment of Commerce is nearing 
final approval in Congress. The de- 
cision to go ahead with the posters 
without awaiting the final con- 
gressional action was made in order 
to get promotional material abroad 
in time for this summer’s travel 
season. + 


Weintraub Opens in Houston 

Weintraub & Associates, St. Louis 
agency, has opened an office at 
3815 Richmond, Houston. 


President, “private industries can- | according to destination: English, | 
not engage in a broad program of |French, German and Spanish. The | 
competing for the world tourist Department of Commerce paid for | 
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$2,500,000 to Back 
* a = 
Budweiser's ‘Pick 
= ££ = = 
a Pair’ Drive in ‘61 

Cuicaco, April 11—Anheuser- 
Busch will spend about $2,500,- 
000 for its 1961 Budweiser “Pick 
a pair of six packs” advertising 
during June and July. 

Ray E. Krings, director of ad- 
vertising of Budweiser, told the 
Broadcast Advertising Club of 
Chicago today that the company 
will put a total of more than $3,- 
000,000 behind the promotion, in- 
cluding merchandising and pro- 
motional activity over and above 
media advertising. 

He told the broadcast group 
that Budweiser will use 586 radio 
stations in 386 markets, and 221 
tv stations in 154 markets, as well 
as magazines and outdoor for the 
“Pick a pair” drive. 


s The promotion was first used 
in 1958, and 16,000,000 packs of 
Budweiser were sold during the 
two-month period, he said. For 
the initial drive, the company 
spent about $2,000,000 in adver- 
tising. In 1959, 20,000,000 packs 
were sold during the promotional 
period, and this total remained 
the same last year, when the 
period was moved back to May 
and June. 

Mr. Krings said the promotion 
is very successful in food stores, 
where Budweiser supplies a vari- 
ety of “Pick a pair” promotional 
pieces with which the retailer 
can offer other paired items at 
special prices, using the same 
theme. 

D’Arcy Advertising Co., St. 
Louis, is the agency for Bud- 
weiser. # 


George B. Storer Jr. - 
Named President of 


Storer Broadcasting 


Miami, April 12—George B. 
Storer Jr. today was elected presi- 
dent of Storer Broadcasting Co., 
succeeding his father, who remains 
as chairman of the board. 

The board of directors was elect- 
ed at yesterday’s annual stockhold- 
ers’ meeting. 

George Storer Jr. had served as 
vp for tv since 1957. He had been 
a vp of the company since 1951. 
No successor as vp for tv has been 
named. These duties will be dis- 
tributed between Bill Michaels of 
Detroit and Terry H. Lee, Atlanta, 
both board members and both re- 
gional vps for tv. 

A 13-year veteran in the radio 
and tv business, George Storer Jr. 
began his broadcasting career at 
Station WAGA and WAGA-TV, 
Atlanta. 


es After three years as vp and 
managing director of Storer sta- 
tions in San Antonio, he was trans- 
ferred to the Miami Beach home 
office in mid-1954 and named vp 
for planning and finance. A year 
later he became southern district 
vp, having responsibility for all 
Storer stations, radio and tv, with- 
in his district. + 


French Agencies Hike Billing 
In a list of France’s five top 
agencies, appearing on Page 118, 


| billings of three agencies in 1959 


and 1960 were inadvertently trans- 
posed. Correct 1960 billings (with 
1959 billings in parentheses) are: 
Elvinger $10,200,000 ($8,000,000), 
Synergie $9,800,000 ($8,600,000) 
and Sodico $8,690,000 ($7,600,000). 


Gray Line Names Meltzer 
Gray Line New York Tours Corp. 
has appointed Richard Meltzer Ad- 
vertising, New York, to handle its 
advertising. Meltzer has handled 
the San Francisco Gray Line since 
1950 and Gray Line Sight-Seeing 


‘companies since 1958. 
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The Fire! of @ Series of Oper Forums Prevented as 2 Pubite Service by Ramer Ale 


HOULD WOMEN 
BE DEPRIVED 
OF THE VOTE? 


Rainier Ale Drive 
to Suggest Repeal 
of Female Suffrage 


SeaTTLe, April 13—A movement 
to repeal the 19th amendment will 
be launched on the West Coast in a 
puckish campaign for Rainier ale, 
product of Sick’s Rainier Brew- 
ing Co. 

In “The first of a series of Open 
Forums presented as a public serv- | 
ice by Rainier Ale,” the brewery’s 
campaign will ask in bold type, 
“Should Women Be Deprived of 
the Vote?” 

Copy of the first ad, prepared by | ae “e ae. 
Howard Gossage, of Weiner & Gos- = aan - 
sage, San Francisco, goes on to a era 
ask whether readers have noticed’ ; === Ww 
that “Most things don’t taste the Tt 
same any more. ieteetetenseeaian 

“Some authorities,” the ad con- a ae 
tinues, “hold this to be part of a | yore—Rainier gets it anti-feminine 
general trend. . . . and have even | drive off with this ad. 
fixed the date when this decline | 
started, Aug. 26, 1920, the day the | known to drink it. A remarkable 
19th amendment became law and_| record.” 
women got the vote.” Readers of the series will be 

“Excuse” for the drive “to take | urged to send for a ballot on the 
the vote away from women” is/| question, “Should women be de- 
the contention that women have! prived of the vote?” A campaign 
ruined the beer business by insist- | badge calling for such action and 
ing on dry beers. a smaller badge, “Against the Re- 

: poker of the 19th Amendment” for 
s The second ad includes this} minority readers, will also be of- 
statement: “We hope that the men | fered. 
in the audience will continue to | The ads will appear in dailies 
buy Rainier Ale if for no other) throughout Oregon, Washington 
reason than that, as far as is | and California, with the first in- 
known, no woman has ever beef | sertions scheduled for the week of 
April 17 in the dailies. The New 
| Yorker, Playboy (western edi- 
tion), Sports Illustrated and Terri- 
| torial Enterprise will also be used. 


The Class 
of the Mass 


The Mirror is strongest in 
the more prosperous nelgh- 
borhoods of the mass mar- 
ket In New York— weakest 
In the siums. 


| Royal Crown Names Uzzell 

Marketing Head, Ansley VP 

Royal Crown Cola Co.,. Colum- 

bus, Ga., has appointed W. E. 
| Uzzell vp and 
| director of mar- 
| keting. Mr. Uz- 
| zell, who joined 

the company in 
| 1938, was for- 
|merly vp and 
|general sales 
| manager. 

At the same 
| time, Royal 
| Crown has ap- 
| pointed Brad- 
|ford D. Ansley 
| to succeed Mr. 
| Uzzell as vp-sales. Mr. Ansley was 
|formerly a public relations and 
a consultant. 


D-F-S Names Leonard VP 

| Frank M. Leonard, who joined 
| Dancer-Fitzgerald-Sample, New 
| York, in 1959 as director of pr, has 
been named a vp. 


People interested in new 
homes are solid people — 
good customers. The Mirror 
is first among New York's 
seven dailies in New Homes 
advertising linage. 


W. E. Uzzell 


Make 
The Mirror 
a MUST! 


AD MEN PUT A Hause, 


ON THE MAP... 


your ad headquarters in Chicago at 
71 E. WACKER DRIVE 


Chicago’s finest hotel, within 
walking distance of over 5 Billion 
Dollars in ad billing. 

PRIVATE MEETING AND 
BANQUET FACILITIES 

Visit Executive House Dining Room 

and Cocktail Lounge 


ae, 


LD eeaesceeeseeseseeese 


. 


PRUDENTIAL BUILDING ™=""s. 


Schenley to Launch 
Controversial Push 
on NY TV Stations 


(Picture on Page 1) 
New York, April 12—Schenley 


Import Co. today lifted the lid on) 


|the subtlest soft-sell ever under- 
| taken on tv for its hard-liquor 
| products. 

The occasion: The unveiling of 


= a $1,000,000 campaign for Dubon- 


net wines. 


.| Schenley will put roughly $500,- 


|000 into radio and tv, mostly for 
|sponsorship of a 39-week, half- 
|/hour “Montovani and His Orches- 
| tra” show over WNTA-TV, begin- 
jning this April 15. 

| Commercials for the show were 
\turned down by WNBC-TV and 
| WCBS-TV, subscribers to the Na- 
tional Assn. of Broadcasters code, 
as clearly a promotion for the com- 
pany’s branded whiskies. While 
apparently no U.S. tv station has 
ever taken a straight campaign for 
the hard stuff, Schenley has ap- 
parently got the sidewinding plug 
to work. 


= One commercial, typical of the 
rest, shows a wine glass emblaz- 
oned with the company catchline: 
“Schenley Elegance.” The camera 
lingers there for a longish moment 
then switches to the Dubonnet 
theme. Typical of that is the jingle: 


There’s a touch of Paris in 

every drop of DuBonnet. 

Not so sweet, not so dry 

On the rocks, neat or dry 
Try DuBonnet. 


Rounding out the commercial is 
the sentence: “Another product of 
Schenley elegance.” 

Spokesmen at code-subscribing 
tv stations said virtually every 
frame carried the Schenley logo. 
“Are they selling DuBonnet or 
Schenley?” one asked. 

In any event, WNTA-TV’s Mon- 
tovani show will be heard simul- 
taneously over radio stations 
WNTA-AM and WNTA-FM. In ad- 
dition, 10, 20 and 60-second spots 
have been scheduled on WOR-TV 
(also a non-subscriber to the NAB 
code) and WNTA-TV. 

The WNTA-TV schedule will 
cover 13 weeks to July, and will 
resume after Labor Day. 


s On radio, Dubonnet will be fea- 
tured in 20, 30 and 60-second spots 
on radio stations WOR, WABC, 
WINS, WMGM and WNTA. 

Provocative ads have been lined 
up for New York newspapers. 
These are some of the copy changes 
that will be rung: 


“Want to ‘go easy’ on the 
cocktails before lunch?” 
“Do you consider your wife’s 
taste when you buy liquor?” 
“Are you meeting the girls 
for cocktails?” 


The company has budgeted about 
$300,000 for print ads, and $200,- 
000 for sales promotion. 


the old sales maxim, “In wine sales, 
vp of Schenley import. “We have 


made a bold decision to spend the 
i\whole $1,000,000 


|the previous year’s $250,000. 


. Schenley’s studies had shown 
i\that since its introduction to the 
U.S., Dubonnet had been sold 
mostly to “cosmopolitan, sophisti- 
catec women in the upper econom- 
ic strata.” Currently, however, the 
Dubonnet taste had been detected 
among business executives (“men 
who find the ordinary cocktail a 
bit too strong”), the rising young 
career women and housewives. 
“These women, like the men, are 
customers who also wish to be so- 
ciable, but prefer a gentler, more 
fashionable drink,” he said. 
| Kleppner Co. is the agency. + 


The whole campaign would test 
as New York goes, so goes the na-| 


tion,” said Bernard Goldberg, exec 


in New York.” | 
| The budget was quadrupled from 


invitation 
to the 
New York 


BATTER 

|and Tribune ran this full page in 

\the New York Times on April 11 

when the Minnesota team met the 
Yankees. 


Katz Adds KSD 


Stations in St. Louis 


New York, April 13—Katz 
agency has lassoed its second sta- 
tion, KSD-TV, St. Louis, from the 
coveted NBC-repped stations 
*midst hot competition from other 
representatives. 

About three weeks ago, Katz 
was named to handle WAVE-TV, 
Louisville, the first station in the 
NBC camp to name a new rep since 
that network lost its court battle 
to block the Federal Communica- 
tions Commission ruling against 
network representation of non- 
owned tv stations. Katz also has 
acquired other WAVE Inc. stations, 
including WAVE, radio station, as 
well as WFIE-TV, Evansville, Ind., 
and WFRV-TV, Green Bay, Wis. 

Katz will take over KSD-TV, as 
well as KSD, on July 1, 1961, de- 
spite the fact that the FCC order 
doesn’t go into effect until the end 
of the year. It is understood that 
these stations are eager to find new 
homes before spot tv selling for the 
fall begins. 

Other NBC-repped stations still 
up for grabs are KOA-TV, Denver; 
WRGB, Schenectady; WCKT, Mi- 
ami; WHNB-TV, New Britain, 
Conn.; and KONA, Honolulu. + 


Peter Joins ‘Family Circle’ 

Peter J. Peter, formerly with the 
| sales staff of Fawcett Publications, 
has joined Family Circle, New 
York. 


up—The Minneapolis Star | 


Advertising Age, April 17, 1961 


Prince Macaroni 
Spreads Product 
Around ‘With Love’ 


LOwELL, Mass., April 12—Prince 
Macaroni Mfg. Co. is spreading 
love around like spaghetti sauce 
as it moves into the national pic- 
ture with a radio and newspaper 
campaign for its line of macaroni 
products and prepared Italian 
foods. 

Prince Macaroni is expanding 
from its home base, the Greater 
Boston area, into all major mar- 
kets on the Eastern Seaboard with 
a series of radio commercials and 
newspaper ads based on the theme 
“Cooking with Love.” The cam- 
paign also includes a consumer of- 
fer of a special spaghetti fork for 
five labels from any Prince pre- 
pared foods or a spaghetti bib for 
50¢ plus one label from any pack- 
age of Prince’s dry spaghetti. 


s In its series of three-minute 
radio featurettes, John Fostini, 
New York actor-lecturer, reads se- 
lections from his collection of 
“Love Letters of Famous People,” 
and builds up a romantic atmos- 
phere. He then moves to the theme 
that Prince spaghetti and sauces 
are made “for you with love from 
Prince.” 

The newspaper campaign, larg- 
est in this medium in the com- 
pany’s history, includes full-page, 
four-color ads plus 800-line and 
1,000-line b&w ads. Each carries 
through the love theme in copy 
and also carries the theme trade- 
mark—a heart-shaped symbol 
topped with a crown encasing the 
words “For you with love from 
Prince.” 


= The color ads offer 10 recipes. 
A new product, Prince rigatoni 
and sauce, is being introduced in 
b&w ads, which also stress the 
fresh ingredients in the prepared 
products, and the lightness of 
Prince spaghetti. 

The company and its agency, 
Adrian Bauer & Alan Tripp, Phil- 
adelphia, note that the love theme 
was adopted because “Italian foods 
lend themselves to this type of ap- 
peal,.”+ 


Prudential Boosts Roberts 
Frank Roberts has been promot- 

ed to manager, public relations and 

advertising in the Mid-America 


| home office of Prudential Insur- 
|}ance Co., Chicago, a title vacant for 
|the past year. Mr. Roberts former- 


ly was art and production manager. 


IN RIVERSIDE COUNTY, CALIFORNIA THERE’S 


ACTION 


| 
| 


| AT THE GAS PUMP! 


Riverside is a booming market that spends more at gasoline 
service stations than the counties of these cities: Rochester 
Salt Lake City or New Orleans, and it ranks 63rd among the 
200 leading counties. And it’s all yours! But only through 
the Riverside Press-Enterprise. Riverside is 60 miles from 
Los Angeles and less than % of 1% of the total circulation of 
the Los Angeles papers reach here! That’s why you need the 
PRESS-ENTERPRISE. Riverside is part of the billion dollar 
San Bernardino-Riverside-Ontario market that stands 4th in 
California, 27th in the nation. Always include the Riverside 
PRESS-ENTERPRISE in your schedule and you'll get plenty 


of action at the gas pump! 


Represented Nationally by Newspaper Marketing Associates 
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The blockbuster 
of market-media data 


is about to hit! 


Even the sidewaik engineers would be surprised at the block- 
buster action Advertising Age’s Annual Market Data Issue 
produces each year. When market planners and media speci- 
fiers start sending in their requests for data—watch out—the 
response is overwhelming. Last year, over 92,000 requests for 
information were processed and passed on to the media offer- 
ing the data. This makes for a lot of contact between media 
and media user. 


That’s why so many media sellers and buyers are looking 
forward to the Market Data Issue this year, which is to be 
published on May 8, 1961. 


Over 1800 market data pieces will be digested and catalogued 
in eight basic market classifications to simplify selection. Page 
after page of this issue will get careful, methodical study from 
the very people whom media representatives are most anxious 
to reach. These include the advertiser and agency executives 
from company presidents and advertising managers to account 
executives and media buyers, as well as researchers and librar- 


ians who prepare and funnel information for programs and 
campaigns. 

What’s more, these people will be most receptive to all mar- 
ket and media information—including the facts you want 
them to consider—because they will be concentrating on mar- 
ket/media offerings. It’s hard to imagine a more potent op- 
portunity for strong media promotion to be seen, read, 
evaluated and retained for reference than the Market Data 
Issue. 


No other publication in the advertising /marketing world offers 
such positive proof of editorial acceptance and usage by ad- 
vertisers and agencies. No other advertising/marketing journal 
offers such a great audience — over 50,000 paid subscribers 
—which includes virtually every important figure responsible 
for market planning and media selection. 

Take advantage of this combination of enthusiastic reader 
usage and field-blanketing circulation to develop. your mar- 
ket promotion. Reserve your space today. 
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CAPTURE YOUR SHARE 

OF HIGH READER INTEREST 
WITH A “‘TELL-ALL’’ AD 
FOR YOUR MEDIUM OR 
SERVICE IN THE... 
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